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Set No. 2376/4504 .. . $17.5 
Simulated Stones 


Set No. 2367/4597 ... $12.50 
Simulated Pearls and Rhinestones 
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No. 2392/4623 ... $18.01 
Simulated Cabachons 
and Rhinestones 


dt new season, a new 1950 look, and a new market 


for Van Dell jewelry with ‘‘fashion-feeling.”’ 


A must in smart accessories for every woman's 


fall wardrobe — a must for you to stock and sell 
for greater profits, delighted customers. 


Display Van Dell, then watch your sales 
pile up like Autumn leaves! £°OE . 


Sahar at e+" 


) Set No. 2381/4612 . . .*$18.00 Keystone, . 
$ 2 Y)s VY re Simulated Onyx and Rhinestones | 





No. 1402/7 
7 stones, large high center 


No. 1255/7 


9 stone cluster 


No. 1075/7 
9 stones, large high center 


In these exquisite rings we have preserved the 
- true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 
with unusually. massive tops into which precious stones can 
be set with absolute safety and assurance against loss. 


_ Pictured here are three of a large selection of styles in 
_ stock for immediate delivery. They may be purchased unset 
wes shown or, upon order, complete with stones to suit the 


customer’s taste and price range. Earrings available to match. 


Sen 


FOR OCTOBER, 1950 





THE JEWELERS’ CIRCULAR-KEYSTOn; 


Volume CXX! Number 1 


UNNI 





UYNYAQUNUULEUPUEUGTOQUUUUUOOUOOAUSENUNNOOUOUOTEAAAOSGASEUOUO UU 


I1VUHOONTHAUUUIUN 


OCTOBER 1950 














The Cover 











M isi 
erchandising and Promotion : As Mr. Adelsheim suggests, now is 
Fall in! ... Fashion Joins the 1950 Watch Parade ................ 108 = the time to learn what the JIC can 
Christmas Invitations to Holiday Sales .........................04- 112 = do for your store; lend the Counei 
Elegance Continues the Jeweler's Opportunities .................. 114 = aa = your membership, 
Informative Selling Makes Salesmen of Your Customers ............ 116 = pone Fifth A ry — Council, 
How Much Will You Sell This Christmas? ........................ 118 = venue, New York 20. 
November Windows Set the Stage for Holiday Entertaining ........ 120 = 
Fancy-Cut Diamonds Sparkle in New Paris Jewelry ................ 122 = 
University District Stages a Christmas Promotion .................. 130 = 
Step-Up Watch Selling Paves the Way to Higher Profits .......... 134 2 
Lay-Away Plans for Extra Sales This Christmas ................... 136 = 
Watch Repairs Pay Daily Dividends ............................. 138 = 
Ten-Foot Appliance Section Pays Taxes and Utilities .............. 140 = P. M. FAHRENDORF, President 
Television Pays Off for Detroit Jeweler .......................... 146 = and General Manager 
Directs His Advertising for Over-All Appeal ...................... 178 : LANSFORD F. KING, Editor 
E R. H. GOODRIDGE, Associate Editor 
The Trade at Large ) GEORGE HUHN, Associate Editor 
MARKET REPORTS AT THE RETAIL LEVEL ....................... 110 THOMAS J. HIGGINS, News Editor 
The Diamond Industry NE ee a ee aT eee Me 128 MADELINE LOVE, Gifts Editor 
JOHN E. McGINN, Art Editor 
Technical EUGENE J. HARDY, Washington Editor 
Nat'l Press Bldg., Washington, D. C 
Making a Clutch RS a id taFia sh Galak eel ae JOHN J. BOWMAN, Technical Consultant 
Workshop Questions and Answers ....................0....0 00005 256 
DR. FREDERICK H. POUGH, 
Gem Consultant 
Departments VIRGINIA DIXON, Display Consuitant 
Speaking of the Jewelry Trade ............ chine Rated, ey eee = BUSINESS STAFF 
Cee be © aw xe Ah Ad wicked Aes RUN 148 A. SS, Sie mage 
* Le . ROBERT A ’ ction Manager 
Thinking of Remodeling? ...................0.00..0.00 00 ce cee 152 RAY V. LAWRENCE, y rere Manager 
I ns Se ea sib dh dst a KRE Kad RR ai ae ee 164 = —_— 
rae 2 vodiee bee ioe eee a ctewaa ned ehdbted caudate 186 oP 
; : . H. HETHERINGTON 
ss aasiee bite 2 nnn esgeiacn hack eth oe yeep it ene MADELINE LOVE 
i i ARTHUR J. 
apatite OT ee eee eT ee ee 100 E. 42nd St., New York 17, N. Y. 
ie nk arn wi ke wider ad aan ede A ele: & ace atl MUrray Hill 5-8600 
a ta, rile tae naib ade CUE SEW CY Cad xo weleadialeee 272 
New England 
E. P. LINGHAM 
420 Ind. Tr. Bldg., Providence 3, R. I. 
Gaspee 1-528! 
ONE OF THE PUBLICATIONS = 10 High St., Boston 10, Mass. 
OWNED, PUBLISHED, AND COPYRIGHTED (1950) BY THE CHILTON CO., INC. —  U“berty 24460 
Executive Office Editorial and Advertising Offices = Chicago 
Chestnut and 5Séth Sts. 100 E. 42nd St. = WILLIAM E. COMISKEY 
Philadelphia 39, Pa., U. S. A. New York 17, U. S. A. = 29 E. Madison St., Chicago 2, Ill. 
; CEntral 3735 


ISREAL DOBSEVAGE, Harrison, Ohio 


West Coast 

AARON ROTHENBERG & ASSOC. 
681 Market Street 

San Francisco 5, Calif. 

DOuglas 2-4475 


Southern California 
HARRY R. TERHUNE 
2412 W. 7th Street 
Los Angeles 5, Calif. 
DUnkirk 2-6254 


OFFICERS AND DIRECTORS 
JOSEPH S. HILDRETH, President; EVERIT B. TERHUNE, P. M. FAHRENDORF, G. C. BUZBY, 
HARRY Y. DUFFY, Vice Presidents; WILLIAM H. VALLAR, Treasurer; JOHN BLAIR 
MOFFETT, Secretary; D. ALLYN GARBER, GEORGE T. HOOK, MAURICE €E. 
COX, TOM C. CAMPBELL, FRANK TIGHE, LEONARD V. ROWLANDS 


UYYQQUALUYUIUOUUAHUUUEULLNUUU 


I 





HUNUQUUAUOONUNUUUUUUUUAUUUUL 


| 


PAUL WOOTON, Washington Member of the Editorial Board 





The Jewelers’ Circular-Keystone, published monthly and copyrighted by Chilton Company (Inc.), Chestnut and 56th 

Sts., Philade'phia 39, Pa. Entered as second class matter at the Post Office in Philadelphia Pa., under the Act 

of Congress of March 3, 187%. Subscription price—United States or its possessions: one year $3.00: Mexico, Central 

America, South America, Spain and its colonies, one year $4.00, Canada, one year $4.00; other foreign countries, 
one year $12.00; single copies 35¢ in U. S. A. Subscription payable in advance. 


HUAN AUTUUOUUA 











A Diamond-Studded 
Bracelet Watch Crea ted 
by Marce executed by 
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Inspired Marce creations in 
diamond-studded jewelry and 
watch-cases move in fashionable 
circles—are seen 

and admired in the nation’s 
foremost shop-windows 
—are worn by America’s 
smartest women... 

Product of WBO Craftsmen 
whose skill has become 
traditional with those 


who know quality. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENIOYING THE CONFIDENCE OF THE INDUSTRY 








33 WEST 60th STREET W()) NEW YORK 23, ae 














The urge to buy starts with the eye 
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\W14K.GOLb FILLED 


Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the 
quality of the case. It is also your assurance that 
the fine movement has the protection of precision 
case craftsmanship . . . plus the distinctive 
beauty for which Wadsworth is_ renowned. 
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WATCH CASES 


designed to custom-fit fine watch movements 
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In the same fine tradition... beautiful, nationally advertised WADSWORTH POWDER CASES 
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There's \OTHING FIVER 
than RINGS and FIMDINGS 
WV Karlan & Bleicher 


157 /R 4786/22 R 44038/588 
01 .02 pt melee 


Taal Xela ite] mete] (-s er SAU le ll-s Walon ame ol geha-ta 
dakoh mm ial-¥e ol-t 51-1 am ial-Mi alate mm alatelialery 

dal-Wm elle lo {-1amial-MeelTol lovato Mt tol (=. 

Nato mn col amintold-meialelammavZeMme|-Val-Idehivolal 

dak-Mmo (X11 lame lalo Mel gehartanlelaltall ole) al t-1ai-14 
Ring Findings by Karlan & Bleicher 
have earned them their position as 

the leader in their field. They can 
“spark’’ diamond sales for you just 

as they have for thousands of others. 


Specify K & B die-struck Rings 
and Findings... and be sure 
WE SELL EXCLUSIVELY TO MANUFACTURERS & WHOLESALERS 


FOR OCTOBER, 1959 
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VANINVIN GS 


Sell MORE Diamonds 


5311/921 
(6—.03 pt. 1.05 pt.) 


150/902/4706 
available 
7—.02; 7—.03; 7—.04; 7—.05 


lige 


THE LEADING RING FINDING MANUFACTURERS 


AN & DLEICHER 


( reatrsed srs balay hadays 
188 WEST FOURTW STREET NEW YORK, 14M ¥ 
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eco HIT OF 24 & SHO We Here’s the dashingly masculine design 


that caught the eyes...and caused the comments...at the 1950 ANRJA Show. On-the-Spot 


ordering for our now-famous ‘‘London Bridge Set’’ exceeded even our hopes. And 





orders have been keeping our mail clerks busy ever since...As always, we'll exert every human 
effort to fill those orders in the shortest possible time. You can help us by getting your order in 
early... Catalog No. MS 1634—or just simply say ‘‘London Bridge Set.’’ 


P.S. For safety in shipping and drama in display, 


Simmons sets now come “‘Packaged by Farrington’’. 
| < & 
ee 


ATTLEBORO, MASSACHUSETTS 





MAKERS OF QUALITY GOLD FILLED JEWELRY » SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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FOR yz HOLIDAY VOLUME 





THE WATCH BAND LINE THAT Has 
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Beauty of design your customers will 
go for in a great big way! The kind 
of smart, modern styling that suits 
today's tastes ... that brings custom- 


ers in. ..and sells them on the spot! 


Bil Pric 


Include Fede; 


These tested J-B assortments offer you top profit plus eye-catch- 
ing display that helps you merchandise J-B watch bands! Just 
display these proven traffic-builders...and watch them sell 
J-B watch bands. 


SAAERICA SZ ‘ THE MOST BEAUTIFUL 
WATCH was BANDS IN THE LAND 
: ce FINE WATCHES : _ | : — samme 


nvorotile. 
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Bing your watch 
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10 MAKE A FINE WATCH >, 
LOOK EVEN ame 


J-B DEAL NO. 8 J-B DEAL NO. 22 J-B DEAL NO. 33 


8 handsome bands with that “buy me” look, Your “Golden Trio” of profit makers, on a 12 bands — 8 ladies’ and 4 men’s, on royal 


blue trimmed with k Ivet. A 
on a background of turquoise and blue velvet. background of die-cut maroon velvet. traffic builder Apron "te Als a 


RETAIL SELLING PRICE... .$61.90 RETAIL SELLING PRICE... .$57.00 RETAIL SELLING PRICE... .$77.70 
YOUR COST.... ° YOUR COST ° YOUR COST.. 


YOUR PROFIT..... ' YOUR PROFIT............ 34.50 YOUR PROFIT............ 46,20 
{Including Federal Tax) (Including Federal Tax) (Including Federal Tax) 





FOR HOLIDAY AND EVERY DAY, AMX MEANS |EWELERS’ PQ EST 


soso FEATURE 


6056 
Y-P-W 


ma} also 6039 ss? also 3044 
* Square snake » round snake 


aiso 6057 with 7 
engraved top é; 
shell Y-P-W ah Chain Y-P-W i 
$6.50 i, + $7. > 


Include Federal Tax 
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It’s the built-in quality of J-B watch bands that builds 
your reputation .. . that makes satisfied customers! 
The beauty of these bands goes all the way through. 
In every way... J-B symbolizes ‘Jewelers’ Best''! 


MORE GOLD! EXCLUSIVE END-O-MATIC* ENDS! MICROMATIC SPRINGS: 


J-B expansion watch bands feature a top- Only J-B Ladies’ watch bands have the exclusive A J-B exclusive! Micromatic 
shell of precious 1/15-12Kt. gold instead of | patented End-O-Matic Ends that fit any watch... springs confine the spread to the 
the customary 1/20-12Kt. or 10Kt. More _ permit anyone to switch bands in just 8 seconds! underside first, leaving the 
gold means longer wear...greater satisfac- | Makes changing a watch band as easy as changing a visible portion closed for smarter 
tion...more sales! necklace. Now you can sell two and three bands for appearance! 


the same watch. 
*Pat. Pending 





Available everywhere through authorized JP rissa 


JACOBY-BENBDER, INC. © 161 Avenue of the Americas © New York 13,WN.Y. 


¥ 
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Take another look at your profit figure 


You will find it isn’t based on mark up—but on net profit 
after you take out the cost of sales. Some merchandise 
costs more to sell than others. 










Among watches, Hamilton costs least—because 
Hamilton is best known, most highly regarded by more 
people than any other fine watch. 







You don’t have to offer inducements to sell Hamilton 
watches. All you need is a good selection. 


HAMILTON WATCH COMPANY ¢ LANCASTER, PA. 
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two more 


— SELLABLE 
HAMILTONS 









AUSTIN—Grade 980; 
17 jewels. 10K natural or 
white gold-filled case. 
18K gold numerals on 
silver dial..... . $64.00 
With bracelet. . $71.50 




















for a FULL profit you can KEEP... 
featu * 


THE FINE AMERICAN 









PEGGY —Grade 750; 17 jewels. 
14K natural gold-filled case. 18K 
gold numerals and markers on 
silver dial.............$60.50 
With bracelet.......... $66.00 
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Jake advantage 
of our outstanding 
values. Feature 
these fine quality 
Platinum Diamond 
Ring Sets, made to 
Retail from $199.50 
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Rings enlarged 
to show detail 
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y SELL MORE 


DIAMOND RINGS 
Feature These Fine Quality 


BRISTOL RINGS 


with FULL-CUT 
CENTER DIAMONDS 


At These Low Retail Prices 


FROM $3622 RETAIL 
FROM $7920 RETAIL 
FROM $9920 RETAIL 
FROM $449°° RETAIL = 
FROM $499°° RETAIL = ; | 


OTHER SETS FROM *3UO up iS : 


IN A VARIETY OF RICHLY 
ENGRAVED REEL DESIGNS 





Retailing at 


$3 and “4 


plus tax 





A ready market of style 

conscious women exists 

for these very lovely 

CROSS reel pencils. Their 

rolled gold finish . . . their 
perfect fashion “flavor” and 

the variety of engraved reels 

. .. makes them ideal for any 
woman who wishes to dress well. 
And, they‘re both ornamental and 


useful. Order an assortment NOW 
oe for Christmas sales. 


cies -enmctit COMPANY me aeRREN STREET PROVIDENCE 7, R. 1. 
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oASTMASTER ‘Toast ’n Jam”’ 
-§nack-time favorite of the 


hole family. $29.95. 


COMMUNITY. 5 famous patterns— 
Morning Star, Evening Star, Cor- 
nation, Lady Hamilton, Milady. 





DURATONE—the original, plastic- 
coated playing cards. Distinctive 
new designs by Arrco. 





ZENITH Clock Radio. 3-in-one 
household servant. Fine clock, de- 
pendable alarm. $39.95, plus tax. 
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retail jewelry stores on request 
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Each of the items displayed in The 4 
Cosmopolitan Showcase will be i 
advertised to Cosmopolitan’s Te 
8,150,000 free-spending readers in 
the December issue of ‘‘America’s 4 
most exciting magazine’’ (out 
December 1). 





Hundreds of these emotionally : 


responsive men and women live in 





America’s top fiction) will be mouth- 
watering ads for the gifts shown on 
this page. If they’re also fortunate 
enough to find these same gifts dis- 
played locally in your store “As 
advertised in Cosmopolitan’’ 
you'll get a good slice of their 
Christmas purchases, and they’ll 
be able to wind up their gift 
buying with the least possible fuss 
and feathers. 


For extra Christmas gift sales, plan 
now to tie in with The Cosmopolitan 
Showcase. Write Cosmopolitan Pro- 
motion, 959 Eighth Ave., New York 
19 for FREE display material. Two 
easel-backed, four-color December 
covers (actual size) and up to 100 
reprints of this ad will be sent to 


. ° ° 





ee ven etn See 





without charge. 


Prices quoted on this page are manu- 
facturers’ recommended retail prices. 4 
Unless otherwise stated, they include | 
Federal excise tax wherever this applies. FS 
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HAMILTON ‘‘Vicki’’—America’s 
most wanted gift. 14K gold 
case. $110. 





PARKER—New ‘‘51’’ pen and 
matching repeater pencil. Gift- 
boxed. Sets, $19.75 up. 

















5 
7 | & your trading area near your store. | 
i he Come the December buying rush, | 
ie they’ll be looking for something very ti 
| special to give to some very special 
aE people. And the first place they’ll 
7. look will be in Cosmopolitan! 
i What they’ll find (in addition to | ‘31a 





GORHAM ‘“‘Lily of the Valley’ — 
newest Gorham Sterling pattern. 
6-piece place setting. $25.50. 


RONSON Crown Set. Lighter, urn 
and tray in heavy silver plate. 
Ensemble, $27.50—plus tax. 
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‘‘There’s an easier way to build store traffic’ 






















Display the Gemex ADVENTURER. Per- 
suasive in your windows... convincing 
upon inspection. Convenient for you, too, 
with the patented “Self-Adjusting” ends. 
Ask your wholesaler for the ADVENTURER 
man’s expansion band today, Gemex No. 
550. National advertising is now being 
seen in your neighborhood. 


$10.95, including federal tax 





GEMEX LEATHER WATCH STRAPS ae 
A handsome variety for men and women ‘i 
...to please the most exacting tastes. , : 
Like every Gemex band, these straps : | 


are made tothe mostrigid specifications. | | 
rINE WATGH BANDS 


Sold only through authorized wholesdle distributors. Gemex Company, Union, N.J. 
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Starry Rhinestones 


hand set 


“in Sterling Silver 





608 FIFTH 


‘creators of the unusual — as usual” 


NE aan Ae), 


FOR OCTOBER, 1950 











aruvood MFG. CO. 


Makers of Bracelets, Watch Attachments, Co-Star Jewelry, Jack ’N Jill Jewels 


PROVIDENCE, R. 


k db New York Middle West Chicago South West Coast 
epresenfed by: 1&O ZUCKER SIG HOROVITZ FRED WHITNEY BILL RICHARDS AL TRACHMAN 
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THE MOST SPECTACULAR 
I|AMOND PACKAGE EVER OFFERED 


AND HERE IS ONE OF THE SPECTACULAR 
“ROSE PETAL” GROUP OF DIAMOND RING SETS 


Other businesses prove it every day—a package has power! 
Now, for the first time, Lovebright harnesses all this power to 
diamond selling with the dramatic Rose-Petal package. Now, 
you have an added, vital eye-stopping force to help clinch sales. 
In a range of garden-bright colors, Rose-Petal package makes 
the most beautiful of displays. Get it into your store now—and 


watch it pay off at that crucial point where customers start to pay off! In these glorious colors: 
TEAROSE, 


A. EDWARD FISHER & CO. cena sinooemaati 


Importer of Diamonds e Over 35 years of Service to the Trade PALE BLUE 


5 $0 Fl FTH AV E. * N EW YO RK | 8 call or write for further details 


FOR OCTOBER, 1950 








A new and dignified adaptation 
No. 1269 of the religious medalis presented 
in these Catamore auto key 
chains. Sterling silver snake chain and medal 
for use by men or women. Key ring will hold 
many keys and can be had with many different 


medals. 
Shown actual size. 


Here are four new rosary designs by Catamore — all with machine cut stone 
beads in four different shapes. All metal parts are sterling silver and the beads 
are available in six colors — crystal, aqua, ruby, sapphire, amethyst and rose. 
Ask your nearest Catamore wholesaler to show you these new medals and rosaries. 


. 
‘IN 


23! PINE STREET © PROVIDENCE 3 *®R°?1 ® 
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pto realize the vast improvement... 
‘and repeat orders attest to its work- 
inship and superior design. 


salient features of the “Series R"” 
are: Double reflector with an 
ancave surface ... stronger and 

; with plenty of metal to 
ting job ... flat and 


Ble in 14K & 18K 
= 10% lrid- 


SERIES HR —Top same 
as “R”, sizes O3 to 50 


ae 


SERIES H—Heart design piercing SERIES LK—Our new “Four Pr SERIES + = ed Fi htail y 
on two sides, with the new pat- Setting” with the Mohan fetes baaduetian | ier and ablenn 
rye — top. Stone sizes look. Stone sizes from ¥ to Sct. base. Stone sizes 14 to 2ct. 

.05 to .50. 


PRECIOUS METALS SPECIALTIES CO., Inc. 


11 Vincent Street, Newark 5, N.J. «© Telephone: MArket 2-4287 


WE ARE ONE OF THE LARGEST PRODUCERS OF 
SEAMLESS GOLD WEDDING RINGS 


ASK ABOUT OUR DEAL ON 
PLAIN and MILGRAINED. 
POLISHED WEDDING RINGS 


¢ Carry a minimum stock 
« Order any quantity you please 
¢ AT LOWEST PENNYWEIGHT (dwt.) PRICES 
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The Howe  Diamends 


Far Above the Rest 
Down to Earth Prices 


One ECaral Co Hifly Carats, (hose 
whe know diamonds, choose 
from one of lhe worlds largest 
collections .... the House of 
Diamonds” falulous anay of 
diamonds and diamond 


adorn ed pewwelry. 


nt Bowery mt Canal 
Hw Vek 3, 1. U 


/ / 
{ { 
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GROOM NO. 5X1D_ = ae ; ae GROOM NO. 4x99 
BRIDE NO. 3Y69D i - BRIDE NO. 3Y68 


Increase your DOLLAR VOLUME on 
wedding band sales with these new Star 
Ring exclusives! A gold band set with 
stones is the next look in wedding bands. 
Sell them singly or in sets for double-ring 
ceremonies. At your wholesaler. 


10-K and 14-K yellow gold with ruby, sap- 
phire, emerald or white spinel number 5X1D 
or 3Y69D with or without diamonds. 


NEWSPAPER MATS AVAILABLE FREE ON REQUEST 


STAR BLING anes ue 


Ladies” and Mens 40K and 714K Quality Rings 
887-889 MAIN ST. BUFFALO 3, NEW YORK 
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YES - BUT DOES IT WORK WITH PEOPLE ? 


Sure does—if you’ve got what it takes to lure 
them. That’s why so many smart jewelers are stocking and 
promoting SWANK. This fast-moving, popular-priced jewelry 
attracts the kind of people you want. They’ve got a yen to 
buy SWANK. And once in your store they'll want the more 
expensive items like diamond rings and flat silver, too. Start 


featuring SWANK and you'll see the men prefer SWANK. 
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What you should know about.. 


CLIMATEST 


gesting Wy 








E ae 
AEF a 786—Y-W, $8.60 LY 


a 





ee - > a also available in 14 Kt. Gold 
Za 


- 
tt esr 


‘| |MATEST—an exclusive Forstner de- 
elopment—represents the latest ad- 
vancement in the construction of fine 
ewelry. Genuine Snake Chain made the 
Yodern way—the Forstner way—has 
xept the Karat Gold on the outside where 
tis needed most. This, plus the use of 


pure Nickel as a base, guarantees a high 


(EER a — 
Ta 3} 


" 


degree of corrosion-resistance not ob- 
cee” 





tainable heretofore. 
*790—Y-W-P. $5.50 


The CLIMATEST manufacturing proc- 
ess offers a 1/20th 12 Kt. Gold Filled 


quality that assures Superior wear under 





virtually all climatic conditions. 





Introduced in Forstner watch bracelets, 
LLIMATEST construction has proven to 
de exceptionally popular. 


CLIMATEST means double protection, 
fewer returns, more satisfied customers. 






As always, you can recommend Forstner 


products with confidence in quality and 


“787 —Y-W-P, $4.90 These and other CLIMATEST models in 1/20th 
12 Kt. Gold Filled (on pure Nickel) are now avail- 


Ca oe 
able through all Forstner distributors. 


x 

' : 
* 
& 


: 
_ workmanship. 
*With Kwiklok—The Perfect Buckle 

ALL PRICES KEYSTONE 





JEWELRY’S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION, IRVINGTON 11 NEW: FERS &‘Y js 
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It’s not too early to talk about Christmas... 


TS NO 





% 


@ This is the ad that’s helping to put your 
customers in a Christmas mood! Another 
in the new fine-watch series, it will ap- 






pear in full color during November in 
LIFE, SATURDAY EVENING POST and 
TIME — making 53,025,467 reader- 


impressions! 


OST PEOPLE like to look at watches—so make 
M it easy for them. Use the coming Watch 
Fashion Parade and follow up with your Christ- 
mas promotion to make a fine Swiss watch No. | 
on everyone's list! 

Yes, right now is the time to be planting the 
idea of watch buying in every customer’s mind... 
the idea that the perfect Christmas gift—to give or 
to receive—is a fine Swiss watch. 

This advertisement helps by carrying the ‘““No 
lovelier gift than a fine Swiss watch’’ theme to 
millions of readers during the month of Novem- 


x 
The WATCHMAKERS 4 


6 





Man ve 


a 


"tne 


ber. It’s a start, and it’s the place for you to start 
your follow-up by displaying the ad and watches 
to everyone who comes into your store! 

Remember that anyone who looks at your se- 
lection of watches is a potential customer. And 
remember that fine Swiss watches, with their 
many types and styles, can make anyone want a 
new watch. 

This way, you'll have many a customer pre-sold 
during the pre-Christmas selling push. 


REMEMBER! The 1951 Watch Fashion Parade, 
October 26—November 11. 


pn 
; Oo 


= 


OF SWITZERLAND 
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And here’s a Pre-Christmas present for every jeweler... 





-” 
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Leo he re 
Sales training movie 
Pre 
Pater by The 





Retail sales techniques, photographed in- 
side the jewelry store, effectively point out 
the profitable methods of selling fine Swiss 
watches. Such specific points as selling a second watch 
by merchandising experts, photogr aphed in or special feature watch are covered, too. 


Switzerland and in retail stores in the U. S., 


“It’s the greatest thing since “Ihe Inside Story 
of the Fine Swiss Watch’!”’ say members of the 





trade who have seen this sound film. Prepared 


Successful merchandising — the vital link 
between our national advertising and your 
local selling —is explained and demon- 
strated in interesting detail. 


this picture tells a complete story on selling 
more fine Swiss watches. 





Swiss watchmaking skill and traditions 
are presented, giving you a firsthand pic- 
ture of the care and precision that goes 
into the manufacture of a fine Swiss watch. It’s a story 





Styles and features of fine Swiss watches 
are linked to selling situations that show 
how the many different types and styles of 








that pays off in over-the-counter sales talk for you. fine Swiss watches can help you close a sale. 

- = = How to use the Official Swiss Watch Re- 

= — Technical advantages of fine Swiss watches : pair Parts Program as a selling force is 

ya are shown and explained = that in the : part of this movie. It suggests the ways in 

8 8 course of a sale you can deliver a powerful which repair can be used to sell a new watch! 

explanation of what makes a fine Swiss watch fine. 

This is direct support for a selling-up approach. YOU’LL SEE IT, SOON! We're anxious to show 

this movie to every member of the jewelry 

The quality control governing fine Swiss trade. Jewelry and Horological associations 


watch production is demonstrated in de- are invited to reserve a showing date by writ- 
tail. This tremendous emphasis on qual- 


ity is the big reason why a fine Swiss watch ticks so ing to: The Watchmakers of Switzerland, c/o 
accurately, so long. Rm. 1106, 730 Fifth Ave., New York 19, N. Y. 





The WATCHMAKERS OF SWITZERLAND 
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To irreproachable 


quality, we add the gracious 


stvling that outlives the years. 
ying y 


It’s been that way since 1910. 
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Gold and Platinum SWWatch Cases 
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Illustrated mountings show 
the traditionally popular 
Tiffany setting with the 
luxuriously new K & P “illusion” 
top. Constructed to enhance 
the appearance of the 
“small” diamond .. . to give 
it the illusion of size, 


value and brilliance. 


‘ 
~~? 





Known jor Quality 


O Wacten, of duteswe ipeaccumer 
biter’ & Pines, in 


21 West 46th St., New York 19 
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Dancing Lowers 


/ A Gay WEW Pattern 
: in STERLIVG by 


—- 
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* Outstanding!” says Boston. “Delightful!” says Omaha. 
“Full of promise!” says Houston. “Here’s our order!” says 
San Francisco. “Just what we want!” says Chicago. “Fresh 
and lovely!” says Atlanta. Within a single month of its 
presentation, Dancing Flowers has already rung up a new 
record for nation-wide acceptance. In fact, Dancing Flowers 
clearly has received the most enthusiastic welcome of any 


sterling pattern ever introduced by Reed & Barton! 
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Brilliant designing, superb quality, construc. 
tion, and craftsmanship, attractive, 
sales-aid packaging 

and displays, — PLUS 

the unmatched FITS- 

ALL ends. 


For men, for the ladies 
— the perfect gift item 
for your big fall push. 


1/20-12K G.F. tops with 
stainless steel backs. 


Thru wholesalers only. 


OFFICES: 21 Maiden Lane, New York, N. Y. 
29 East Madison Street, Chicago 2, Ill. 
657 Mission Street, San Francisco 5, Calif. 
2875 Hochelaga Street, Montreal 24, Canada 
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WE'RE MAKING DIAMOND HISTORY 


[oo 


; , N & 
VA SOR 
Sen 
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¢ *MIRACLE SETTING 


ogee 
oes". 
o"a"s 


woz 
vw a cts THE BEAUTY OF —_ — ———— 
s* | - ; 
RM show devel “te U8 
? , 
An exceptionally artistic duette. 7 diamonds 
brilliantly cut glorify the beauty of the engage- 
ment ring. The matching wedding band sparkles 


with 12 fine diamonds. Styled in 14k yellow gold 
and 18k white gold to give you a miracle value! 


None Genuine Unless Stamped “MIRACLE” | 








E Samples Furnished on Request 





Mats and Dealer Helps on Request 








[Styled to Sell - - Priced to Sell! 





Consult your jobber; if he cannot supply you, write us. 
MANUFACTURERS FOR OVER 50 YEARS 


SHIMAN BROS. & €O., Vee. casinos onesie uenteons tude st soma tng 


No connection with ony other firm 234 WEST 39th STREET NEW YORK 18, N. Y. 
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resenting The Newly Styled —Newly Priced GOTHAMATICS 
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ri also WATER-RESISTANT f 
eg SHOCK-BILT f 
Pt ANTI-MAGNETIC , | 
| MODELS FOR MEN | 

| AND LADIES FROM | 
; | 39.75 to $225.00 


tham Watches 


Fine Watches Since 1868 | 
ad 4 @) ©) 01 On ane) ) 


OLLENDORFF WATCH CO., 
20 WEST 47TH ST.. NEW YORK 19. N. 
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1950 is the Biggest GOTHAMATIC year! \ 
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AMPLE Cleaning solutions are re-refined 
to meet Elgin’s rigid requirements 





Before assembling a watch movement at Elgin all of the parts NOW! ELGIN GUARANTEES 
must be more than “surgically” clean. They are washed in THE DURAPOWER MAINSPRIN G* 


special solvents which remove every foreign particle, any pos- 


sible fingerprints or oil. And the solvents themselves must be WILL NEVER, NEVER BREAK! 

of such purity and volatility that they will leave no trace of ee 

residue. To achieve this high quality Elgin chemists test and Elgin‘s Guarantee: If a DuraPower Mainspring 
often re-refine the cleaning solutions before they are used. should ever break in service it will be replaced 


; . . var without charge to the owner of the watch, by any 
This extra care in their making is one reason why every Elgin Watch Jeweler or by the Elgin National 


Elgin you sell sells more Elgins for you. Watch Company, Elgin, Illinois. 


*Made of ‘‘Elgiloy’’ metal. Patent pending 
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l This is the 
well-remembered 





2 Remember the neat-'n-handy 
Gillette “Brownie”? It, too, 
made its mark in many a male 
heart around 1920. 


3 The Gillette 
Cigarette Set, 1924. “Remove the 
tray and you have a cigarette case 























ready for use.” A dual-purpose 
package ‘way back then! 
4 The handsome Gillette “New Standard” 
— another favorite of the 1920's. 


> “Treasure Chest,” early 1930's. 


When the 50 slick-shaving 
FARRINGTON has been making the Planned 


blades were used up, 
Packaging that has helped to make hundreds 


“Khaki Set.” It was issued to 
the doughboys of World War I. 


you had a nifty box 
for links, clips and 
collar buttons. 








of millions of sales 


for Gillette. 


6 “Red and Black Set,” 1935. 





7 Gillette’s “Exposition 
Model” in 1939-40 tied 
in nicely with New York 
World Fair, even to the 
color theme. 








8 The “Jewel Case” in 
1940 was a new switch 
on the 1930 “Treasure 
Chest.” 






9 Millions of World War Il 
“Joes” will remember this 
one — it was an important 
item of their “G. I. Issue.” 












10-11 And here are two of the current Gillette 

products ... the popular “Milord” (left) and 

the luxurious “Aristocrat” — today, as ever, 
Packaged by Farrington. 
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PACKAGED BY 
aN. \ ? ® 
“a \ heal \ a“ =a . _ = : : 
. — 
FARRINGTON MANUFACTURING COMPANY 
GENERAL OFFICES: 70 ATHERTON ST., BOSTON 30, MASS. 
CANADIAN PLANT: FARRINGTON MFG. CO., LTO., 1191 BATHURST ST... TORONTO 4 
DISPLAY PACKAGES - JEWEL CASES «+ METAL SPECIALTIES + CHARGA-PLATE* SERVICE 


*TRADE-MARK REGISTERED 
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Trade . Mark 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
PROVIDENCE CHICAGO 





. 
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Deal With Us 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


FOR MANUFACTURERS: 
WE SUPPLY THE ABOVE METALS IN ALL FORMS: 
AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 














HONESTY 6G 





) ACCURACY 





REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON unc. 








25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
: 33 





6037SP 


Oy;iginality of styling in good taste— 
fine quality—priced modestly—value you recog- 


nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS’ 


31 WEST 47th STREET 
NEW YORK 19,N. Y. 
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NATIONALLY ADVERTISED 








\LKING ABOUT 
PENTED ... 











MULT] 
ee GNIFIED FISHT ALS 


ENGAGEMENT and 
WEDDING RINGS 


They sell on sight! Because the diamonds 
look LARGER...BRIGHTER...more BRILLIANT! 


Miss and Mrs. U.S.A. know FEATURE LOCK Rings 
are best, by actual comparison, by years 
of proud ownership. 


You can’t see the lock. You can’t feel it when 
FEATURE LOCK Rings are worn separately. No clips, 
no attachments, nothing protrudes to mar their 








lock when 
_worn together, | 







beauty or exquisite design contour. 






- The sale of one ring 
must mean the sale of 
the other for you. 










Ordinary rings twist, 
shift and tilt—but not 
FEATURE LOCK RINGS! 





No sign of a 
lock when worn 
individually. 


ENGAGEMENT AND WEDDING RINGS 


oun A 
in SALES in POPULARITY 


Watch for our greatly expanded national // : SOLD ONLY THRU 
advertising campaign in 1950 in LIFE, X AUTHORIZED DISTRIBUTORS. 


@ FEATURE RING CO., Inc. 









Bes 3 
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PLAY, N. Y. TIMES MAGAZINE. 





CONFESSIONS, MODERN SCREEN, PHOTO- 


126 West 46th St., New York 19, N. Y. 
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Most men are honest at least in the 
strictly legal sense. Gordon Brothers’ 
integrity only starts there. The times 
we advise a prospective seller not te 
sell at a particular moment though our 
business is to buy. The times we volun- 
tarily do things “the harder way’ tor 
us, to satisiy the personal ideas of a 
man retiring from business. Or that 
much discussed time we came to buy 
a sizeable coneern (planning to keep 
it ourselves as a going business), but 
instead, reorganized it for the estate, 
put it on a firm basis. and saw the sons 
well-established in it. Do we claim to 
be good Samaritans? No, just good 
business men, with a constant eye to 
our reputation and a great deal of 
pleasure from showing a little human 
consideration along the way. In times : : 
like these, especially, you feel more 
econlident dealing with a firm like 
Gordon Brothers. 



















-- the oldest and largest firm of its kind in the United States 
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Lights! Action! ia 
RHAPSODY 


ah (nterest! — dispieys 


Here are colorful illuminated dis- 
plays that will sell by their smart- 
ness and direct appeal. Display at 
left is yours FREE with wholesale 
order for $300.00. Display below 
is yours FREE with your wholesale 
order for $150. 


has recessed background with oo oe ees ~~. : *. | DIAMOND RING 
flasher and concealed lighting. — : Bo” . 

Flash reveals peeping family} | 
watching. 


: 





























DIAMOND RINGS 




















“ Diamonds’ of the Stars are making sales 

.... history, backed by the power of our most ambi- 

“. tlous dealer-aid sales promotion program. Help 
. yourself to more sales by using our 








* Spectacular television shorts with sound track! 
* Smashing series of new dealer advertisements! 
* Six stunning counter display cards! q\ ‘ie 

* Rhapsody’s famous Bride’s Book! a 


M. SICKLES & SONS, Inc. 


906 CHESTNUT STREET © PHILADELPHIA 7, PA. 
Wholesale Jewelers for Nearly 100 Years 
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I feature COLUMBIA 
"MASTERPIECE SETTINGS" 





“We have enjoyed immeasurable success 
with a new advertising medium — televi- 
sion, much of the credit for which we owe 


EMIL ROSE to the public’s response to our offering of 


Of the Rose Jewelers chain 


of Detroit, Mich. nationally-advertised jewelry. 


“We are featuring Columbia Diamond Rings because of the 
public’s faith and confidence in the product and the unprecedented 


consumer acceptance that this product enjoys. 


“Columbia Diamond Rings ‘Masterpiece Settings’ featured on my 
television show is substantially increasing our diamond business 
and further adding to the prestige Rose Jewelers now enjoys in 


the Detroit area.” 
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DIAMOND RINGS 


on my television show 


COLUMBIA 
DIAMOND RINGS 


in a distinctive. 





individualized 





new diamond package 


These EXCLUSIVE “Masterpiece Setting” Features will help 
you sell Columbia Diamond Rings: 


Styled right--priced right 


Consumer Acceptance built up through extensive national 


advertising 


Nationally Established Prices for your Peace of Mind and 


Security 


Promotion Aids—Power-packed ad mats, displays, promotions to 


build store traffic 


Fully Guaranteed Guarantee Certificate with unconditional 
guarantee of complete satisfaction, comes with every ring, p/us 


factory registration 


c 





Basic Inventory Controls sate ba tooteles Mm aetaeleha-) mmr lammoottottooltton 


investment. 
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A PRODUCT OF : : ak / m nRixras 


AXEL BROS., INC. ea oun or ov > 


LONG ISLAND city, » N.Y 








21-10 49th AVENUE 
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THEY'RE PACKAGED ONLY 
IN THESE 2 WAYS! 


Look for them always! 





When your Bulova parts come pack- 
aged in either of these two ways, you 
are assured that each part is genuine 
—truly standardized, individually 
packaged and factory sealed. In ad- >, 
dition, you get convenience and ease ae 
of handling to make your repair work @ 
easier and faster. And, most impor- a 
tant, these parts enable you to do a 2 
perfect job always—a job that means 
customer good-will for you! 

















FOR YOUR CONVENIENCE 


Keep these parts in new Bulova cabinets 








now available at tremendous savings < 






during sensational material trade-in 4 






sale! Order yours today! 






BULOVA WATCH COMPANY, INC. 2 





MATERIAL SALES DIVISION 


WOODSIDE NEW YORK 
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for her... Fr" aaa 
e \0vy Tambourine 


/ 


Alluring, tailored beauty . . . sophis- 
ticated grace ... Extra-Slender to flatter 


feminine wrists. 





or assem 


"Spring-A-Tach" Ends* . . . attach 
or detach quickly, without tools .. . hold 
tight and fit right on any size watch lug. 





WAVaTo (Mla Ml ole) (c MMMM aaeLoy tuPMmatiole[-to 


_. fit for a ‘man's man. 











GRAD-U-A-TED expansion 
. .. Vari-Tension springs stretch 
first in the center to preserve 
neat design near the watch. 
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KESTENMAN BROS. MFG. CO. 
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LAN 


MOST SENSATIONAL 
PECIALS EVER! UNBELIEVABLY 
WALITY DIAMONDS! 


BRINGS YOU THE 


: —_ PROM —_ 
. 3 : LOW PRI — 


_ Now Berland brings YoU fe) pecials! Each diamond 

p measures UP i i or and cut, yet they 

ou’ ll fin e. Why promote © i when these 
rnover! More profit! 

glass! Compare their 


in this grou 
are priced so low y¥ 


quality BERLAND diamond 


Prov 
y! Then featu 
nd watch yo 


re these BERLAND 


low prices wit 
ur SALES go to town! 


Promotion Specials in your advertising—@ 


FINER STYLING, TOO! 


Promotion Specials are designed with the same care, the same flair, 
ore expensive rings! Styles include the newest and smartest channel an 


you find 
d fishtail 


BERLAND 


settings. And remember — : 
BERLAND Diamond is 


Every | 
BERLAND way fo look far larger 


cut and set the exclusive 
than its actual size! 


ABLE: A limited number of valued BERLAND franchises. 


r complete information. 


STILL AVAIL 
Write fo 


JOSEPH BE 
AN D Manufacturing Titans oy Oe i : . 
os porters 





# 6676—Diamond Ring, ) 3 a . . oe ee 
4 ct. total weight $65.00 _— 0 ee 
Wedding Ring to match 27.00 — pe 





#6892—Set, %4 ct. total weight 
$135.00 


# 6729—Set, 1 ct. total weight 
$182.00 
All Prices Subject to Change 





# 5291—Diamond Ring, 
Y% ct. total weight $48.00 


Wedding Ring to match 22.50 


# 6860—Diamond Ring, 
Ve ct. total weight $100.00 


> Wedding Ring to match 30.00 
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America Alerts . 


= 


... and alert jewelers will spot-light 


. 


LeStage identification bracelets for 
eager buyers and quick sales. 


For dependable quality .. . dependable 


se 


¥ 


sales . . dependable profits . . . 
make sure that your identification 
bracelet line carries the mark 


. . « LeStage. 


NEW YORK 
9 Maiden Lane 
A. H. BETZ 


CHAINS BRACELETS * LOCKETS 








In 1/20 12Kt. Gold Filled or 
Sterling Silver-Rhodium Finish 


High polish, anti-kink chain 


@ Massive hand-soldered links 


e For Men, Ladies and Boys 


SAN FRANCISCO 
657 Mission St. 
G. A. HARRAH 


CHICAGO 
29 E. Madison St. 
A. B. PINERO 


KNIVES BABY JEWELRY IDENTIFICATION BRACELETS 
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NEET’s Inimitable 
ONE-PIECE PADDED 





y GUARDETTE 








ARISTOCRAT OF 
WATCH STRAPS 


LASKO STRAP COMPANY 
200 Hudson Street New York 13 


CHICAGO: 29 East Madison 
LOS ANGELES: 220 West 5th Street 


ay 
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THE ONLY STRAP 
THAT PROTECTS 


AS IT BEAUTIFIES 


THE WATCH THAT WEARS IT! 


Created in ALLIGATOR 
CORDOVAN 
FINEST CALFSKIN 


Yes, there’s no other watch strap to compare with 
NEET’S one-piece padded “GUARDETTE” for design, 
construction, overall distinction and beauty! A long- 
time NEET best-seller, it continues to set new sales 
highs month after month. Smartly created in various | 
popular shades, and delivered by the dozen in an 
attractive point-o’-sale counter book display, Be sure 


to stock it for profitable sales and repeat sales! 


CONSULT YOUR WHOLESALER 
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Deltah ’s 


olden Opera Ge 


the one fashion line every jeweler C~ sells with security 


Se —because it’s styled for jewelers . . . made for jewelers with more gold 
es (1/20-14K Gold Filled, surfaced with solid karat gold). 


—because it’s impressively packaged in gift cases that are designed 
especially to attract jewelry store customers. 
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—-because it gives the jeweler the generous profit mark-up to which 
he is justly entitled. 


because it’s nationally advertised for jewelers only—never sold 
to any other type of retail store. 





AT BETTER JEWELERS 
Consult your wholesaler about the G) 


Golden Opera Special Offer! GD, ] h 
FAIR TRADE PRICED Cc t a 


for your protection L. HELLER & SON, INC. FIFTH AVENUE, NEW YORK SIMULATED PEARLS 
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omething glittering... 
Something gay 

Is the gift to give on 
Christmas Day! 


—And just look what Whiting & Davis has fashioned for 


the most glamorous golden and silver gifts ever! 


Gala Bags in Magnificent Mesh... and the perfect 
pair of mesh accessories to go inside — A sleek, slim 
wallet and a beauty of a cigarette case both in pre- 


cious matching mesh. 


—So show this trio of pretty Christmas gifts to your custom- 
ers who appreciate the matchless quality and marvelous style 


of a mesh fashion created by Whiting & Davis Co., Inc., 


Plainville, Massachusetts. 


Give your Wholesaler your Order or Reorder Today 


Kak tx fad 
with fot 
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READERS’ BOOK SERVICE 




















for the Gem Expert, Connoisseur and Student of Gemology 28. ENAMELLING ON METAL Louis & Elie Millenet $2.50 
1. GEMS AND GEM MATERIALS 29. THE PREPARATION OF PRECIOUS AND 
Drs. Kraus & Slawson $4.00 OTHER METAL WORK FOR ENAMELLING 
2, AKEY TO PRECIOUS STONES L. J. Spencer $3.50 H. de Koningh 52.38 
3, GETTING ACQUAINTED WITH MINERALS For the Skilled Watch and Clock Maker, the Apprentice and Student 
George L. English $3.25 
4, REVISED LAPIDARY HANDBOOK 30. PRACTICAL BALANCE AND HAIRSPRING 
J. H. Howard $3.00 WORK W. J. Kleinlein $3.50 
5. STORY OF THE GEMS _sH. P. Whitlock $4.00 31. RULES & PRACTICE FOR ADJUSTING 
ne _— 32 beroaenn seamen — HOROLOGISTS ~t 
7, FAMOUS DIAMONDS OF THE WORLD $1.25 peerage 9 teense $5.00 
8. INTRODUCTORY GEMOLOGY Robert Webster $3.50 33. SCIENTIFIC TIMING Charles Purdom $6.00 
% GEM TESTING 8. W. Andersen, BSe.. F.G.A. $5.00 34, KEYSTONE WATCH REPAIR RECORD BOOK _ $2.75 
10. GEM CUTTING J. Daniel Willems $3.50 35. WATCH ESCAPEMENTS Dr. James C. Pellaton $3.50 
__ jpaeammaancabecccap reat lialaaitia $4.00 36, THE SCIENCE OF CLOCKS AND WATCHES 
12, GEMSTONES _ 6G. F. Herbert Smith $8.50 (2nd Edition) A. L. Rawlings, Ph.D. $5.00 
13, GEM IDENTIFICATION CARDS 37. HOROLOGY J. Eric Haswell, F.B.H.1. $4.50 
Wilburt M. Draisin $7.50 38. WATCHMAKERS & CLOCKMAKERS OF THE , 
WORLD (Enlarged 2nd Edition) G.H. Baillie 10.00 
ewelry Repairer, Engraver, Desi 
For_the - a ene De = and_Enameler 39. PRACTICAL NOTES FOR THE WATCHMAKER 
14, JEWELRY REPAIRERS’ HANDBOOK (French-English Edition) G. A. Berner $3.50 
J. G. Keplinger $1.25 40. PRACTICAL WATCH REPAIRING 
15. JEWELRY DESIGN AND APPLIED DESIGN Donald De Carle $5.00 
C. A. Jakobb $25.00 41. PRACTICAL COURSE IN HOROLOGY 
16. JEWELRY AND ENAMELING _ 6G. Pack $3.50 Harold C. Kelly $2.75 
17, REFINING PRECIOUS METAL WASTES 42. WATCH AND CLOCKMAKERS’ HANDBOOK, 
C. M. Hoke $6.00 DICTIONARY AND GUIDE F. J. Britten $6.00 
18. ART MONOGRAMS AND LETTERING 43. KNOW THE ESCAPEMENT (New Edition) 
J. M. Rergling Barkus Watchmakers $5.00 
(Special 16th Edition—Paper Cover) $2.00 44 N WAT DIUSTING 
17th Edition—104 Pages—Paper Cover $5.00 , aaa oat ~~ohggnaaaaas “oe $3.00 
19. METALCRAFT AND JEWELRY 45. MODERN CLOCKS T. R. Robinson $3.00 
penalties — 46. TIME AND TIMEKEEPERS _ ¥. I. Milham $2.95 
20. ENGRAVING STYLE CHARTS—SET OF 4— i 
}. i. Revaties $1.75 47. MODERN METHODS IN HOROLOGY , 
Grant Hood 2.50 
21. TESTING PRECIOUS MET C. M. Hok .0 
en — a 48. THE WATCH REPAIRER’S MANUAL 
22. RINGS THROUGH THE AGES Heary B. Feied $4.95 
James R. McCarthy ; $2.50 
23. GEMS AND JEWELRY TODAY On Silver for the Jeweler, Collector and Antiquarian 
Marcus Raerwald and Tom Mahoney $10.00 
ee 49. ENGLISH SILVER (1675-1825) 
24. 3,033 RETAILING IDEAS Emanuel Lyons $3.50 Stephen G. C. Ensko and Edward Wenham $5.00 
25. HAND-MADE JEWELRY Louis W einer $2.75 50. OLD SILVER, ENGLISH, AMERICAN AND 
26. JEWELRY, GEM CUTTING & METALCRAFT FOREIGN S. B. Wyler $4.00 
W. T. Baxter $3.00 51. THE STERLING FLATWARE PATTERN INDEX 
27. JEWELERS POCKET REFERENCE BOOK 1949 Edition Without Binder $15.00 
Robert M. Shipley $2.75 With Leather Binder $20.00 
52. THE JEWELERS’ DICTIONARY (New Second Edition) $6.00 
a 1 
| THE JEWELERS’ CIRCULAR-KEYSTONE . 100 E. 42ND ST., NEW YORK 17, N. Y. : 
| Please send the following book postpaid: 
| 1—2—3—4—5—6—- 7 —8—-9 —] 0—1 ] —] 2—1 3 — 1 4— 1 5 — 1 6 —- 1 J— 1 8B— 1 9— 20 —2 1] —22—23—24—25—26—27 
| 28—29—30—31—32—33—34—35— 36—37—38—39—40—41—42—43—44—45—46—47—48—49—50—51—52 : 
| 1 CHECK Cc] MONEY ORDER C1] FOR $........ is attached | 
| 
| Ee nS eee TT a ee en ee a ee nea A | 
| re ee rT eT eT Pe Gs Be BO co cw wnccnccs a ined oeeeeane Pee nee : 
| Check or money order must accompany all orders. Do not send cash. Prices sr bject to change without notice. No books sent on approval. | 
a ee a ee eee a ee Oe EN: A TE TN ME fn th ft ER an 
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Sarkin, Tuc. 37 W. 47th ST.. NEW YORK 19. N.Y. 


Leading Ring Stylist for More Than A Quarter Century 
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Gorham Mfg. Co.’s #668-1, mahogany drawer McGraw Box Co.’s MINI-CAB. Solid wood con- Eureka Mfg. Co.’s #102 chest. Has metal cover 
chest complete with brass handles, drawer pull struction. Brass lock and key. Measures only 11/2” support. Partitioned wells. Tailored-style knife 
and nameplate. Top space holds 132 pieces. Also x 9” x 3%” yet will hold complete service for 12. rack. Made of fine grained wood. Holds about 
has drawer for extras. Lined with Pacific Silver Lined with Pacific Silver Cloth—McGraw Box Co., 150 pieces. Lined with Pacific Silver Cloth. Eureka 
Cloth. Gorham Mfg. Co., Providence 7, R. I. 200 Fifth Ave., N. Y. C. 


Mfg. Co., 144 W. Britannia St., Taunton, Mass. 


nly 
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How do chests help sell silver? 


Your taste in packaging can bring silver business to 
you instead of to your competitor. You owe it to your- 
self to look at these handsome new lines of silver 
chests, all lined with Pacific Silver Cloth—the only fab- 
ric that positively prevents silver tarnish. They'll give 
your customer lifetime satisfaction because Pacific 
Silver Cloth positively keeps silver sparkling bright 
without polishing. 


Silver a a 


Cloth 


positively 


Are Pacific Silver Cloth linings always labeled ? 


Yes—they are never sold unbranded. Look for this 
label as proof you are getting genuine Pacific Silver 
Cloth. Other chest linings have little or no tarnish- 
retarding ability. Tiny silver particles imbedded only 
in Pacific Silver Cloth absorb hydrogen sulphide from 
the air, prevent it from reaching your silverware. 


orevents tern eminem 


Where can I get Pacific Cloth Chests ? 


silver. 
tarnish 





COMPARE THESE SPOONS FOR TARNISH! 
Unretouched photos* by U. S. Testing Co., Inc. 
Spoon “A” wrapped in ordinary “anti-tarnish” cloth accumulated heavy 
tarnish during test. Spoon “B,” protected by Pacific Silver Cloth, retained 


its original sparkle and luster under the same conditions. 
*Test #18035, March 23, 1950 


ts PACIHC Silver Cloth 


MADE BY PACIFIC MILLS 


FOR OCTOBER, 1950 
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Outstanding manufacturers of silver chests and many 
silverware manufacturers offer chests with Pacific 
Silver Cloth linings for jewelers who insist on the best. 
Pacific Silver Cloth chests make silver more salable, 
keep customers satisfied. If you would like Pacific 
Silver Cloth chests in attractive new designs for fall 
and winter selling, contact your silverware salesman 
or write directly to the makers of the chests illustrated. 


| 
| 
| 
| 
| 
| 
| 
J 


PACIFIC MILLS, Dept. R-10, 

214 Church Street, New York 13, N. Y. 

Gentlemen: I am interested in wraps__, chests__, hollow ware 
bags__, place-setting rolls__, packets__, made with Pacific 
Silver Cloth. Send me names of sources of supply and descrip- 
tive literature. 
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Street address 


City Zone State 
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There Are No Finer Beads! Design 

saries must satisfy the public's desires and at the same time 

rry the elements of lasting appeal. Each ornamentation, each 
detail must be perfected to the minutest degree. To ‘produce the 
finest Losarigs, it eekes the touch of the Artisan, and Fidelis has 











[ITAKER Cc O., PROVIDE: 
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Seller! 


















“The Book of Time”’ is crafted in genu- 

jne leather, stamped gilt-finished. Case 
has 10K R.G.P. bezel with stainless 
steel back. Size: 24%," x 2” 


Actual size illustrated, 








é Hook of Time 


se On ee On - 


Creative Styling VY 











Another Tniampe im 















Makes a dainty 
table-piece 


Tired of the ‘‘ordinary’’? Looking for something really different 
in a watch case? Here it is! ‘‘The Book of Time’’ is a complete 
departure from the commonplace. There's nothing else like it. It’s that 
NEW idea you've been seeking to spark your watch sales! 








‘The Book of Time’’ combines novelty with practicality. Closed, 
it fits readily into the handbag or pocket. Open, it becomes a 

Makes a perfect convenient time-teller on desk or table. Its double utility makes it 
traveling companion! doubly appealing .. . to both men and women. It's a natural to zoom 
high on the “‘best seller’ lists of 1950! 














Sold to Watch Importers Only 


I. D. WATCH CASE COMPANY, INC. 


General Offices and Factory: 137-11 90th Avenue, Jamaica, N. Y. 















On desk: keeps time Creators of Watch Cases of Superlative Style, Beauty and or 
always in sight! 
NEW YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue: Telephone PL 7.4257 tos ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bids. | 





CAGO OFFICE: William Bart, 29 E. Madison Street EASTERN AND SOUTHERN <li mawereness: igrvactly foe Noss Set, ; New York, N. ha e 
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PAGEANT 
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SOMETHING REALLY DIFFERENT! 


Here is Anson’s new packaging and merchandising for Fall and 
Christmas! Another Anson exclusive. A cream-white and gold with 
steel hinged, simulated leather case of terrific sales appeal. 


1. Each left panel contains an original watercolor painted by nationally 
famous artists for Anson. They are reproduced in full color, and suitable 
for framing. 


2. These Fine Art paintings illustrate the background and theme behind 
the specially designed “STYLE PAGEANT” jewelry by Anson. 


3. The receiver of one of these handsome gifts can later re-use the 
beautifully-made picture-cabinet as a folding case to hold cherished 
portraits. 


4. This “STYLE PAGEANT” by Anson offers counter and window 
display possibilities of such richness and genuine “‘class” that it tells its 
own story at a glance. 

5S. The entire merchandising program behind the “STYLE PAGEANT” 
by Anson is being backed up by unusual dealer displays AND IS BEING 
NATIONALLY ADVERTISED BY FULL COLOR ADVERTISING 
IN “HOLIDAY” MAGAZINE, plus a strong national campaign in 
newspapers, television and radio. 

This is Anson’s most comprehensive advertising, sales and merchandising 
promotion to date. Ask your Anson Wholesale Distributor and place 
your orders now — to be sure you obtain your full share of this °“STYLE 


PAGEANT” by Anson. 
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B5030 AND B5031 ARE STERLING SILVER 


Nationally Advertised in National Maga- 


All Anson Merchandise is Handsomely 
zines; Newspapers; Radio and Television. 


Gift Boxed. 








Sold through Anson Wholesale Distri- 
butors. 


A Complete Line of Men’s Jewelry and 


© Arison Inc., Providence, R. |. Anson, Canada Ltd., Toronto Leather Accessories With Ideas. 
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he true trend is; MEAWY Sterling 


ograph can do full justice to this new HEAVY Sterling by Anson 
does show some of the fine designs and the extra thickness 

ht that characterizes really fine and wanted Sterling. 
«Gerling» especially extra heavy Sterling with genuine 

1 ad-engineturning, has a universal sales appeal 

e the new Anson line certainly deserves your 

for this Fall and Christmas buying. 


the trend is definitely “HEAVY 


No phot 
put it 
ind welg 


yttention 


Yes, 


STERLING.” 
All Anson Merchandise is Handsomely 
Gift Boxed. 

















SOMETHING COMPLETELY DIFFERENT (PAT. PENDING) 
IN BILL-FOLDS ... SEE-LIKE THE Afesen 


GRIP-CLIP 


ae SELECT 
"ANY BILL SAFELY 
AS ILLUSTRATED 


Please see reasons above. IT OPENS... (an exclusively 
Anson idea) ... then the metal arms snap shut firmly hold- 
re Ne RAY OY PP ee ing bills. In using the Bricf-Clip, you can SAFELY select 
eo a : PR RS ee and withdraw any bill in the Brief-Clip without disordering 
a (Brace) = or dropping other bills. 
113) P : . : 
: 4 le Its appearance is slim and aristocratic and sets compactly 
GE AF C ; Nanpeey 
.... NUINE MOROCCO 'R into the pocket. It comes in genuine pigskin, morocco, and 
(GENUINE PIGSKIN) ROWN) cowhide, ens or choice of many other designs 
‘ ; , ‘ in Anson quality. 
(All wallets shown above have double edging). All Brief Clips $3.50 Retail. ee 


A Complete Line of Men’s Jewelry and 


4, Leather Accessories With Ideas. 
Nationally Advertised in National Maga- Sold through Anson Wholesale Distri- 


eed. Providence R. 1. _ Anson, Canada Ltd., Toronto _ zines; Newspapers; Radio and Television. butors. 
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for Teen-agers 


ty 
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for Junior Miss 


For increased sales to 
your younger patrons 
— New styles and ar- 
rangements in !/20- 
I2K G.F. Write your 
wholesaler for an 
assortment today. 


AVANCE uth ii 
.* Mery, 
fy 


~ age yer Pigg 


Sold only through your wholesaler 


AUTOMATIC CHAIN COMPANY 


RHODE i'SLAND 


raemeretDENCE -« 
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This advertisement, 

one example of Omega’s 
compelling national campaign, 
features that most unusual, 
distinctive watch...THE OMEGA 
“SEAMASTER” automatic 
chronometer, an ultimate in fine 
watches. The first 

advertisement appears in 
October, with more to come. 





DO YOU . a § 
KNOW wa * 
THIS MAN? a 






His connoisseur's eye always seeks perfection. In every purcnase 
he looks for value and lasting worth ... whether it’s a collector's RE 
item, financial investment, or his wate h. That's why his choice 
in a watch is OMEGA, the — Swiss movement world- 
renowned for perfect construction, unrivaled accuracy, 


Fo a eae actical connoisseu ur Omega has created this sensational 

“SEAMASTE R" AUTOMATIC CHRONOMETER— “most 
precise instrament for measuring time.” Water-resistant, shock- 
proof, cal diaguiabe Sacks carries its own rating certificate, 
aitesting to actual performance of the watch under most rigid 
Observatory tests. Strikingly handsome with heavy 18K gold 
case, very inleresting treatment of dial, sweep second hand... 
in @ fine leather presentation case, $400 federal tax included. 


Complete selection of famed Omega time- 
pieces for men and women...Sold and 
Serviced at Fine Jewelers all over the Worid. 


OMEGA 


“FIFTH AVENTE NEW Y¥ORK 


OMEGA helps you build 
a big holiday season 


A dramatic national advertising program reaching over 
23,783,000 circulation in these sales building magazines: Life, 
Saturday Evening Post, Esquire, Fortune, New Yorker, National 


Geographic, N. Y. Times Magazine, Vogue. 


Tie-in helps for you: Counter displays, booklets for statement 
stuffers, newspaper mats, reprints of national ads. 


We are offering you our fullest cooperation to make the forth- 
coming Holiday season the biggest in Omega sales history. Your 
own local newspaper promotion timed to tie-in with Omega na- 
tional advertising will build important results for you. Write for 
our material! It’s free. 


OMEGA 
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NORMAN M. MORRIS WATCH CORP. 
608 FIFTH AVENUE, NEW YORK, N. Y. 
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All items on this page 
1/20-12K Gold Filled 


genuine Onyx with rhinestones 


¢ 


SOLD EXCLUSIVELY THROUGH WHOLESALERS MEMBER 
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“A ROSE BY ANY OTHER NAME...” 


As limned by William Shakespeare, is certainly not “The nor chance that over the past 20 years Rolex has received 
Same Sweet Flower” when it comes to the important matter 
of time-keeping qualities in a watch. It is neither by incident 


85% of all Official Government Observatory certificates 


issued to wrist chronometers in the Swiss watch industry. 


W 
ROLEX 





, he J ° 
THE AMERICAN ROLEX WATCH CORPORATION 
FOR OCTOBER, 1950 





$80 FIFTH AVENUE 


NEW YORK 19, N. Y. 
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Established 1924 


ON TIME AND IN STYLE WITH 


chuls watches 


AO}. Gav, | San OT Oe; RY LOTR) 


Styled & AD Eelete: Caathace mrt ameltl amt t-lalcel as 


304 EAST 45th ST, NEW YORK 17_N. Y. 


“Reg. Trade Mark 
524,530 


A dramatic two-some 


in 


14 kt. yellow cold, 
17 jewels. 














aie 










1/20 12K Gold Filled, with 
stainless steel backs. Avail- 
able with emblems for 
Masonic, Shrine, Elks, Eagles, 
K of C, K of P,.Moose, Army, 
Navy, Air Corps and Marines, 
with simulated imported 
Onyx or Ruby stones. 


What a build-up for yourFAll SALES! 


Yes, you'll feel the impact, right in your own store, of the 
big promotional push this Fall on Emblematic “GOLDEN 
GEM”, the only expansion watch braclet with emblems. Be 
sure you have ample stock, and display “GOLDEN GEM” 
prominently in your window and store. 


























No. 2750/1 


10:7° 


(tax included) 












= Packaged in handsome, maroon plastic 
presentation box for year ‘round gift sales 


@ 






MARVEL JEWELRY MEG. CO., PROVIDENCE 3, R. I. 
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Above cases available in several engine-turned designs. 


SOLID STERLING CIGARETTE CASES : 
Illustrations reduced approximately one-quarter. 








Here are outstanding examples of the silversmith’s 


art. Beautiful in design — meticulous in craftsman- 
ship. Wide variety of styles for men and women. 
All men’s cases have inside bezel. 
. Model 222. Men's tuxedo model. Full pack. 
- Model 224. Lady's full pack case. 
Regular or king-size cigarettes. 
- Model 220. 20 regular or 16 king-size cigarettes. 
. Model 205. Sleek, streamlined—14 regular cigarettes. COM PA N Y, IN C 3 


Also Available in Sterling: 
Miniature Folding Picture Frames : : 
Kiddie Diggers (T.M.) Pocket Knives (also gold Silled) Silversmiths 
th ities in sterli , 
ee 157 Orange Street * Providence, R. I. 


Write for full information. 








Albert Davis Chester Mandelbaum 
220 West 5th Street 
Chicago, Ill. Los Angeles, Calif. 


Henry Green 
9 Maiden Lane 29 East Madison Street 


REPRESENTATIVES: 
New York, N. Y. 
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“Jam -packed” with thrilling new 
trophies and Special Awards. Don’t 
miss this Big Sporting Goods Event 
...the new 60 page Dodge Trophy 
Catalog. Send for your copy today. - 
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PROVIDENCE, R. 
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B881/116 


1143 — For any size round 
movement from 0 to 834 
ligne. 

304 — Same as 1143 with 
large opening 

1064—4AH, 5AP, 6AP, 6AF, 
8AE, 7AP, 8AH, 7AM, 44%, 
5p, b!/2, 634T, 834, 754x11, 
634K, 8x10, 734, 20/08, 
15/OE, 18/OE, 21/OEL, 21/ 
OES, 21/0, 14°H, AK-13 
BEN, AK-16 BEN, 750W, 
7I4W. 

863/30—Same as 1064. 
B880—8 3, ligne. 
B881/116—83, ligne, also 
available with same lugs as 
Bsso. 


WATCH CASE CORP. 
150 Varick Street 
New York 13, N. Y. 
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very “week more people in your ar e 


- LIFE's exciting issues than any other mag 


It pays to let people know you have the 


_ jewelry: items they see on LIFE’s advertising 
_ Every day, more jewelers are finding out tha 
people who read LIFE have the — 
items in the jewelry line. 


A tie-in with LIFE is one sure way of b 


extra business into your store! 


slec Jn LIFE duly ‘rough December, 1950° 


Heasitcn: Watches 

Hickok Men’s Jewelry 

Keepsake Diamond Rings 
Krementz Jewelry | 

Le Coultre Clocks & Watches _ 
Marvelia Pearls 

Mido Watches 

‘Movado Watches 

O-B Rings 

Omega Watches 

Sessions Clocks 

Swank Men’s Jewelry & Accessories 
Swiss Federation of Watch Manufacturers 
Telechron Clocks 

Trifari Jewelry 

Vulcain Watches 

Westclox 

Wyler Watches 


SILVERWARE 


Community Silverplate 


Holmes & Edwards Silverplate 

unt Sterling Silverware 

Reed & Barton Sterling Silverware 
Rogers TOS. ores 


/ maa Pens 


- _ Waterman Pens 
. ‘Wearever Pens 


- SMOKING ACCESSORIES 


Dunhill Holders 
Ronson Lighters 
Zippo Lighters 


CAMERA SUPPLIES 


Ampro Camera 

Ansco Camera 

Eastman Kodak Camera 
Graflex Camera 

Kalart Camera 

Polaroid Land Camera 
Revere Camera 


SHAVERS 
Remington Rand Shaver 


Schick Shaver 
Sunbeam Shavemaster 


*These advertisements were scheduled as of September 15, 1950. 
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Re & See 








In Bridgeport, Connectic been interested in tying 
















wide promotion featuring all of their LIFE-adver- in the magazine’s ads with ou merchandise. 
tised products. Reported Irving Michaels, Jr., Mgr.: “The promotional results were highly success- 
“The reasons for our using LIFE were varied. ful. I feel that the use of LIFE magazine material 
Both the display department and [have been LIFE _ was definitely a factor in our having the largest 
readers; we've known about LIFE’s circulation fig- July volume of business since many, many years.” 


DIOR PN: RIK 


in Pasadena, California last June, you couldn’t _ vertising campaign in LIFE and the idea of tying in 
walk past a jewelry store without seeing a LIFE with it. Several people mentioned seeing the ad and 
ad on Holmes & Edwards Silver in the windows. showed interest in the Holmes & Edwards line. I 
The J. Herbert Hall Co. (above) was no exception. think the results of this campaign will be very 
Said FranzH. Christiansen, Manager of Hall’s silver good for Hall’s and for Holmes & Edwards.” 
department during a LIFE tie-in, “I like their ad- 


First with people who buy 


First with people who sell 
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c BFE st : 
FABRE. ARM c on ant 
onto Fryer nee ne cw 
b ow? © Sriaineut wer 
vt 
pustet 
Onic fabric 
: On10 5 bags and rolls — 
PISTINCTION 70 46 BAcs in protect your 8 
- oe MERCHaNy, = product's beauty | ee a 
es . and factory fresh - 
2 appearance assur- : Cy 3 
! ing its Sales Appeal. NS ‘ae 
Orie fabric 
bags and rolls 


give your prod- 
. ak uct Consumer 
wee 86. Gift and Buy 
Appeal. 











\DEAL FOR 
HIO sae ety UL POLISHED 
sit xe ALS 


Your customers will appreciate Ohio fabric anti- 


tarnish bags because they retain the original lustre 


¢or 
esion™ and sparkle of the silver. They are truly a premium 
ere nes ort item ... and the cost of packaging your product in 
0 Enotes pre a fabric bag is so negligible. 
ov <te 
ps 


This is the time to make profitable contacts with a leading manufacturer 
of tarnish preventing rolls and bags. zippered or drawstring style, any 
size or shape, in a choice of colors. Due to our modern machinery and 
‘being converters of our own goods we are in a position to guarantee 
you savings. 





For a mere fraction of a penny we will 

have the fabric bags screen printed with 

your store's name or trademark. On lots FINEST ANT] 
of 50 doz. or more the imprinting of ND PACIFIC y 
your store's name will be done at no 
extra cost. 





Request Price List and Sample Bag free. 
We will gladly furnish you complete 
information at no obligation. 


JOBBERS’ INQUIRIES INVITED 


 Ohic MANUFACTURING CO. 


1402 adware L. Grant Highway, New York 52, N. Y. 
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SP PII as 


© = 
@ Velvet Voice Radio 


You can /ear the difference! 








>. ea 


ARVIN MODEL 450-T — The outstanding 5-tube val- 
ue of all time! Eye-catching beauty, ear-thrilling eee 
Velvet Voice tone! AC /DC superhet, 5 tubes oe serene 

ing rectifier, Alnico speaker. Underwriters’ listed. : 


(lvory finish, $24.0) 
2)? 93 


MODEL 451-T—Same chassis, with a lighted lu- , . CF. : as ye 
cite dial, lucite knobs, finish-o-gold "4 $ 95 | 7 cecal rn : . - 
pointments, in Willow Green, eats E 27 ie conceal. | go 

ony, or Sandalwood, illustrated . : ie ae 


+ This Christmas... feature the ya 
most Beautiful and Complete Radio Line 


Seven great national magazines are telling mil- these beautiful Arvin Radios into your own news- 
lions of readers about the high styling, the breath- paper advertising—into your windows— into your 
taking beauty and prime performance of Arvin store displays! Cash in on the universal Christmas- 
Velvet Voice Radio this fall. And in every ad, shopping desire for top quality at a big-value 
Arvin value is stressed again and again. price! Use Arvin’s powerful displays and free mats 

Make the most of this terrific selling help! Get to clinch attention—and build sales and profits! 


‘A COMPLETE LINE OF 37 SETS FROM $13.95 TO $179.95 


ARVIN MODEL 481-TFM—Queen of all table 
model FM /AM receivers, brilliantly styled, with 
8 tubes including rectifier. Straight AC circuit, 
4-gang variable condenser. FM tunes easily as 
AM. Heavy duty magnetic speaker. Built-in AM 
loop antenna; FM antenna. 


9? 


MODEL 480-TFM—lIn choice of 4 colors: $ 95 
Rosewood, Willow Green, Sandalwood, 54 
[vory— 








95 
Plastic) 





Write, wire, or phone for distributor's name 


ARVIN INDUSTRIES, Inc. 


(All prices subject to Columbus, Indiana 
change without notice) (Formerly Noblitt-Sparks Industries, Inc.) 
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COMPLETELY WATER RESISTANT 
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Exclusively @ All the features you need for volume selling available in 
Distributed by one line! 
Completely Water-Resistant 
|. ALBERTS’ SONS, INC. Self-Winding Automatic 
Boston-Syracuse Incabloc-Shockproof 
Luminous Dials and Hands 
BALDWIN-MILLER CO. Swen Sacnnd 
Indianapolis All Steel Cases 
cme Men's and Women's Models 
Milwaukee You can count on the CALVERT Deep-C-Diver for cus- 
tomer satisfaction and volume sales. Write today for 
S. H. CLAUSIN & CO., INC. catalog of the entire CALVERT Line. 


Minneapolis-Spokane 
Seven and Seventeen Jewels to Retail from $19.75 


EDWARDS & COMPANY 
Kansas City, Mo. 





J. ENGEL & CO., INC. 
Baltimore 


CALVERT 





THE GERWE BROWN CO. i 


A 


7 (OSE ag PRS : 7 
Hs Dependalle sh iy Gs Sime Stself. 


Cincinnati-New Orleans-Dallas 


WATCHE 
E. W. REYNOLDS CO. 


Los Angeles-San Francisco: 
Honolulu 681 FIFTH AVENUE e NEW YORK 22, N.Y. 
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UP UP UP 


...Qll the time 







Se. as 


PEroPLe...men and women, in all age groups and in all 
parts of the country... firmly believe that Gold Filled rep- 
resents highest quality in the popularly priced field of jewelry. 


Naturally this strong position which the high quality of 
Gold Filled merchandise has earned with the buying public 
should be an incentive to you to stock and display it in your 
store. Yes, feature it...and your sales will go up, up, up, 
all the time. 






Research Division of 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. 


RHODE ISLAND 













PROVIDENCE 7, 





Quality is guaranteed under the terms of Commercial Standard CS 47-34 as issued 
by the United States Department of Commerce and approved 
by the American Standards Association 
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NATIONAL ADVERTISING 





New 

in Style, 

Quality 

and Value— 
from $185 Retail! 
Nationally 
Advertised 

this Fall. 

This Qutstanding 
Value and 
Promotion Is 
sure to Boost 
Universal 
Geneve 

Dealers’ Sales 
Everywhere! 
Write for 

Agent details. 


© H.S.W.A. 1950 
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Something really 


By the Goldsmith and the Watchmaker 


When talented craftsmen work together, look at the 
result! New, lasting beauty in a fine watch and graceful 
bracelet that are matched in perfect symmetry. All 
three are wrought in 14. karat gold. They have genuine 
Universal Geneve 17 jewel movements that assure 
dependable, accurate performance—from $185 FTI. 
Leading Jewelers will proudly show you these and 
other fine watches by 





UNIVERSAL 


GENEVE 





Universal Geneve watches for women priced from $71.50: for men from $48, F. T. 1. 


THE HENRI STERN WATCH AGENCY, INC. 
587 Fifth Avenue, New York 17, N.Y. 
































This Fall--its the 
TOASTMAS 


_ TOASTMASTER 
Automatic Waffle Baker 


@ Grids treated with “Siltect” — 
special treatment that stops vote 
sticking. No oiling, no scraping grids. 
@ Automatic pilot light goes ‘‘on”’ 
and glows while waffle bakes; goes 
“‘off’’ to signal when waffle is done. 

@ Interlocking grids seal in batter, 
limit overflow. ee 
@® Temperature adjustment for light, 
medium, or dark waffles. 


@ Safe, cool handles are comfortable 
—even when baker is hot. 








Know al FWE 
TOASTMASTER 


AUTOMATIC APPLIANCES 





@ For parties that almost give themselves! 


TOASTMASTER | 
"Hospitality”’* Set 


An ideal gift for every occasion. 


@ Walnut veneer tray inlaid with simu - 
lated leather doubles as beverage : vans oad 


has resistant finish. 


@ Four party plates of Viking oniet es te ‘ 
glassware make a smart eee set. 


exactly 


and youll Sell all FIVE [ 


76 


***ToasTMASTER,” “‘Hospirauity,” “Toast ’N JAM, 
Electric Company, makers of **Toastmaster’”’ 
**Toast master 


and other 


‘? 


Products. 
MeGraw Electric Company, 


Copyright 


Toasters, 









wok, vs - 













and “Siritecr’’ are trademarks of McGraw 
**Toastmaster’’ Electric Water Heaters, 
1950, ToastMaAsSTER PrRopwucts Division, 
Elgin, Ill. 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHES 


c 


NATIONALLY 
ACGs PIED 


LATHIN WATCH COMPANY 


580 FIFTH AVENUE - NEW YORK 19, NY. 


[| CATALOGUE SENT UPON REQUEST } 

















don’t trust 
your naked eye - 














ene 






Let Your Own LOUPE 
prove the PERFECTION of 


LOVE BIRD 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 







Loupe-tested 
DIAMOND RINGS 





© Nast aae,) & through your own Loupe. You will then share the enthusiasm 
as « of other thousands of jewelers who are now successfully 
oo es and profitably selling LOUPE-TESTED LOVEBIRD 
“Among 2h” Diamond Rings. Franchises are still available. 


' hin 














630 FIFTH AVENUE, NEW YORK 20, N. Y. - — 
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COmrecETELY DEPENDABLE 


4 


presenting a superb 
selection of 
novelty 
gift watches 


Illustrations: Actual Size 


Bandbox on Chain Bracelet 
Lift the lid to see the time 


Book of the Hours Pendant 


(Shown closed and open) 


ee 
c Replica of Early Victorian Clock 


Multi-colored enamel 


CRAWFORD WATCH CORP. 550 Fifth Avenue, New York 19, N. Y. 
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Here is a Moneymaker tor the Installment Jeweler 


INFORMATION CHART 


Linde 
(Synthetic) 


Composition Same 
Hardness Same 

Cause of star effect Same 
Type of Star . Same 
Specific gravity Same 
Refractive index Same 


| Makers of Prits Jewelry Since I 904 ees 42 ¥ ‘Sy Y 


80 





Natural 
Same 
Same 
Same 
Same 
Same 
Same 


LOWER PRICES! 
The Linde New 


“ECONOMY” 
QUALITY STARS 























Their magic beauty has captured the imagination of the nation! 
Linde stars duplicate natural stones in arresting beauty, : 
- im every quality, . . at a fraction of the cost. ‘Constant 


in yalue .... a real stopper for on-their-toes salesmen... priced to 
promote additional volume at installment store levels... 
plus a generous profit to the jeweler. Enjoy plus business by 


featuring Goodman's Linde Stars this Christmas season. 


COMPANY. 






‘ashington. St. Ladies 4, Ind. 
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EASIEST spten control 


MIXGUIDE puts 10 tested speeds 
right under the thumb, right under the 
eye—magnified for flash reading. No 
stopping to change speeds, simplicity 
itself, and what a cinch to demon- 
strate! Easiest to use.. . easiest to sell. 


EASIEST portasiuty 


New, lighter beater unit glides off the 
stand for use anywhere. No triggers, aos : : ; : eee ; 
catches, or latches. Easy off, easy on . a. —— ele ay rond 
7... with one hand. Here’s extra use- eee’ Se ii a Revs gro a 
fulness—added reason for purchase. 
Easiest to use . . . easiest to sell. 














EASIEST operation 


The hand that holds the 
mixer sets the speed. Leaves 
the user’s other hand free to 
hold a pan or add ingredi- 
ents. Only Hamilton Beach 
offers such complete con- 
venience. Easiest to use... 
easiest to sell. 








EASIEST suicine 


Juice, strained free of seeds and 
pulp, flows directly into serving il : 
glass. Nothing extra to wash. oe end West.) 
Rustless extractor lifts out for ; 
easy cleaning. No strainer to 
scrape or scrub. Easiest to use 
«+. easiest to sell. 


EASIEST owt controt 


Shifts ever-turning Pyrex bowl 
while beaters revolve. Gives even, 
thorough mixing without stopping 
the motor or touching the beaters. 
Watch your customers go for this 
Hamilton Beach exclusive. Easiest 
to use . .. easiest to sell. 





ixette 


A PROVED BEST-SELLER! A fast- 
mover wherever it’s featured. 
Broadens your mixer market— 
helps you cash in with the 
$17.75 people. Hangs on the 
wall or fits in a drawer. It’s 
the only 3-speed portable with 
one-hand operation. Yes, and it 
beats everything any other 
mixer will—regardless of size! 
In price, in performance, in 
smart packaging .. it’s a gift- 
item natural. 


LTON BEACH 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 





Bice 









$1775 retan 


($18.25 Denver and West ) 





PYREX MIXING BOWLS 


|User can mix, bake, serve, and store foods in 
‘the same bowl. Saves time, saves dishwash- 
ing, and which of your customers doesn’t 
love that idea? Pyrex Ware is also useful 
in many ways other than with the mixer 
Easiest to use . . . easiest to sell. 


Includes gift box, bracket, and screws 
for wall mounting 


| 





Hamilton Beach Food Mixer Pays Top Profit... 38.18%! 
94,032,513 Ads Sell Hamilton Beach Products This Fall! 
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AMERICA’S MOST POPULAR 
DIAMOND MOUNTINGS- 


AND WEDDING RINGS 
IN GOLD OR PLATINUM 





Jewelers from all over 
America know Goldstein-Gerson 
as ‘‘The House of Fishtails’’ . . . for no 
one else has such a wide selection of __ 
-mountings to fit every size diamond from 300 per 
carat to half carat. See this complete line of 
superbly crafted rings in various price ranges. 


Every Popular Style and Size 
Every Popular Price You Need 


——" 
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EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE” DIAMOND DUETTES 


126 W. 46th STREET 
NEW YORK, 19 
Sold only through Wholesale Distributors 


ARTHUR GOLDSTEIN @ JULES GERSON @ A. W. (Patty) COHEN @ A.B. GRODMAN) @_ IRWIN GOLDSTEIN 
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the new round 


ETERNA-MATIE 
for men 


to round out the 
ETERNA-MATIE 


line... 


05 BOT-1248 


NWI A NEW SHAPE, A NEW SIZE... 
“XJ DESIGNED FOR NEW SALES! 


The ETERNA:MATIC eleven-and-a-half-line movement 


is now available in the three distinguished models shown. 





07 BDT-1248 Direct-sweep second hand. 


Waterproof.” Shock-resistant. 
Non-magnetic. Stainless steel, 
$71.50, tax included. 


THE FIRST 
SELF WINDING 
WATCH WITH A 
BALL BEARING 


Oscillating weight swings freely 360° both clockwise and 


(05 BDT-1248 also gold filled, $71.50, 


tax included.) 


*ETERNA e MATIC waterproof models are guaranteed to 
remain so even after cleaning or adjustment, provided 
they are serviced with genuine Eterna parts by an author- 
ized Eterna dealer. 


counter-clockwise ...winds mainspring at the slightest motion 
of the wrist... keeps going as long as 40 hours after wearing. 


The ball bearing mounting in the 
ETERNA*MATIC is unbreakable... 
contains no jewel or pivot. Entire 
automatic system is held in place 





by three easily accessible screws — A : a 
removable in 45 seconds—exposing ” 
complete movement. “the smallest self-winding watch in the world” 
The modern automatic watch for women. 
° Stainless steel or gold filled, $71.50; 
Look for the ETERNA-MATIC symbol on the dial ° bn 14K gold, $175. Prices include tax. 


ETERNA- MATIC 


ETERNA WATCH CO. OF AMERICA, INC., 580 FIFTH AVENUE, NEW YORK 19 
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Arvin Annie is the new identifying symbol 
for Arvin Electric Housewares. Cute as a 
button and fresh as paint, she gets attention 
wherever she goes. Annie is being introduced 
to millions of housewives in a smashing 
color page in the October issue of Ladies’ 
Home Journal. 

The Arvin Annie display of seven pieces 


It’s Still True! 


Meet Arvin Annie, Star Salesman 





Arvin 


DISPLAYS and 
40% DISCOUNT 


are yours without placing 
a trainload order!..... 









including a big colorful window streamer 
is free and prepaid to registered Arvin 
dealers. If you haven’t received yours, mail 
the coupon below, and put your Arvin 
Annie display in your windows and on your 
counters now. Identify your store with the 
powerful Journal advertisement and get 
extra volume, extra sales and extra profits. 





| Electric Housewares Division Oe 
: ARVIN INDUSTRIES, Inc., Columbus, Indiana | 
Gentlemen: I’m an authorized Arvin dealer selling the following Arvin products ........ : 
7 Please rush me a complete Arvin Annie display for my windows and counters. | 
| ES 6 cua na davcedeveasocseeseecweneewssd eerie er 7 
ON Tee rT Te ere - | 
q i eer eT Tre rrr ee ae Zone... .State....... | 
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“Birds in Flight’’. Exquisite flights of fancy 
in golden Trifanium with brilliant baguette plumage. 


Doth fog yl Filer... Gaul VIF AR 


As Advertised in Vogue—October 1, 1950 the back with the name Trifari. 
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De Bruce 


ANNIVERSARY CLOCK 


(400-DAY) 


WITH THE REVOLVING PENDULUM gt Af I} 5» 




















Requires winding only once a year 


Here is the clock for your better trade, particularly now, at the new 
reduced price. It is a replica of an old museum piece, and under the 
glass dome, the revolving pendulum turns rhythmically back and forth. 
125/"' high, 77/3" base, polished 
brass case and pillars; two-tone 


NEW IMPORTATIONS silver dial, with embossed figures. 


A complete assortment of 
Cuckoo Clocks to retail 
from $15 to $75. Write 
for detailed descriptions 
and come in to see our ex- 


ceptional values in clocks 
and watches. Write for booklet and price list 





NOW AGAIN 
ATTRACTIVELY PRICED 

















WALTER KOCHER & CO. 


17 West 57th St. New York 19, N. Y. 
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#133 — Spring end —fits any size watch lugs — locks automatically. 
1/20 12 kt. gold filled top — stainless steel back. 


#133 — Custom end — 1/20 12 kt. gold 
filled top — stainless steel back. 


#160 — 1/20 12 kt. gold filled top — 
stainless steel back. 


~: "3 LUGE PRES AALS AT) 7 LiF PPE Gad 


#137 —Snake chain ratchet band — 
1/20 12 kt. yellow, pink or white gold filled. 


#700, Special 1/20 10 kt. gold filled top—stainless back. 


Sold through wholesalers only. 


GLE JEWELRY 
22-14 40TH AVE. 


COMPANY, INC. 


, LONG ISLAND CITY 1, N.Y. 
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ILARM CLOCKS 


designed by Henry Dreyfuss 





,» Anew Quality-High in Alarm Clocks 





) Priced for Fast Turn-Over — ~~ cane DAWN 
be. _ oe 8-Day Alarm 


When you see them, “heft” them, wind them and 
hear their velvet-smooth tick, you'll know that 
this is quality merchandise. Then look at the 
fair Traded low prices and ask yourself, “Where 
se can I find this kind of value to produce fast 
umn-over and fast friends?” Please order from 
jour Sentinel wholesaler promptly for early 
delivery. 


Here’s Style, Here’s Quality —- and Price too! 

LITTLE PAL 
"DESIGNED BY DREYFUSS, ALARM 
MADE BY INGRAHAM” MEANS SALES 


The sales appeal of many an American “best seller” is 
the result of Dreyfuss design. Hoover Vacuum Cleaners, 
Royal Typewriters, Crane Plumbing Fixtures, Good- 
year Tires, Ansco Cameras and The Twentieth Century 
Limited are just a few of many Dreyfuss success stories. 
Connoisseurs of design consider him a modern master, 
but the great Dreyfuss genius is in creating merchandise 
that looks good to the buying American Public. “De- 
signed by Dreyfuss, Made by Ingraham” is the best in- 
surance that John Q. Public will decide “That’s for me!” 


AN EYE-STOPPER. this Sentinel Quartet display 
is yours with every four-clock assortment you 
buy. It contains one of each model in both 
plain and radium. Order the #112 Quartet 
Assortment. 


Products of 
RINGRAHAM COMPANY 


Bristol, Connecticut, U.S.A. 


Line or CfHacks and Watioher | 
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Elco wens 


in GOLD FILLED 





SPECIAL DEAL) fF /wy / 2 / § 
8 GOLD FILLED aly 
BRACELETS & TRAY 


assorted for boys, 
girls, men, women 


Your Cost *53°° 


Suggested Retail 
Selling Price 


987 15 1.1. ¢ 1/20 12K Gold Filled * Heavily Made * Hand Tooled 
¢ Finely Polished * Fully Guaranteed 





Now you can feature Elco gold filled Idents in Special Deal includes a Family Tray Unit fea- 
Family Tray Units. Elco Idents can‘t be beat. turing gold filled bracelets in a variety of sizes 
They‘re ideal for every gift occasion. Elco’s and styles. Order Elco’s Special Deal now! 


See Your Wholesaler 


MILGLO JEWELRY COMPANY 
302 Fifth Avenue, New York I, N.Y. 
Chicago: Harold Charmack, 36 South State St., Chicago, Ill. * Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 
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Newest 


. WED-LOK* 


DIAMOND RING SERIES 





Has Met With Immediate Acceptance! 






| | 
Wis. pleased and proud of the instant popularity 


of Flair! Since its introduction Flair has been enthusias- 


tically received because of its fluent grace, its strong appeal 


MATCHING GROOMS’ RINGS 


for young moderns, its complete newness! Of course, the 

provocative styling in this latest Wed-Lok series is coupled 
with the typical Granat quality features that denote all Wed-Lok ensembles, including the trouble-free 
Multi-Grip Lock—lastingly secure, instantly locked or unlocked, and guaranteed for the life of the rings. 
Flair design is available in 5 bridal ensembles with Granat Tempered Mountings* (not cast) in white or 
natural gold, retail priced from $150 to $450 the set. Matching grooms’ rings, plain or diamond-set. 


Prices include Federal tax. To pave the way to sales... specially prepared Flair mats sent free on request. 






















The WED-LOK Multi-Grip Lock is Guaranteed ! > 
; A 6) 
There’s nothing to lose, break off, or wear through in the f, They 
Wed-Lok locking device. The Multi-Grip Lock is so soundly, l/ Lock Together 
practically designed it’s guaranteed for the life of the rings! IN 2 PLACES 





RANA) cb gnpcteuine Company 


114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 


‘RADEMARK RtG. U.S. PAT. OFF. ; WED-LOK RINGS ARE PROTECTED BY U. S. PATENTS. * FLAIR REG. APPLIED FOR 
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the exciting new clock you can see thru 







with sell-on-sight appeal . . . setting 


sales records every day! 


® Its wonderful gift and price appeal do all the work 


for you. 





7 Its beauty and unique new principle build store traffic 


and zoom your sales volume. 





plus tax 


® It’s a “prestige” piece whose popular price creates 


good will now in a price-conscious market. 


ORDER NOW And don’t forget, you have the advantage of national 
FROM YOUR WHOLESALER » advertising . . . your customers are looking for the 


place to buy their “Golden Hour.” 


Price subject to change without notice ~ > Make sure you’re ready for your Christmas trade. 





JEFFERSON ELECTRIC COMPANY ~- BELLWOOD, ILL 
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Betty Crocker has 4 way 
with men customers, too | 


YOUR CUSTOMERS WILL READ THIS AD 
IN LEADING PUBLICATIONS: 


@ Nov. 26 American Weekly 





Everybody knows the tremendous influence Betty Crocker 
has on women’s buying habits. Every year on her recom- 





mendation U. S. women buy millions of General Mills tb enonen 91 

products— General Mills Appliances included, of course! on BACK COVER! 
Now in this appealing Christmas ad, Betty Crocker will  @{p."he December issue of 
prove she has a way with the men (as well as the women erat leading farm 


looking over their shoulders) when it comes to selling them They'll hear about it on: 
; @ Betty Crocker’s daily ra- 
on completely modern General Mills Appliances. So look dio program. 
; See it brought to life on: 
for lots of men among the record number of gift-shoppers @ Betty Crocker’s sensa- 
asking you for “‘the appliances sponsored by Betty Crocker.” a a 
















Betty Crocker is a trade name of General Mills, Ine. 
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GENERAL MILLS HOME APPLIANCES, 1620 Central Avenue, Minneapolis, Minn. 
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nger- Flite 
CHAMPION 


Portable 
Typewriter 





The world has now seen it ... in all its fabulous beauty . . . and the world has 
acclaimed it for its beauty in every sweeping line of its design. The world has tried 
the Finger-Flite Champion . . . and today dealers and public alike . . . admit that 
it’s the world’s most wanted portable. All of which makes UNDERWOOD'S 
Masterpiece the portable for YOU to feature! There’s extra action . . . extra profit 
for you... when you advertise the new Finger-Flite Champion! 


Place Orders Now! Write, Wire or Phone! 


UNDERWOOD CORP. e Portable Typewriter Division e ONE PARK AVE., NEW YORK 16 
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To make costume jewelry more beautiful, 


more enduring than Jever—make it of [/: A iS 
SS Stainless Stee 


ili 
ODAY, with new styles, new materials 
and new methods of manufacture, the 
jewelry business has changed so much that 
old-time jewelers would scarcely recognize 
it. And with the introduction of Stainlegs 
Steel to this industry, still another chapter 
has been added to the glamorous history of 
jewelry making. Now it’s possible to bedeck 
and charm the modern woman... to add 
the permanence of precious metals to cos- 
tume jewelry with this beautiful, lustrous 
material . . . and to do it so inexpensively 
that every woman can afford all the jewelry 
she wants. 





id 





Presenting Claire Den nts — 


“Miss Stainless Steel of 1949." Shown 
here as she presided over the opening 
day of the new American Steel & Wire 
Company stainless steel wire mill at 
Waukegan, Ill. Her necklace and her or- 
chid are designed in U-S-S Stainless Steel. 














Delicate, sparkling pins—fanciful, dan- 
gling earrings—heavy, chunky bracelets— 
smart, chic necklaces can all be readily fab- 
ricated from this superlative metal. Stainless 
Steel wire and strip can be easily formed 
into so many intricate and unusual shapes 
that the versatility of design is limited only 
by the imagination of the artist. 


Both wire and strip are available in U-S:S 
18-8 for jewelry making. U°S’S Stainless 
Steel wire is produced in sizes from .005” up 
to .5” in diameter—U°S°’S Stainless Steel 
strip in suitable gages and widths from a 
fraction of an inch up. Both wire and strip 
lend themselves readily to forming, silver 
soldering and other modern fabricating 
methods. For intricately-shaped pieces, elec- 
tropolishing is recommended. 





For some time we have been furnishing 
strip and wire to those shops which have 
pioneered the use of Stainless strip in jewelry 
and similar applications. If we can help you 
in developing its use in your designs we will 
be glad to give you the benefit of this experi- 
ence. We welcome your inquiries. 





AMERICAN STEEL & WIRE COMPANY, CLEVELAND - CARNEGIE-ILLINOIS STEEL CORPORATION, PITTSBURGH 
COLUMBIA STEEL COMPANY, SAN FRANCISCO - NATIONAL TUBE COMPANY, PITTSBURGH - TENNESSEE COAL, IRON & RAILROAD COMPANY, BIRMINGHAM 
UNITED STATES STEEL SUPPLY COMPANY, WAREHOUSE DISTRIBUTORS, COAST-TO-COAST - UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


U-S°S STAINLESS STEEL 


SHEETS - STRIP - PLATES - BARS - BILLETS - PIPE - TUBES - WIRE - SPECIAL SECTIONS 
— 0-1380 
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JEWELER: Yes, palladium is one of the rare 
precious metals of the platinum group. 


CUSTOMER: Is it a new metal? 


JEWELER: No. For more than 25 years pal- 
ladium has been the preferred setting for 
diamonds in gold rings. The beautiful, lasting 
whiteness of palladium brings out all the bril- 
liance of diamonds and makes them seem larger. 
Furthermore, its great strength holds each stone 
securely. 


CUSTOMER: Why have | been hearing so 
much more about palladium in recent years? 





JEWELER: That's because designers and manu- 
facturers are now using palladium for more than 
just settings. Because of the beauty, strength and 
preciousness of palladium they are using it for 
many of their finest creations . . . rings, pins, ear- 
clips, brooches, etc. 


CUSTOMER: | remember seeing some adver- 
tisements featuring palladium jewelry ...and a 
lot of the fashion magazines have had articles 
about it. 


JEWELER: You'll probably see and hear much 
more about palladium, too. It is becoming more 
popular every day and it’s here to stay. 


JEWELERS! Be sure to send for your free copies of give-away 
booklets and attractive counter cards featuring palladium jewelry. 


PA | | A [) | u M? PRECIOUS METAL 
FOR FINE JEWELRY 








| 
| 


“ sdilelidedlientdietindiimesech enue ne TEI aT ano 


PLATINUM METALS DIVISION ¢ THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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FASHION ACADEMY AWARD 
presented to Keepsake for ex- 
quisite design and brilliant 
fashion styling. 


pally “4 the \ 
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1. Saleability—Nationally Adver- 
tised by the biggest campaign in 
brand-name rings. 


2. The Fashion Ring of the Year— 


only ring chosen to receive the 
Fashion Academy Award. 


3. The strongest Guarantee in the 
trade . . . gives every Keepsake 
customer written proof of quality. 


Anger’s Will Tell You, foo... 





Your customers buy by the name they know. 


4. The words “guaranteed regis- 
tered perfect gem’’ appear on the 
Keepsake Tag. 


5. Keepsake prices are nationally 
established. 

6. Guaranteed by the Good House- 
keeping Institute. 


7. Exchange privilege is assured if 
turned in later on a Keepsake of 
greater value. 


It pays to feature Keepsake—the name they know best. 
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Reasons why 


REMINGTON 


Portable Typewriter 





With amazing miracle tab... can be a terrific account opener 


and profit maker for you this Christmas selling season 


7. IT 1S A PRESTIGE BUILDER FOR YOUR STORE D4 . IT ATTRACTS SUBSTANTIAL PEOPLE 


... the dependable steady- 
income family type who is 


\\ 


... the name Remington 




















he 
Rand adds to your quality NA 2 
appeal—it’s a brand name 
your customers have come q wae. 


to know and trust over a a : m4 ( 








period of many years— 
promote it for plus busi- : 
hess in every department! 







IT’S BACKED BY A TREMENDOUS CHRISTMAS GIFT MARKET ADVERTISING CAMPAI«Gh 


Colorful, hard-hitting ads in 7 National Maga- 
zines and 56 major Sunday Newspaper Sup- 
plements— reaching more than 63,000,000 
readers — timed for maximum impact on the 
huge Christmas market —they’ll be sending 
people into your store to TRY, BUY the 
All New Remington Portable Typewriter. 


100 





interested in better living 
— with a large range of 
needs and desires that can 
be satisfied in your store. 
An account brings them in 
often — this is real profit- 
making traffic! 
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... the little service re- 
quired for the All New 
Remington Portable is 
handled by conveniently 
located Remington Rand 
Service Offices throughout 
the world —this leads to 
greater profits — creates 
customer satisfaction! 






























. isn’t marked by a gift-giv- 
- ing occasion for the aver- 
~ age family — the All New 
“Remington Portable can 
be the opening wedge that 
Teads to “ . .. add this to 
account...” through- 


the year. 

















PLUS POWERFUL SELLING AIDS! 


Tie into the Nation- 
| wide All New Rem- 
ington Portable Cam- 
paign with these FREE 
SELLING AIDS— 
Newspaper Ad Mats — 
Imprinted Envelope 
Stuffers and Counter 
Give-Aways — Window 
and Counter Displays 
—Tush coupon today 
for information. 








y/ dad FOR FREE 
Tiael:d peated: 





Gentlemen: Please rush information on how 
the All New Remington Portable can get 
me a bigger share of the Christmas market. 





Name 








Firm 











Address 











City 
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The Only Book of it 


No longer need you grope for the right answers to questions like those at the right 


For two years, a staff of trained specialists has been gathering and checking many 


facturers’ trade-marks for you. Painstakingly compiled and cross-referenced, this infor 
mation is now available to you in the only volume of its kind. 


You'll use it day in and day out — for years to come. You'll keep it at your finger 


tips. You'll agree with thousands of jewelers who have found previous editions absolute 
priceless — indispensable in any jewelry store. 


You'll buy a copy eventually, so why not send for it today. Get the full-life usefulnes 
from it... start benefiting now from the wealth of information it contains to help you 
serve your customers better. 


Sign coupon at right and send to us now with your remittance for $7.50. Your COpy 
will be mailed postage prepaid. 
Two typical pages. Left shows method of presenting Trade-Marks and Names. 


Right shows how the approximately 1500 Sterling Silver Pattern Names 


are listed. Thousands of Trade-Marks and Trade Names in this 
New 1950 Sixth Edition 


... over 300 Pages of Vital 
Information. EE 
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SAVES 


TRADE-MARKS 


of the Jewelry 
and Kindred Trades 
















fiME-MONEY! 


Gives answers fo... 


‘WHO MAKES IT?” 

‘WHO CAN REPAIR IT?” 
‘WHO HAS PARTS?” 
"'WHAT’S THEIR ADDRESS?” SIXTH EDITION 
"WHERE CAN | MATCH IT?” 


"WHOSE TRADE-MARK IS THIS?” 














q Brief Digest of Lanham Trade-Mark Act and complete text of Stamping Laws 


Order Your Copy Now 
: Only? 7° POSTAGE PREPAID 


Requests will be handled in the order in which they 
1 are received. Remittance must accompany all orders. 











The best $7.50 you ever invested in your 
business. Actual size 67% in. x 10% in. — on high-grade 
coated stock with hard-back, gold-imprinted, maroon color cloth binding. 


Completely Revised 6th Edition 


Used Every Selling Day of the Year e All Worthwhile Trade-Marks and Trade Names 





® Approximately 2800 Sterling and Platedware Pattern Names 






e Indexed and Cross-indexed for Easy Reference 

















THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y¥. 












Please send me..............copies of Trade-Marks of the Jewelry 
and Kindred Trades, new 1950 edition, at $7.50 per copy, 
postage prepaid. 






Check or money order for $.................... is enclosed. 
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DIAMOND DIGEST 


DIAMOND DAYS AHEAD 


The unfortunate Korean conflict will 
undoubtedly increase the marriage 
rate, which will probably be as high 
as during the second world war and the 
immediate post-war period. In addi- 
tion, there will be a further rise in 
workers' salaries. These factors will 
mean more and larger diamond sales. 

Furthermore, it is already generally 
known that prices of polished dia- 
monds, particularly popular sized 
ones, have increased. One of the 
chief reasons is a vastly stimulated 
demand. 

We mention these facts because they 
have an important bearing on our poli- 
cies. Higher price levels brought 
about by changed economic conditions 
are sometimes taken advantage of by 
short-sighted suppliers. Arnstein 
Bros. & Co., on the contrary, always 
strives to keep prices down as long as 
possible in spite of general market 
advances. Hundreds of successful mer- 
chants throughout the United States 
know this to be true. They also know 
that we service them properly, so that 
they can run a successful business. 
And when they ask our advice-——based on 
more than 60 years of experience——we 
never hesitate to give it. 

some merchants, for example, wonder 
whether they should buy heavily now 
Since they anticipate as we do, that 
prices for the Spring of 1951 will be 
strong and that sales of diamond en- 
gagement and wedding rings will con— 
tinue to climb because of the accel- 
erated marriage rate. 

Despite these possibilities, we ad- 
vise our customers to buy only enough 
diamonds to meet their requirements 
for October, November, and December 
business. As in the past, we feel 
that merchants should buy for a three 
month period ahead, thereby limiting 
the speculative factor. Rapid turn- 
over overshadows every other consider— 
ation. 

Obviously, if inventories become 
small during that three month period, 
or if there are calls for special 
stones, Arnstein Bros. & Co. with 
their vast assortments of diamonds can 
quickly meet any merchant's needs. 

And he can always be certain that 
Arnstein's prices will be right. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS' 


OU can’t be too careful these 

days. A Brooklyn jeweler placed 
two vials of tear gas in his safe in 
such a way that they would break if 
the safe were opened carelessly or was 
forced open. 

This contrivance frankensteined on 
the owner the other day when a cus- 
tomer gave the jeweler a ten dollar 
bill to change. When he opened the 
safe, the vials broke and customer 
and jeweler beat a retreat for fresh 
air but not before the jeweler got a 
sood whiff of the stuff. 

Patrolman had to walk the poor 
fellow around for 20 minutes before 
the gas was out of his system. 


© © 


HE nose knows: 

The French writer, de Maupas- 
sant, had such a sensitive nose that he 
never knew whether he was hearing 
perfume or smelling music, according 
to Alfred Weill, French perfume head. 
in an interview given to Rober! 
Ruark, World-Telegram & Sun col- 
umnist. Well, we don’t know anyone 
as sensitive nasally as de Maupassant, 
but Weill knows of a gal who didn’t 
buy jewelry because her sense of 
smell was too acute. 

A man gave his girl friend enough 
francs to buy a diamond _ bracelet. 
She promptly went to a Parisian 
jeweler and found just what she 
wanted. She told the jeweler she 
would return later to pick it up. She 
never came back. 

Two years later, she met the jeweler 
who asked her why she never pur- 
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chased the bracelet. She told him 
what even our best friends don’t tell 
us, that he had been eating snails 
with garlic sauce for lunch and didn’t 
smell nice. Therefore, she had taken 
her trade elsewhere. 


© © 


CITY of some interest to jewelers 
is Antwerp which is not only the 
business port of the Continent but 
the world’s greatest diamond trading 
center. Antwerp means “the place 
of hand throwing.” In the old days, 
thieves were punished there by chop- 
ping off their right hand and tossing 
it into the Scheldt River. 
This method of punishment must 
have been effective, for it’s been many 
a year since there has been any kind 





Something to Think About 


PURCHASING POWER 


OF THE DOLLAR 


AS MEASURED BY CONSUMERS PRICES 
AVERAGE 1935-39 - $1.00 
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of thievery at any of the five dia- 
mond trading centers on small, drab 
Pelican street where millions of dol- 
lars worth of diamonds are sold every 
day. 

The foundation of the gem negotia- 
tions is honesty. The five clubs are 
crowded daily with men whose in- 
terest is focused on the packets of 
white papers containing the diamonds 
which are carried in large wallets 
held together by rubber bands. A 
seller will hand a buyer a packet of 
20 to 100 diamonds and walk off to 
see another customer for a couple 
of hours without bothering to inven- 
tory the package, because he knows 
that the business couldn’t be carried 
on without honesty. One dishones! 
act bars a man from ever dealing in 
diamonds again, not only in Antwerp 
but in all trading centers throughout 
the world. Any differences between 
members are settled by a court 9! 
arbitration whose word is final. 

No armed guards stand around, 
either. The only watch dog is the 
doorman who knows the faces of ail 
members. Dealers have gone away 
for as long as 20 years and have 
been admitted without questioning. 

(Thanks to Henry McLemore, New 
York Journal-American correspond- 
ent and Leo Kaplan, Lazare Kaplan 
& Sons Inc., for these facts.). 
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NFLATION and clocks: 
The San Diego street clock 
built by Joseph Jessop and his sons 


underwent its first face-lifting re- 
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cently after 50 years of time keeping. 
According to the owner, it was the 
frst clock ever built in a retail jew- 
elry store and is said to be the most 
completely jeweled and finest made 
street clock in the U. S. It measures 
91 feet in diameter and has 20 dials, 
12 of which tell the time in the prin- 
cipal cities of the world, while others 
indicate the hour, minute, second, 
month, date, and day of the week. 
Every part of the clock was designed 
and made by hand in the Jessop shop 
and took 15 months of labor. Native 
San Diego stones, such as tourmaline, 
topaz, jade, and agate, mined by the 
Jessops and cut in their shop, deco- 
rate the exterior. 

The original cost of the clock was 
83500. It cost $4500 to overhaul! 


© © 
UR dossier on Salvador Dali has 


not been augmented by much 
news of his activities lately, so we 
were happy to hear recently that he 
is still going on in his inimitable 
fashion. His latest creation is a dia- 
mond-studded flower pin whose petals 
open and shut. The motive power is 
supplied by a Swiss watch movement 
which operates the petals so slowly 
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that the motion is almost impercepti- 
ble. It opens and closes for six min- 
utes on one winding, but the jeweler 
working on it is trying to extend this 
time to 15 minutes. 

So far, three months effort and 
$15,000 have gone into this item, 
which is meant to be worn as a 
brooch. 

The idea, by the way, is not new. 
In the 17th century, Benevenuto Cel- 
lini created a flower pin with moving 
petals. 


© © 
4 ors Richter Jewelry store in Cin- 


cinnati has been keeping some 
rather odd company lately: three al- 
ligators, two turtles, and a bowl of 
goldfish. The saurians wear water- 
resistant watches around their necks 
to prove that the watches are water- 
resistant. The turtles, not having 
much flair for salesmanship, just sit 
around most of the time with copy 
painted on their backs like the sand- 
wich men you see standing on street 
corners. 

The alligators were in constant 
danger of being taken from their com- 
fortable home in the store window. 
for if somebody guessed their com- 
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“There's your trouble—it's been magnetized." 


bined weight, the prize was a free 
alligator. Only one man out of 1500 
came anywhere near estimating their 
avoirdupois and he was a Captain 
on the police force. Richter didn’t 
tell us what the officer did with his 
alligator, but the store owner did the 
smart thing with the other two in 
presenting them to the zoo along with 
the languid turtles. 

Richter is pretty used to reptiles 
and mammals in his window. He 
finds they attract much attention. A 
year ago, he had a monkey in the 
window; this spring, two love birds. 
Personally we like the idea. No mat- 
ter how tired our old bones get, when 
somebody suggests taking their chil- 
dren to the zoo, we are always the 
first to volunteer. To us, it’s wonder- 
ful seeing all those animals and feed- 
ing the elephants. And did you ever 
see us go by a pet shop window with- 
out stopping before it for a spell? 
You bet you didn’t. Must be an aw- 
ful lot of people like us. 


> > 


HINGS we don’t recommend for 
jewelers’ sons: 

The other day we read in the paper 
that an English jeweler’s son made his 
debut as a matador in a Madrid bull- 
fighting arena. From the illustrations 
accompanying the article, the son got 
quite the worst of it. Why anyone 
would ever want to become a bull- 
fighter, we know not. And judging 
from the expression on the chap’s 
face as the bull butted him, we don’t 
think he knew, either. 

Tradition must be breaking down 
in England. We always thought that 
son followed father into business for 
generation after generation. It’s a 
long way from jeweler to bullfighter. 


© © 
| hap ee the other day, we didn’t 


know of any women watch re- 
pairers. Now, we discover, there are 
eight in the U. S., according to Char- 
lene Reese, a repairer in Salina, Kan- 
sas. She’s good at it, too, if her thriv- 
ing business is any kind of a gauge. 
Men, she says, are somewhat sceptical 
of her ability—until she fixes their 
watches. 


o 
ARKUP: The Associated Press 
reported that a Florida jeweler 
discovered he had been displaying a 
dime store ring for three weeks at 
$199. He told police that someone 


had switched rings on him. 
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The supply line is open for members of the Jewelry Industry Council to get their equip- 
ment for the 1950 Watch Fashion Parade, October 26 to November 11. Grouped around 
its ‘‘Idea Book,’’ above, bottom center, is further ammunition for JIC members. Window 
and counter cards and newspaper mats are supplied in a kit. Idea Book gives a complete 
program for retailers to successfully promote the Watch Fashion Parade. 
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he [990 Nationwide Watch Parade 


With Fashion as its theme, this year’s big retail watch merchandising event, 


staged by the Jewelry Industry Council, is timed to stress pre-Christmas buying. 


Wir the Christmas buying season rapidly 
approaching, the Jewelry Industry Council’s annual pro- 
motion, the “Watch Fashion Parade,” will be a boon to 
retail jewelers who are aiming their sights on a banner 
year for 1950. Among the many features designed to 
increase the sale of watches will be a Christmas lay-away 
plan and an emphasis on pre-Christmas purchases to 
avoid the seasonal rush. Since the promotion will be 
staged in retail jewelry stores throughout the nation from 
Oct. 26 to Nov. 11. it could not be better timed to stress 
pre-season Selling. 

This year’s theme is Fashion and, according to Albert 
E. Haase, Executive Director of the Jewelry Industry 
Council, “By emphasizing fashion more strongly and by 
changing the name of the promotion to the Watch 
Fashion Parade from the Watch Parade, this year’s cam- 
paign should make the buying public more conscious than 
ever of watches as an important part of their apparel. 
The slogan of the promotion, ‘Be on Time—Be in Style— 
Wear a Modern Watch,’ gives emphasis to the fashion 
theme of this 1950 promotion.” 

To make the promotion job of the retailer easier, the 
Council has released to its members a promotional idea 
and suggestion booklet. The ideas in this booklet make 
it possible for retailers to plan widespread and effective 
promotions throughout the nation. 

Included in the contents of the Council’s idea booklet 
are suggestions for newspaper advertisements, direct mail 
letters, radio commercials, window displays and in-store 
promotions. The Council also-includes selling hints for 
retail jewelry store employees and helpful suggestions for 
staging television shows. Using the ideas in the Watch 
Fashion Parade promotional booklet, jewelers will be able 
to make the consumer more conscious of his watch as an 
important part of his appearance as well as a reliable 
timepiece. 

In addition to these suggested ideas, the Council has 
sent to its members nine free window display cards. One 
of these is an easel-back, die-cut card measuring nine by 
twelve inches. This card shows, using a checkerboard 
effect, representative watches of the 16th, 17th, 18'h, 19th 
and early 20th Centuries. The heading on the card reads. 
“Watch Styles Through the Years.” It has six line draw- 
ings which illustrate effectively how the styles of watches 
have changed radically through the years. 

Seven of the Council’s free window display cards mea- 
sure five by eight inches. They are: 


With « Salvador Dali painting and a surrealist 
design drape for a background, Loring Andrews 
Co., Cincinnati, Ohio, set the 'modern" theme 
in last year's Watch Parade for their display 
of new watches, clocks and watch attachments. 
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To promote the Christmas lay-away plan, card reads. 
“Just Say Hold It.” “Choose a Christmas Watch now 
Under Our Lay-Away Plan.” 

Card showing a girl dressed in 1920 fashion reads, 
“Does Your Watch Match This 1920 Dress?” 

Copy on card showing a man in 1920 attire is “Is Your 
Watch as Dated as This 1920 Suit?” 

lor the birthday market, card says, “A Happy Thought 
for a Happy Birthday—Give a Modern Watch.” 

Promoting watches for anniversary presents, copy card 
is, “To Mark That Wedding Anniversary Give a Modern 
Watch.” 

For general promotion of watches, a card reads, “Be 
on Time—Be In Style—Wear a Modern Watch. See Our 
Unusual Collection of Modern Watches.” 

A card to help promote the idea of a “spare” watch 
shows a man holding a second watch in his hand. Copy 
reads, “This two-watch man says: ‘A Spare Watch is Just 
As Important As a Spare Tire!” Select One of Our Modern 
Watches Today. Keep Your Old Watch for Emergency 
Use.” 

The ninth window display card offered by the Council 
is eight by ten inches and shows the Watch Fashion Pa- 
rade emblem with copy which reads, “Welcome to Our 
Watch Fashion Parade. Look at Your Watch, Others Do 
and Judge You By It. Come in—Choose a Modern Watch 
for Yourself—for a Gift.” 


(Please turn to page 151) 



























Pate, « ans 





























AT THE RETAIL LEVEL” 


We are in the midst of building a new store. At present 
we are in a temporary location. All our plans for the 
balance of the year are limited. However, as in pre- 
vious years we shall attempt to get our holiday share 
of the local jewelry business, through the continued use 
of large space in the local Hammond newspaper. Work- 
ing conditions here very good and we anticipate good 
business for the balance of the season. So far this year 
we are about 20 per cent ahead of 1949. 


Irving Chayken 
ARMSTRONGS, HAMMOND, IND. 


Our volume from January to date down about 9 per 
cent. Anticipate volume to equal last year by end of 
December. I feel that scare buying of non-jewelry items 
has reached its peak and from now on will taper off. 
Increased employment at higher wages that will be 
steady, plus much overtime will accelerate buying in jewel- 
ry stores. Diamond and watch volume should equal or 
better the showing made in last three months of 1949. 
I predict a large increase in cash sales for the balance 
of the year. Purchases for the balance of the year should 
not exceed 10 per cent above those made last year at the 
time. It has been said too much overhead puts you 
underground. Try and keep your sales high and your 
overhead low and 1950 will be a year you will long 
remember. 
Isadore Meyer 
BANGLE'S JEWELERS, VALLEJO, CALIF. 


Promotions, alert advertised values, and better trained 
sales personnel are the responsible factors for our in- 
creased sales volume for this year to date, rather than 
the slight stimulus for wedding and engagement rings, 
and service watches due to the Korean War. Continua- 
tion of aggressive merchandising with the greater buying 
power engendered by the National Defense Program 
assures us of a Fall season substantially more attractive 
than last year’s. 


Myer B. Barr 
BARR'S, PHILADELPHIA, PA. 


Our July and August and September business is running 
well ahead of last year and prospects for a continuation 
through Christmas appears good. 


Albert R. Erskine 
GEO. T. BRODNAX, INC., MEMPHIS, TENN. 
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Through May our business was off about 10 per cent, 
During last quarter our business has been running sub. 
stantially ahead of last year. Through August it was 
nearly 10 per cent ahead of last year for fiscal period, 
We believe that part of the spurt was result of hold back 
in buying because of the possibility of excise tax re. 
duction. Some was undoubtedly war scare buying. We 
believe the substantial portion is normal business. We 
believe business will be good remainder of year prob. 
ably slightly better than last year. Consider it advisable 
not to speculate or inventory beyond normal needs. 


Robert H. Bromberg 
BROMBERG & CO., BIRMINGHAM, ALA. 


At the present time we are experiencing a favorable in- 
crease in sales over the same period last year. Up until 
July we were showing an accumulative loss in sales of 
10 per cent for the year to date. The picture has changed 
and our accumulative yearly sales to date are now 10 
per cent over the first eight months. We expect the 
present trend to continue for the balance of the year 
with a possible net gain in sales of 15 per cent. Most 
of our activity prevails in the diamond, gold jewelry and 
flat silver departments. 


Harlan E. Cain 
C. B. BROWN CO., OMAHA, NEB. 


Our business approximately 5 per cent less than last year 
based on fiscal year, August 1 to July 31. We anticipate 
a good Fall and Christmas business. Conditions improv- 
ing here. 

W. P. CART CO., CHARLESTON, S. CAR. 


Business volume so far this year is just about even with 
last year. The present volume and that for the past six 
weeks is much higher than a year ago and that is what 
caught up our favorable comparison with a year ago. 
Based on present conditions and business we would ex- 
pect an increase of 20 per cent over last year for the 
balance of the year. Diamonds are selling well and so 
are watches. The units are not as high as they were a 
year ago and certainly not as high as two years ago but 
they are slightly better and profits are going to be sub- 
stantially improved because of the favorable conditions 
present in selling. 


Wm. A. Present, Pres. 
DANIELS, LANSING, MICH. 
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In our three stores which are located in Portsmouth and 
Norfolk, we are ahead 6 per cent. In one of our stores 
we are ahead 18 per cent for this same period. As far as 
this area 1S concerned, I look forward to a large increase 
‘, sales for the balance of the year, due to increase in 
naval activities both civilian and military. 


H. A. Goldberg COOPER'S, PORTSMOUTH, VA. 


After very spotty and generally unsatisfactory first six 
months, July, August, September volume to date en- 
couraging. Expect volume for balance of year to ap- 
proximate 1946. Showing only straight jewelry items. 
Do not expect hysteria buying neither do we anticipate 
size of units comparable to war time period. 
James G. Donavan, Jr. 
DONAVAN & SEAMANS CO., LOS ANGELES, CAL. 


Trafic in both our stores during August has been heavy, 
perhaps due to unseasonably cool weather. Volume since 
Korean War in all departments up over last year and we 
are engaging extra salespeople now in anticipated up- 
surge over last Fall. Depending on credit controls and 
politics, might have 10 per cent better Christmas than 


last year. 
ARTHUR A. EVERTS CO., INC., DALLAS, TEXAS 


Our business is 18 per cent ahead of last year. This in- 
crease is made up primarily in sales of large diamonds 
and increased china and silver sales. We expect our 
Fall business to be ahead from 20 to 24 per cent and we 
are purchasing and planning with this in mind. Our 
advertising allotment has been increased 10 per cent and 
we are purchasing new office equipment to handle the 
expected increase. European goods have been purchased 
for novelty and exclusiveness. 

FRIEDLANDER & SONS, INC., SEATTLE, WASH. 


Cash sales about the same as last year. Credit sales 
about 35 per cent more than last year. Prospects are 
bright for a good Christmas business. We anticipate 
about 15 per cent greater than Christmas of 1949. 
HALTOMS JEWELERS, FORT WORTH, TEXAS 


We have noticed an increase in business during the past 
three months in comparison with last year. Diamond, 
watch and gifts for service men departments have shown 
the largest per cent of increase. Our business declined 
during the last half of 1949; therefore, we expect larger 
percentage of increase for the coming months of 1950. 


J. G. Burkholder HENEBRY'S, ROANOKE, VA. 


Business activity in June, July and August showed an 
increase of approximately 20 per cent, as compared to 
the same months of 1949. This was not caused by war 
scare, as we know of no sales made because patrons 
thought that there would be a shortage. I believe busi- 
ness for the balance of the year, as compared with the 
same period of 1949, will be between 20 and 30 per cent 
increase. [I am not one to predict and as you know, 
anything can happen, but I believe the increase will be 
here because we have the finest stock that we have had 
since before World War II. Also, we have had more 
brides than any other year. 


I. J. C. Holland, Sr. 
HOLLAND JEWELRY CO., SAN ANGELO, TEXAS 
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* Hes Pusin ess 


That was the question JEWELERS’ CIR- 
CULAR-KEYSTONE, on September 18th, 
asked a representative group of large and 
small, cash and credit jewelers, in towns 
big and little, all over the country. 


We wanted to report to our readers just 
what was happening to the merchandise 
which our manufacturers’ Market Report 
(J C-K September, Page 119) showed was 
being bought by the retailer in great 
quantity. 

The jewelers reported . .. Their statements 
are presented herewith without editorial 
comment, other than that they are particu- 
larly revealing, full of facts worthy of an- 
alysis by every jeweler, and the basis for 


a factual comparison and guide. 








lmesennennsininmsinnienieiiaablienl 


Total business up to August 31, 1950, slightly ahead of 
same period, 1949. However, despite serious labor strikes 
in vicinity, July 1950 ahead 10 per cent. August ahead 
20 per cent over same month last year. With labor 
conditions gradually improving“our opinion and hope 
is the showing of the past two months will continue. 

H. J. HOWE, INC., SYRACUSE, N. Y. 


Having gone through many wars and depressions as we 
are 121 years old, we are trying to profit by past experi- 
ence. So we set a policy immediately after the Korean 
conflict started to anticipate conservatively our needs 
for Fall merchandise. This policy has proven definitely 
advantageous so far for business has been quite active. 
More fine merchandise, tea sets, wedding rings, etc., are 
selling. More brides have made selections of silver, 
china and stemware. More fine engraved wedding in- 


_vitations are being ordered and we anticipate business 


this Fall equal or slightly better than the Fall of 1949. 
JACCARD JEWELRY CORP., KANSAS CITY, MO. 


Business at the present time is running slightly ahead of 
a comparative period last year. This is due in our opin- 
ion to several factors among which are, of course, the 
end of uncertainty regarding jewelry excise taxes and 
also the fact that many engagements and marriages have 
been put ahead due to the draft situation. 

We still are feeling no definite impact of any extra in- 
come from national rearmament program and we feel 

(Please turn to page 170) 
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Lambert Brothers, New York City, 
accented the holiday spirit with 
a gaily striped sidewalk awning 
in Christmas colors trimmed with 
evergreens. Their windows, one 
shown below, had a frame of ever- 
greens, sprayed blue, against a 
gray curtained background. Mer- 
chandise was shown on blue steps. 
Animation was given to display by 
the ceramic figure on a turntable. 








Peppermint stick of white tissue striped with 
red crepe slants into this Christmas window 
used last year by Rolen's Jewelry, Westfield, 
N. Y. Scotch tape was used to panel the win- 
dows; cotton glued to corners simulates snow. 



















Jensen & Nielsen, Seattle, Wash., used minia- 
ture Christmas scene in their window last year. 
Set on an artificial snow bank sprinkled with 
glitter, the small white church lighted inside, 
and ceramic peasant figures gave novel effect. 


INVITATIONS to Holiday Sales 


Toy Santas, a miniature organ, and a decorated 
Christmas tree highlighted this window used by 
Sachs Jewelry, Warren, Ohio. Music was piped 
outside of window which helped stop passersby. 





The Jewel Box, Bremerton, Wash., accented lay- 
aways in their windows last Christmas. Gift 
suggestions were displayed on red velvet cov- 
ered pads and on red covered columns at left. 
Santa head and reindeer added holiday flavor. 

















Llegance Continues... 


And Extends the Jeweler’s Opportunities 


by WINIFRED PARKER 
(Illustrations by Peggy Christopher) 




















I, recent articles we’ve talked about the 
dress-up look of fashion, and how sheath dresses, pic- 
turesque gowns, costume blouses and sport clothes can 
be used to promote the sale of jewelry. Now we'll con- 
centrate on the kind of suits, furs, coats and hats that are 
being sold right across the country. The basic fashion 
lines are easy to understand and will necessarily stimu- 
late sales in jewelry when used to advantage. It is up to 
you to convince each woman that newly styled jewelry is 
necessary with these striking new styles and that her old 
jewelry is sadly out of fashion. 

If your wife says she’s going to buy a pyramid... 
don’t get excited! She’s talking about the pyramid sil- 
houette of fall and winter coats. And you'll find that 
lots of your customers have decided to snuggle within 
the cozy warmth of a pyramid coat during the wintery 
weather that lies ahead. There is, of course, a choice in 
coat silhouettes, and although some close fitting coats 
are making news, the free swinging greatcoat is by far 
the most popular. The pyramid coat achieves a re- 
markable triangle effect. The shoulders of the coat 
are narrow, bringing the point of the triangle up toward 
the head. The material below the shoulders increases in 
voluminous folds to a wide circumference of hemline 
which forms the base of the triangle. 

There are several practical reasons for the popularity 
of pyramid coats. For instance, they look well in short 
lengths and provide sharp contrast worn over straight 
slender skirts. Again, the fullness of cut allows them 
to swing comfortably atop winter suits and dresses and 
also makes them easily reversible. 

Every woman wearing the severe lines of a full sweep- 
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Most important news in fashion is the continuing mood of 
elegance and the complete accomplishment of this mood lies 
in the choice of jewelry. New winter clothes are so stream- 


lined they must depend upon jewelry for dramatic interest. 


ing coat needs the sparkle of jewelry at throat and eats 
to relieve the expanse of material. On our fashion note- 
book page we show how Marvella’s two-strand choker 
of shining pearls and saucy earrings give life to a black 
Persian pyramid trimmed with sealskin. Our model is 
also waving a jaunty Wadsworth carry-all, and we do 
mean carry-all! The outer black silk case of this smart 
accessory has a money purse on the back and a comb 
on the inside flap. It contains a glossy black enamel 
case with a mirror in front that looks like a camera 
but which opens to an attractive compact. Top right is 


a removable cigarette lighter, top left a removable lip- 
(Please turn to page 154) 





Fashion Summary 


(1) Fashion moves importantly in a continuing 
mood of elegance. 
(2) New, narrow-looking suits require lavish 
jewelry. 
(3) Smartly emphasized lapels wear flamboyant 
pins. 
(4) Dramatic pins point-up collar interest. 
(5) Small hats and short hair-dos maintain ear- 
ring importance. ... ... ... ... 1.5: 
(6) Men’s styles are borrowed for captivating 
jewelry. 
(7) Medieval jewelry creates romantic impres- 
sion. 
(8) Pyramid coats require sparkling jewelry to 
relieve expanse of material. 
(9) Rhinestones create formal elegance teamed 
with fur or velvet. 
(10) Jewelry should highlight every costume of 
fall and winter fashions. 
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INFORMATIVE SELLING... 


. . » Makes Salesmen of Your 


Retailers can profit by the consumer desire for information by educating their 


salesclerks with useful facts, so customers will know they are buying wisely. 


I. HAPPENED the first Christmas after | was 
married. My husband and I were living in a hotel while 
our houce was being built. I had little to do and suddenly 
got the idea that it would be fun to sell in a store and earn 
the money for his Christmas present. It was Thanks- 
giving, and all the stores were hiring salesgirls. Inex- 
perience was no handicap. However, inexperience landed 
me in what was considered a dull but easy department— 
umbrellas. 

I never saw the buyer. A girl behind the counter spent 
about three minutes with me. She placed me on the bar- 
gain end of the counter; the chance for commissions was 
much greater with the higher priced merchandise. For 
the “cheap” stock, she had a contempt which I felt im- 
mediately. I started selling with the meager information 
that this one was “Gloria” and that “Gloria” was cotton; 
others were silk; those with more ribs were stronger; 
some had Malacca shanks. I liked these last, but I was 
never told the advantages of Malacca. I decided for my- 
self that they were much lighter in weight and that was 
an advantage. 

The store spend three hours teaching me how to make 
out sales checks and three minutes on the merchandise I 
was to sell. 

Needless to say I found it dull. I felt awkward because 
I had so little to say while a customer was making up his 
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Mrs. Hannaford has lectured 
on diamonds for N. W. Ayer 
& Son, Inc., before retail 
jeweler groups and colleges 
throughout the nation, and 
is considered to be an au- 
thority on diamonds from the 
mine to the jewelry store. 





mind. My questions were answered curtly by girls who 
were too busy to spend time with me. I gathered informa. 
tion slowly. 

At the end of a week, I was very unhappy. I knew | 
was abrupt with customers to cover my own lack of 
knowledge. I thought if I had only one fact—just one | 
could talk about—it would be bearable and it might 
even be fun. 


“JUST FOR SOMETHING TO SAY” 


That night I went to the public library. I did not find 
information on cotton versus silk or anything on con- 
struction. Perhaps I did not know where to look. I did find 
some interesting facts, however. The man who invented 
the first umbrella was an Englishman, and he was put in 
jail when he carried it on the street. This and a few 
additional historical facts were the help I needed. At this 
time, I did not think of them as sales ammunition. I was 
concerned only with conversational material to save my- 
self from feeling awkward and ill at ease. 

The next day while a man was trying to decide on a 
purchase—“something conservative for my aunt”—I tried 
out my little story. It took perhaps a minute. It was fun 
sharing my little knowledge. And to my surprise my 
customer became more interested in umbrellas and bought 
two instead of one! 

[ realize now that the umbrella suddenly became to 
him a romantic and historical thing instead of a merely 
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by GLADYS BABSON HANNAFORD 


Reprinted from the Journal of Retailing. 
Published by New York University School of Retailing. 


utilitarian object. But the most important result for me 
was that I lost my self-consciousness and suddenly selling 
umbrellas was fun. | became expert at using my story, 
and by the time Christmas came around my commissions 
were equal to those of the most experienced girl. 

It was not until much later that [ realized what else 
had happened: My customer had taken away with him a 
fact that he in turn could use when he presented his gift. 


WHAT EVERY CUSTOMER WANTS TO KNOW 


That was many years ago. A few romantic or historical 
facts would not meet the consumers’ needs in most lines 
today. But the same principle still holds: Give the cus- 
tomer information that interests him and he will pass 
it along. 

What he wants most today~is enough information to 
feel that he is purchasing wisely. In giving him that, you 
will add something to his knowledge. He is going to find 
a way to display his new-found information and inciden- 
tally, of course, his shrewdness as a buyer. 

Today, my own interest is far from umbrellas. I do 
education work on diamonds, lecturing throughout the 
country. Most of my time is spent in university and 
college classrooms. I know from young people in my 
audiences who talk with me that the average consumer 
knows little about diamonds and that there is all too often 
a fear of spending a sizable amount unwisely. The aver- 
age purchaser of a diamond is young; three quarters of 
the diamonds sold in this country are for engagement 
rings. Even though the diamond is bought for a romantic 
occasion, the young man realizes it is a lifetime purchase, 
and he wants to know that he is getting his money's 
worth. Often a boy or girl will say to me, “What ques- 
lions can I ask when I buy a diamond? What should I 
know about it?” 


This feeling must apply to many purchases other than 
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diamonds, and every time you satisfy it you are sending 
out a customer who is going to quote you and talk about 
your store. 


DO YOU EVER THINK BUSINESS IS DULL? 


I called on a jeweler in a city where I was lecturing. 
It was a very stormy day and the store was empty except 
for a young couple who were looking for a gift. The man 
behind the diamond counter called them over and intro- 
duced me, saying I was speaking in town. We talked a bit 
and then I was shocked to hear the man say: “The trouble 
with selling diamonds is that it is very dull. You don't 
have to know a thing about them. You really don’t even 
have to know the price because you can look at the 
price tag.” 

l saw a surprised look come over the faces of both the 
boy and the girl, and I wondered if they ever went back 
for their diamond when they were ready to buy. 


When they left, I asked, “How are the diamond sales?” 


That brought forth a fifteen-minute word picture of 
“no sales.” What had happened to diamond business? 


What would happen to prices? Was his stock too high? 


A week later I was in a city of comparable size a 
hundred miles away and called on another jeweler. As 
the man I wanted to see was busy with customers, | 
waited a short distance away. I| could not help over- 
hearing. He was showing them charts to demonstrate 
what happens to a poorly cut diamond and why it does 
not have the brilliance of a “well-made” stone. Both boy 
and girl followed his every word, asking a simple ques- 
tion now and then. What information he had given 
before I arrived I do not know, but apparently they were 
satisfied. Soon the girl’s finger was measured for size. I 
watched them as they walked out of the store and there 


was about them a satisfied assurance. 
(Please turn to page 158) 
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How Mueh Will You Sell This Christmas? 


A fairly exact method of what to expect by way of Christmas sales is needed 


before buying plans can be made, promotional methods decided, and the set- 


up of the selling pattern determined. Here is one way you can estimate them. 


by DAVID MARKSTEIN 


Laas year, jewelers must be alert in order 
not to be lulled into a false sense of security by the con- 
ventional attitude that bulk jewelry store business comes 
in November and December. The need for selling is just 
as great today as ever, particularly because there has 
been so much early buying because of the public fear 
that there will be shortages in some lines. 

How much will you sell this Christmas? Will the sales 
come early as they did in the immediate postwar years, 
or in a late spree as they did in 1948? Or will they spread 
out evenly over the Yuletide selling season? 

These are questions jewelers need to have answered. 
A fairly exact idea of what to expect by way of Christmas 
sales is needed before buying plans can be laid, promo- 
tional methods decided upon, and the set-up of the selling 
pattern determined. 

Generally, the trends seem to show that this Christmas 
will not exceed dollar volumes of the big Yuletide selling 
seasons of the past few years. The dollar volume may 


equal that of 1949 and 1948. 


This knowledge is a help, but it does not establish a 
yardstick for measuring each individual store’s Novem. 
ber and December gift selling potential. A simple system 
proposed by a Federal Reserve Bank may give the answer 
as it applies to the particular jeweler. The plan is based 
upon the September level of sales, and the comparison of 
this with past averages. 

“Consider the sales level of September as a starting 
point for judging performance during the coming Christ- 
mas season,’ advised the Fourth District (Cleveland) 
Federal Reserve Bank in a recent issue of its Business 
Review. “In this district (in 1949), the September pick- 
up from a very poor August average was exceptionally 
strong. The September level here, however, was slightly 
below the average of the year to date, seasonal factors 
considered. 

“The question then becomes: how will the September 
and December sales performance stack up against the 

(Please turn to page 161) 
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World’s greatest lighters ... backed by 
the finest, heaviest advertising ever! 


Magazines—big full color pages! 


Radio—‘‘20 Questions” network 
show, MBS! 


Television—“20 Questions” plus 
special spots in key cities! 


Publicity—in the press, movies, 
theatres and TV shows. 


More advertising and sales aids than for 
all other lighter brands combined! What 
more help can you ask, to make your 
Christmas profits climb! Here’s how you 
can increase your share of the record 
demand for Ronson: 

1. Send for the Ronson 1950 
Christmas Presentation of FREE 
dealer helps. It describes and 
illustrates new displays, mats, 


folders, radio scripts, TV films— 
all yours for the asking. 


2. Use these sales aids to feature 
Ronsons conspicuously in all 
your promotional activities. 


ALL RONSONS ILLUSTRATED IN REDUCED SIZE 


Ronson Art Metal Works, Inc., Newark 2, N. J. 


FOR OCTOBER, 1950 








WORLD’S GREATEST LIGHTER 





will pop... 


when you see 


what we’ve planned 
for YOU 


for Christmas! 
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BUT you can be sure 
of getting yours only if you request it 
in writing from Ronson AT ONCE! 
Specify Display A3078. Supply limited! 
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Individual place settings are easy and inexpensive to install and emphasize coordinated selling. 


November Windows Set the Stage 


 —_— entertaining, particularly the tra- 
ditional Thanksgiving Day celebration, focuses more 
than usual attention on the dining table and its appoint- 
ments. This is therefore the time of year to place spe- 
cial emphasis on the promotion of silverware, both 
flatware and hollowware and on china and crystal. if 
you carry them. 
Arranging a table setting of charm and disinction is 
a very important part of the art of gracious entertaining 
and one which every hostess strives to perfect. The jewel- 
er has a perfect opportunity of gaining attention and 
sales by serving as an instructor in this art! And as in 
other things, the best method of instruction is by ex- 
ample . . . shining examples of complete and perfectly 
appointed tables. If it is at all possible to spare the 
space inside the store, there should be a table setting 
on view all the time . . . frequently changed to suit the 
season and current social activities. If the show window 
size permits, a full size table top slightly elevated from 
the window floor, can be utilized. You are fortunate 
if you have a window which will permit showing a 
table setting in this way for there is hardly anything 
which will more surely catch the attention of those who 
are your best prospects for this merchandise—the cur- 
rent crop of local hostesses. A table setting window 
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by VIRGINIA DIXON 


of this kind is also easy and inexpensive to install. 
Practically all of the accessories such as linens, ffowers, 
fruit, favors and other decorations which you do not 
sell, can be borrowed in return for an acknowledgement 
card in the window. Strive for distinction and originality 
in your table decorations and set the table completely. 


When space either inside the store or in the window 
absolutely forbids the showing of a full size table, the 
next best thirig is an arrangement of whatever number 
of individual place settings the space does allow. These 
can be combined with centerpiece arrangements and 
serving pieces for pleasing variety in arrangement. The 
place settings can also be used to advantage when it is 
necessary to show several patterns of silver or china in 
one grouping. One of the displays sketched with this 
article indicates such a display. Ensembles of china, 
crystal and silver are arranged on simple linen doilies on 
two steps of semi-circular elevations. A flower center- 
piece and a pair of candelabra add interest and the 
window background simulates a dining room atmos- 
phere with striped wall paper background and a pair of 
framed fruit or floral prints appropriate to the dining 
room hang against the wall. 

Even if you do not carry china and crystal in your 
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sore, you should show your silverware, particularly your 
qatware, Whenever possible in complete place settings 
such as these. The china and crystal will not detract 
from your own merchandise, but will give greatly added 
‘nterest to your display of silver. The woman who is 
buying her silver flatware is most concerned with how 
+t will look on her table—on her own finen and with her 
own china. The only way she can visualize it is by 
seeing it in approximately the same arrangement. Care 
must be taken in selecting patterns which harmonize 
with the silver patterns to be shown—colorful simple 
pottery with modern designs, traditional patterns with 
Georgian silver, simple floral designs with Colonial pat- 
tens—and so forth. Linens should harmonize in color 
with the tones of the china pattern. 


Another angle to the Autumn hospitality idea is the sug- 
sestion of filling in present patterns with the extra pieces 
which add so much to the pleasure and graciousness 
of entertaining and which are not usually included in 
the original purchase. The second display sketch sug- 
gests a window featuring this idea. A chest of silver 
occupies the center of the stage with small pads scattered 
about to which three pieces of flatware—three salad 
forks, three butter spreaders, three oyster forks—or 
whatever—of the same pattern have been attached with 
anarrow ribbon bow. Small cards with the pattern names 
and prices could be pinned to the pads. 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material Source 


Place Setting Display 

Linen doilies ......... Borrow from 
Linen Store 

Florist 

Borrow from 
Picture Shop 

Decorator or wall 
paper shop 


Flowers for centerpiece ......... 
Framed prints ................... 


Wall paper background ........... 


Flatware Display 


Wheat and autumn leaves 
Fabric for pads ................. 
Ribbon for pads ................ 


Florist 
Department store 
Department store 





A sheaf of wheat and autumn leaves is placed beside 
the chest tied with ribbon and with a copy streamer 
extending from it. To make the flatware pads use heavy 
cardboard, cover each panel with fabric, pierce two slits 
side by side near the center of the pad, run ribbon 
through the slits from the back and tie firmly around the 
three flatware pieces crossed over each other. End the 
ribbon with a bow. The silver pieces will stay quite firmly 
in place if the ribbon is tied tightly around them. Since 
the yellow and orange tones suitable for autumn dis- 
plays are apt to cast a yellow reflection on the silver, 
tones of burgundy red and deep green would be good 
for background and covering of the pads. 


or Holiday Entertaining .. . 


An invitation to Autumn hospitality and a suggestion to fill in patterns with extra pieces 
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ancy-Cut Diamonds Sparkle in New Paris Jewelr 





j- big news at the style-setting jewelers’ 
establishments in Paris is still the superb workmanship of 
the French artisan. Jewelry buyers from America come 
mostly for the incomparable gold necklaces, painstakingly 
worked by hand with the emphasis on lightness and flexi- 
bility. Although the “lace” work introduced several years 
ago is less in evidence, jewelry still remains feathery and 
gossamer. 

Gold or platinum wire is twisted, looped or latticed 
with small diamonds superimposed to form flowers, 
leaves, or other recognizable patterns. Geometry, for the 
moment anyway, seems to have returned to the classroom. 

Guy Mellerio, of the firm of Mellerio dits Meller in the 
Rue de la Paix, says he has used more pear-shaped dia- 
monds this year than in any year since he started—not 
only in the larger-sized group, as in drop earrings and 
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Special from Paris to the 


Jewelers’ Circular-Keystone 


Left: ‘'Decollettes are low but neck. 
laces hug the throat. Boucheron's 
parure in looped gold wire sprinkled 
all over with diamonds. Dress is by 
Jacques Fath from the winter modes, 
Below: Close-up of the above parure. 
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This diamond is yours free 
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SHOW "THE ETERNAL GEM". . . before club TALK ABOUT DIAMONDS... and your diamond 

eroups, schools and trade associations. selections. The assembled audience gives 

, you a wonderful opportunity to talk to 
potential new customers. 





“The Eternal Gem” is a fast-moving profes- 
sional production, just 10 minutes in length. 
It gives the history of diamonds, the story of 
famous stones, and facts about diamond-cut- 

. ting operations. For details on how you may 

acquire “‘The Eternal Gem” for your own use, 
write to Association Films, 347 Madison Ave., 
New York 17, N. Y. 


. plus Three National Advertising Campaigns: 1. The 
Engagement Diamond Tradition—in Life and Look maga- 
zines. 2. Later-in-life Diamonds—in The Saturday Evening 
e Post. 3. Diamonds As Gems of Fashion — in Vogue and 
Harper's Bazaar. 


sree 





— Publicity in newspapers, magazines, on the radio and 
- television. 
Lectures throughout the country. 
: Diamond Sales Manual . . . Helpful FREE booklet, 
“More Dollars from Diamonds.” Order from Diamond 
INVITE PEOPLE INTO YOUR STORE ... by an- Promotion Department, The Reuben H. Donnelley Corp., 
swering questions, and distributing diamond 305 E. 45th Street, New York 17, N. Y. 
literature you can make new friends for 
your store. 


Tie in with this all-out promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Lid. 
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Below: Boucheron's trembling" diamond rose 
was a hit in the Fall Fashion openings in 
Paris, where the trend is to short necklaces. 





solitaires, but also in the smaller group to make, for 
example, a diamond fringe-like border to edge a bracelet 
or a necklace. 

Also in high favor in this house, as in Cartier’s, and 
with the new imaginative jeweler, Sterlé, is scalloped or 
saw-tooth edging using small round-cut diamonds. Sterlé 
shows a long leaf solidly paved in round diamonds edged 
in two rows of platinum wire, the first invisibly set with 
tiny square-cut diamonds and the outer row with round 
diamonds. This designer shows also a beautiful bracelet 
of seven rows of paved baguette diamonds, twisted and 
ringed at intervals with three rows of large round 
diamonds. 

Boucheron makes a bib necklace and bracelet of gold 
armor composed of interlinked gold rings punctuated 
with diamond-studded gold disks. A new trend at this 
house is a group of “trembling” flowers made of dia- 
monds invisibly set on tiny platinum springs. 

Cartier dazzles you with the expert use of variously cut 
diamonds in the same piece of jewelry. Navettes are used 
lavishly to make the diamond “lace” medallions this 
house sets with large cabochon rubies, emeralds or sap- 
phires in their centers. Openwork diamond leaves made 
of invisibly set navettes, apparently floating in space, 
clipped on a stiff platinum band, form the basic pattern 
of many of the bracelets in the Cartier collection. Some 
are all-diamond; others have large ruby or emerald cen- 
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Above: Dior's chignon, created for him 
by Paris hair stylist Guillaume, is a 
snaillike coil of false hair attached 
to top of the head. Glittering at the 
sides are two gossamer diamond clips, 
suggesting flames, by the Mellerio firm. 
Below: Boucheron's bib necklace in gold 
armor studded with sparkling diamonds. 





ters. There are always earrings to match. Rings have a 
matching colored stone raised high on a platform of two 
or three rows of paved small diamonds. 

The jewelry designers in Paris are often a jump ahead 
of the dressmakers, as in the case of upper-arm bracelets, 
widely used by Mellerio and Cartier before the dress- 
makers had them made in strass. Cartier’s were in gold 

(Please turn to page 149) 
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@ The Circle of Light 


Diamond, with its 





dramatic comparison 


feature ... the 








continuous blaze of fire 





around the rim. . . lends 
itself beautifully to 


window display. You can 





stop the passers by... 
draw them into your 
store and make them 
BUY .. . by simply 
featuring this sensational 
diamond in your 


window. Invite 





comparison through 


the streets are full of customers. Every store in your city must placards and window 


compete for their dollars. Your product must compete with streamers. SHOW the 
television sets, refrigerators, automobiles . .. even fashion. extra value, the greater 
Pay special attention to your windows, make them attractive, beauty, the more radiant 
compelling, hypnotic. Show value! Show beauty! Show 


fire of this pricel ' 
glamour! Show the Circle of Light Diamond! PUICSISSS Gomi 


SHOW ...and 
you'll SELL! 








CIRCLE of 
LIGHT diamond 
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Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 


Los Angeles Office: 
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Jewelers’ Circular-Keystone Report on : 
THE DIAMOND INDUSTRY IN 1949 


Part 3. INDUSTRIAL DIAMONDS 


Boccnss in the industry was the keyword 
from the standpoint of broadened and improved applica- 
tions of industrial diamonds in 1949, This “Cinderella” 
sister of the gem diamond now plays an important part 
in the economical production of manufacturing and in 
the public’s factory, transportation, comfort and recrea- 
tional requirements and of the weapons of war. It has 
become so important that government zealously controls 
the exportation and conservation of this commodity and 
has been accumulating a sizeable stockpile against emer- 
gencies. | 

This year in preparing the section, “Industrial Dia- 
monds 1949,” the Industrial Diamond Association of 
America was invited to supply material to cover activities 
and progress in this country. The section on industrial 
diamonds will cover the following: 

DeBeers Consolidated Mines, Ltd.: Mining Operations 
and financial organization of this and related Companies; 
Revenues, dividends. 

Statistics: Statistics of importation showing by volume 
on certain types of industrial diamonds. 

Industrial Diamond Industry in America: The text re- 
fers to government stockpiling, and the coordination by 
the Association of constructive effort through 1949 edu- 
cational activities. These comprised trade shows, lec- 
tures, awards and symposia on the use and care and hard- 
ness of diamonds, publication and wide dissemination of 
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This digest of the section on industrial diamonds 4 


from the report on The Diamond Industry in 1949, 
concludes the serial publication of this review. 

The complete report published in the form of a 
booklet will shortly be available at 50 cents a copy 
from The Jewelers’ Circular-Keystone, 100 East 42nd j 
St.. New York 17, N. Y. : 


—— 





many articles and collaboration with colleges and indus- ~ 
trial societies. q 

Diamond Dressing and Trueing Tools: Involving as © 
they do, a major field of application and already | 
developed highly in a technical sense, new automatic = 
devices added valuable new economies in American mat- | 
ufacturing operations. The automotive industry’s de ~ 
pendence upon diamond tools used in automatic ma& | 
chinery for maintenance of economical production 18 — 
cited and also the development of efficacious setting media © 
for the stones, featuring powdered metals. 

(Please turn to page 162) 
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NTEGRIT 


eNive integrity of the House of Harry Winston 


means to you... confidence... 


... confidence that your requirements will be met 
for a continuous source of evenly eraded diamonds 
of an exact color. quality and size... from the 


smallest melee to the largest sizes... 


. confidence that our large volume and _ rigid 
manufacturing controls will give you prices that 


challenge the industry! 


. confidence .. . and prestige, too... for we 
acquire the most fabulous and highly publicized 


of the world’s diamonds... 





rare jewels of the world 




















AN D Cia e Fe ERS O F ae JON KER, 








_Sketched is the uncut 
Jonker diamond as it 
was prepared to yield 
the twelve beautiful 
diamonds in the photo- 
graph. 


WARY WINSTON 


7 EAST 51s1 STREET, NEW YORK 


VARGAS AN D Sm we oe oe aa DIAM ON OD § 


THE WINSTON COLLECTIONS ARE AVAILABLE 


AT YOUR REQUEST 











University District 


Promotes a Better Business Climate 


Part VI: They Stage Christmas Community Promotion 










by E. R. LUCAS 


Left: Night shot of 
District with Christ. 
mas decorations. Be- 
low: Typical decora- 
tion of lamp posts 
in District. Santa's 
head was utilized at 
prominent locations. 


Most spectacular of all seasonal promo- 
tions of University District merchants of Seattle, is their 
Christmas community promotional program. Astutely, 
they concentrate over one-fourth of their entire promo- 
tional budget (not counting parking lot expenditures) 
on this most sales-productive period of the entire year. 

To make certain that they have an adequate Christmas 
budget, which will not interfere with other district pro- 
motion activities, the Commercial Club finances this part 
of its program separately. The assessment for this phase 
of the program is made on a basis of front footage oc- 
cupied by each store owner. The quota for this is set at 
approximately $6,000, a sum which has been raised with- 





Official opening of the Christmas season last year took 


out difficulty for each of the past several seasons. That place on Thursday evening, November 17, at 7:00 p.m. 
sum is independent of the annual $28,000 promotional Advance promotion of the opening included station 
budget. breaks on two leading Seattle radio stations on Tuesday, 

Virtually every medium of advertising (with exception Wednesday, and Thursday, and a front page box and 
of direct mail) is employed to good effect in the Christmas publicity stories in the University District Herald, the 
promotion. In addition, there are exceptionally attractive University of Washington Daily, and the Seattle Times. 
street decorations, a District Santa Claus, fireworks, and The ceremony was opened by firing of three “bombs” 
Christmas music. by a local fireworks company at 7:00 p.m., at which time 
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also, 19 switches turned on the Christmas decoration 
lights. A well-known Seattle radio commentator served 
as master of ceremonies, interviewing the president of 
the Commercial Club, various community leaders, and 
the District Santa Claus. This program was recorded 
and broadcast over a Seattle radio station the following 
evening. Throughout the evening. a sound wagon broad- 
casting Christmas music, toured the District. 

Street decorations consisted of evergreen strings, hung 
between the street light fixtures. A liberal assortment of 
colored Christmas lights illuminated the greens in the 
evening. A number of vari-colored toys outlined in neon 
were also suspended from the garlands at various points. 
Light globes on all fixtures were replaced by three large 
illuminated candles, supplemented by a large plastic 
Santa’s head at the more prominent locations. A large 
Christmas tree at the Post Office corner at E. 43rd St.. 
offered another brilliantly lighted spectacle. 

From -Dee. 3 until Christmas, the District Santa Claus 
was stationed in a wing of the Hotel Meany lobby, in 
the corner of which was placed a decorated “family size” 
Christmas tree. He interviewed the children, to each of 
whom he gave a ‘small gift. Photographic service was 
also provided, for parents who wished a picture of their 
children with Santa. 

Stores remained open as usual every Thursday evening 
until December 15. On that date, they stayed open every 
evening until December 23. 

Another feature of the season was the playing of 
Christmas carols and other favorites by the University 
of Washington chimes. Music was played every after- 
noon and evening during the holiday shopping season 
and groups of carolers sang throughout the District at 
various times. 

Christmas outdoor advertising copy went up on 11 bill- 
boards on Nov. 25, for a one-month showing. Boards 
showed a striking illustration of Santa with the inscrip- 
tion, “Shop in the University District for a Merrier 
Christmas.” Also featured on the copy were “Free 
Parking” and “Open Thursday Evenings.” 
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Left: District's Santa with two chil- 
dren on his lap with photographer tak- 
ing photo. This was another service 
which brought shoppers into District. 
Below: Advertisement which appeared 
on the front page of local newspaper. 
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Above: One of the I! billboards placed throughout the city. 


Below: The car card used on trolleys for the 1948 promotion. 
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The promotion showed the anticipated good results in 


a substantial influx of shopping traffic into the District. 
It also proved once again the benefit to the individual 
merchant, of the Commnetel Club’s co-operative met 
chandising activities. 
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Gem emphasizes watches in its displays. The left windo, is devoted exclusively to watches; the right is mixed. 


Step-Up Selling 








Paves Way to Higher Watch Profits 


By utilizing customer psychology, the Gem Jewelry Co. has developed 


its step-up watch selling to a science with sales averaging over $50. 


Qin watch sales,” said M. L. Jacobs, 
president of Gem Jewelry Company, “averages a little 
better than fifty dollars.” 

Mr. Jacobs operates jewelry stores in Beaumont, Port 
Arthur, and Orange, Texas, plus a store in Lake Charles 
and Alexandria, Louisiana. 

Jacobs explained that the average watch customer is 
interested in one particular make. “That is a result of 
one or two things,” he said. “Either the customer once 
owned a watch of that make and was completely satis- 
fied with it or he has a friend with that make watch who 
has sold him on it.” 

Price is the next factor. “The average customer,” 
Jacobs continued, “has usually decided on a watch he 
thinks he can well afford. Therefore, preferred brands 
and price are the first to be dealt with.” 

For illustration, we are going to take a customer who 
has stated the brand of watch they want .. . one for 
around thirty dollars. 

“The first important thing,” said Arron Rose, man- 
ager of the Beaumont store, “is to find the size, shape, 
and design that appeals to the customer. This must be 
done within the price range already established .. . 
and in the ‘make’ the customer asked for.” 

These limitations should be closely adhered to at this 
point of the selling. Mr. Rose cautioned against showing 
a different make at this stage. “If you do,” said Rose, 
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C. THOMAS 


“you will have two selling jobs to do simultaneously. 
And it can’t be done! First, you haven’t yet found out 
the style that is going to suit the customer . . . and before 
you do that, you can’t start talking another make. Al- 
ready, you are groping to learn just what the customer 


(Please turn to page 1636) 


One of the sales points is to put the higher priced watch 
on the customer's wrist so that it will be more appreciated. 
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Layaway Plans For 
Extra Sales 


This Christmas 


A review of successful layaway plans that 
have brought increased traffic and sales 


to the stores that put them into effect. 


by ROSWELL HUMMER 


ME axcinc it easy and pleasant financially to 
buy presents from jewelry stores is one way to bring a 
larger percentage of gift money into jewelers’ pockets. 
and one of the most effective methods of doing this is by 
means of a layaway plan. 

As in most phases of business, there are definite tricks 
of the trade which make this type of promotion gain more 
customers and the resulting profits. A survey of the 
methods used by Trenton, New Jersey, jewelers to bring 
in those Christmas dollars brings to light many good 
suggestions which you may find as profitable as they 
have. 

The Kaplan store, in addition to newspaper ads, uses 
direct-mail advertising which its executives have learned 
to use effectively in the thirty years this store has been 
engaged in credit ‘selling. During the pre-Christmas sea- 
son each piece of merchandise featured or each page of 
jewelry contains the promise that it can be purchased 
for $1 down and the balance in convenient payments. A 
small down payment reserves the merchandise, and addi- 
tional payments can be arranged to divide the full retail 
price equally among the remaining weeks before Christ- 
mas. The merchandise cannot be removed from the store 
until it has been paid for. Under this plan a sale which 
would have been impossible to make as a cash sale, and 
perhaps doubtful to make as a standard credit sale can 
be completed to the satisfaction of both customer and 
merchant. 

Kaplan’s, advertised as “New Jersey’s finest credit 
store,” also uses extensive newspaper advertising to pro- 
mote layaway sales. Several ads read: “Now! LAY- 
AWAY gifts of jewelry for Christmas” in large headlines, 
followed by specific items described, pictured, and given 


136 






1a 

On) FOR 

y EARLY BIRD . 
S. SHOPPERS 


uss REI tn . 
CONVENIENT LAYAWAY 
FOR EARLY CHRISTMAS BUYING 


lect 
e gifts you se 
emall deposit will 
+ delay select 


Sada 








= 


We will glodly hold th 
° 
until yeu went “yt 










id 
Oroved a nei"9*. bewy. 


cA 
9egeme pide mend 









Dist; 
nctive ney § 
or wo Styles for 
Bele” With the a 
a Precision in Mous re 
ement. 









yo / 
| ks UMD Jf 
URS SVE Rsuitys any 





~ 


MN 2” SG 





IT” 
CHRISTMAS 


my, 


‘ 
the 
om, 


¥ 73 

ie i 
iy HH rf 
EET 





These advertisements were used by New Jersey jewelers to 
let the public know how important a gift from the jeweler 
is at Christmas time and how easily it may be purchased. 


another plug with two-word punch lines such as: “Special 
Value!” “Friendly Credit!” “Pay Weekly!” “Friendly 
Terms!” These ads appear daily in The Trenton Evening 
Times. 

Reid’s, Kaplan’s near neighbor, but exactly the op- 
posite type of store, also believes in extensive newspaper 
advertising featuring invitations to “Use REID'S Con- 
venient Layaway Plan For Early Christmas Buying. 
Reid’s is a show place, gorgeously decorated to appeal 
to the most exclusive type of customer. However, they 
find that even customers who know quality and buy the 
best, often find their desires beyond their pocketbook's 
capacity. So they use frequent advertisements in the 
Trenton Evening Times promoting the layaway plan with 
a touch of the individual personality of this store. For 
instance a recent one showed a tiny bird dressed as Santa 
Claus looking at the headline “VALUE STANDOUTS’ 
and the subheading (against the background of the morn 

(Please turn to page 200) 
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by MARIE GRANT 


The record files of the watch 
repair department tell where 
a watch may be found when the 
customer comes in to pick it 
up and does away with the out- 
dated, velvet-covered board. 





Watch Repairs Pay Daily Dividends 


When the Anderson Jewelry Co. of Salt Lake City, found, during the 


war, that customers were waiting as long as three months for their 


watches, they developed a system that insured quick, efficient repairs. 


The Anderson Jewelry Co. is the largest in Salt Lake City, Utah. 
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D URING the war it became vividly apparent 
to the 30-year-old Anderson Jewelry Co. of Salt Lake 
City, Utah, that a new plan was necessary in the watch 
repair department. Work was not being done quickly 
and efficiently and customers were being asked to wait 
as long as three months for watch repairs. Since Ander- 
son’s is the largest store in this city in one of the best 
locations, it was necessary to find a way to eliminate the 
backlog of repairs and getting a system of operation that 
would operate effectively, to maintain the store’s prestige. 

Donald Anderson was given the task of developing an 
effective watch repair department by his father, Charles 
D. Anderson, Sr., president and founder. After months 
of study, trying and discarding methods, the Anderson 
Jewelry Company today has an enviable system of opera- 
tion. Considering all guarantee work as part of the over- 
head of the repair department, it is still showing a profit. 

(Please turn to page 197) 
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Besides the volume done in its own right, appliance section at rear of store serves as traffic incentive for other lines. 


Ten-Foot Appliance Section 
Pays Store’s Taxes and Utility Bills 


Woe you can pay your taxes and utility 
bills with 40 feet of shelf space in a 10 foot section of 
your store you're really doing all right with the space. 
And that’s why F. W. Hadinger, proprietor of the Had- 
inger Jewelry store in Fort Atkinson, Wisconsin. is en- 
thusiastic about his appliance department. Selling ap- 
pliances is nothing new to Hadinger, however. “We got 
into the appliance business in 1933,” he recounted. “The 
big-city credit jewelers were doing well with it. and | 
saw no reason why a small-town cash jeweler couldn't 
do the same. The day my boy was born, we sold our 
first major appliance.’ 

From that day on, Hadinger not only watched his son. 
Dick, grow into a healthy 17-year-old who helps his dad 
around the store after school, but he also saw that first 
appliance sale blossom into the profitable volume he now 
enjoys. His success with small appliances led him to 
establish a major appliance business in an adjoining 
store building. 

Assisted by two salesgirls, Hadinger does almost ten 
per cent of his business in such small appliances as food 
mixers, irons, toasters, and similar items. but the thing 
he likes particularly is the fact that the appliance de- 
partment is also a traffic puller for his main lines. “We 
have many customers coming in here looking for ap- 
pliances,” Hadinger remarked. “Lots of times they re- 
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by AL WOLF 


member some present they have to buy or they just 
start looking around at the jewelry.” 

Hadinger’s appliance department is small but attrae- 
tive. There are three shelves, each approximately 15 
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Small appliances are given regular display in Hadinger windows. 
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feet long and located in a busy corner in the rear of the 
store. The strategic position of the department serves to 
bring customers through the entire display of gift mer- 
chandise in the store. 

Small appliances aren’t hard to sell or expensive, either, 
according to Hadinger. The mark-up is attractive. A 
small-town jeweler himself, he thinks a small department 
can be set up without too great an investment. “A 
thousand dollar stock is all that’s needed for a good 
small appliance department with toasters, food mixers, 
irons, roasters, etc.,” he said. Hadinger thinks that good 
appliances are in keeping with the general atmosphere 
of a jewelry store. They don’t detract from the quality 
tone of the establishment. 

He stressed the importance of putting appliances in a 
separate department. “Setting up a department for ap- 
pliances makes them easier to sell and you can tell then 
just how much you're making from them,” he noted. 
Hadinger himself does a good business in the appliances 
and finds the biggest play on Christmas and Mother’s 
Day, birthdays, anniversaries, and wedding days. 

The big difference between appliances and jewelry is 
that appliances are functional items whereas most jewelry 
is decorative. Thus, to sell the customer, the item must 
be demonstrated to show its uses. Hadinger puts a lot 
of stock in this. “I really believe in knowing how to 
demonstrate small appliances. You should know the 
features of the products.” Hadinger and his two sales- 
girls have found that demonstrating a good small ap- 
pliance is quite easy. He says that all they have to do is 
follow the manufacturer’s literature, especially the explan- 
atory tags that accompany the merchandise. Because 
of this ease in demonstrating and selling, Hadinger has 
found that small appliances “. . . definitely make a good 
and profitable department, because there is a fast turn- 
over and good mark-up.” 

Making the appliance department a success is easy for 
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F. W. Hadinger, owner of the store in 
Fort Atkinson, Wisconsin, explains to 
his son Dick some of the finer Points 
of appliance selling. The small appli. 
ance department shown here brought 
Hadinger almost 400% profit last year. 


Hadinger. As he put it, “I follow two simple rules: con. 
tinuous advertising and handling only top-line merchan- 
dise.” As for advertising, Hadinger uses both his own 
store window and the local publications. He has a con- 
stant display of small appliances on the upper shelf of his 
window background. This display is seiling for him 
every day and night with different changes of items and 
manufacturers display materials. 

Hadinger is also a strong believer in the manufactur- 
ers’ sales helps, not only display material, but also liter- 
ature and newspaper mats. “This material is expensively 
prepared by top-notch advertising people,” he remarked. 
“IT would never think of passing by a free and excellent 
source of increased sales.’ 

“We also run ads on appliances the same as on jewel- 
ry, Hadinger stated. “We make it a point to run our 
ads on them through the year with special stress on hol- 
idays and gift occasions.” His total advertising budget 
for last year was $1500, about 15 per cent of which was 
spent on appliances. Hadinger supplements his news- 
paper advertising with an extensive direct mail program. 

“From our own experience,” he said, “I would advise 
any jeweler only to use top-grade brands. You can get 
cheap items but try to move them,” he sighed. “Be- 
sides, well-advertised merchandise is half-sold when it 
comes into the store. We feature only nationally adver- 
tised lines which have acceptance from consumers. Then, 
too, we find that prices are maintained on lines of this 
character.” He also noted that the service factor is 
“very, very important.” 

Hadinger thinks that price maintenance is good for 
the community jeweler. “We maintain price on all our 
items,” he said. “I like fair-trade because it brings more 
profitable business. It eliminates cat-and-dog price 
wars. Handling good top-line nationally advertised 
products pays off in the long run.” F. W. Hadinger’s 17- 
year-long run with his 40 feet of shelf space has paid off. 
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Television 


Pays Off for Detroit Jeweler 





Emil Rose, President of Rose 
Jewelers, Detroit, who operate 
nine stores in the city area, 
was extremely gratified with 
showing made by TV show. 


Rose Jewelers, of Detroit, Mich., put television through its paces in a 


test to determine if this new advertising medium could do a se!ling job 


for their stores. TV went to the head of the class in pulling power. 


On: of the most exhaustive independent 
tests yet conducted in the field of television, has just 
been successfully completed by Rose Jewelers of Detroit 
who operate nine stores in the Detroit area. Rose Jewel- 
ers put TV through its paces with an hour and a half 
sponsored show presented over Station WJBK-TV, the 
CBS and Dumont Detroit outlet at 9:15 p.m. Sunday 
night during the summer months, and at 11:00 p.m. the 
rest of the year, in a test series designed to help them 
find television’s rightful place in their advertising budget. 

The results overwhelmingly favored the pulling power 
of TV as a superior advertising medium. 

“We are extremely gratified with the fine showing 
made by television,” said Emil Rose, president of Rose 
Jewelers, who conceived the idea and guided it through 
to its presentation on television screens. “My desk is 
heaped with letters from well-wishers and orders for the 
nationally advertised jewelry items that we feature. In 
terms of actual merchandise sold, we can safely say, that 
the return was far in excess of our expectations.” 

The format of the show was a unique and interesting 
one. Rose Jewelers featured the showing of a top quality 
mystery film in which famous name stars appear. There 
were only four commercials used during the entire one 
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and one half hour show—one at the opening, two breaks 
during intermissions and one at the close of the show. 
The continuity of the film was not disturbed, breaks 
coming at points during the run of the movie that did 
not interrupt the train of thought nor break the suspense 
build-up. 

Maximum attention and care was paid to the prepara- 
tion of the advertising breaks. A master of ceremonies 
was featured who announced the program and then gave 
live demonstrations of the nationally advertised jewelry 
being featured. In order to provide maximum reality 
and clarity, film was not used. In every case the jewelry 
itself was shown, the resulting sharpness and high quality 
of performance adding much to the consumer appeal. 

To further enliven the presentation, skits using pro- 
fessional actors and actresses demonstrated the use of 
the jewelry under consideration. No other advertising 
was used on the show. The commercials and format 
were prepared and executed by Julian A. Grace of W. B. 
Doner Advertising Agency of Detroit who also directed 
the show. 

Nationally advertised lines of jewelry were used includ- 
ing diamond rings, watches, costume jewelry, men’s acces- 

(Please turn to page 173) 
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Can You Help Me? 


My Display Problem Is 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display will 
be answered in this department each month by Miss Virginia 
Dizon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dixon is 
already well known to JC-K readers as the author of many 
stand-out articles on jewelry store display. 


oo to think of Christmas window and interior dis- 

play plans . . . in fact none too early for most display 
houses have had their Christmas lines on exhibit since 
July! Instead of the usual questions and answers this 
month, it seems like a good idea to take a quick trip 
around a few of the display houses and highlight the 
items which lend themselves to jewelry store use. 

Mirror effects to cover large areas may now be had 
for a fraction of the former cost by the use of “Stikwik” 
mirror tiles offered by Radiant Glass Fibers Company. 
11 West 29th Street, New York 1, N. Y. These tiles are 
actual glass mirrors, 4144 by 41% inches in size backed 
with an adhesive which will stick to any flat surface. 
To apply the tiles, simply peel off a protective paper 
backing and press the mirror firmly into position. If it 
is desired to use the tiles elsewhere at another time, they 
can be pried off and re-used. There is also a “Stikwik” 
“mirra” trim edging consisting of three-quarter inch 
squares of mirror in a row in an 8-foot strip. It will stick 
to flat, concave or convex surfaces and can be cut off to 
any desired length. Antique mirrors are available in colors 
in a 7-inch square tile with the same self-adhering 
backing. The small tiles are priced at two dollars per 


dozen. The antique ones at two dollars each. Mirrors 
make a most effective Christmas background and could 
be re-used for summer displays and for semi-permanen| 
installation in a china and glass department. 

W. L. Stensgaard & Associates, 346 North Justine 
Street, Chicago 7, Ill., again have a beautiful line of 
Christmas Comuras—the silk screen processed panels 
which make such effective backgrounds for windows and 
decorating inside the store. The “Arcade Bells” design 
comes in a horizontal panel, 30 by 90 inches and in 
vertical panel, 15 by 90 inches and there are sculptured 
Crystafoam bells to carry out the bell design in three 
dimension effect. There is a “Merry Christmas” comura 
lettered on clear plastic—15 by 90 inches and thei 
cathedral window comuras are still available—very effec. 
tive stained glass effect which can be used for Easter. 
wedding and graduation windows as well. There are 
Crystafoam Santa Clauses both in stationary poses and 
with animated action. 

For those charming Czecho-Slovakian Christmas or- 
naments—the fussy, dainty ones that look like a real old. 
fashioned Christmas—write to the Walco Bead Company, 
37 West 37th Street, New York 18, N. Y. They have a 
full line of these ornaments as well as fancy sequins, 
base metal festooning and plastic flitter. 

The Staples-Smith Studio, moved to 156 Smith Street. 
Brooklyn, N. Y., have an unusually gay and colorful 
selection of Christmas items with many units well adapted 
to jewelry store use. A large flat holly leaf flocked in 
Christmas green with Christmas ball trimming would 
make an excellent jewelry display pad. Leaf is about 
20 inches overall in size and priced under 4 dollars. 
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A wicker basket, painted gold, lined with a satin cush- 
‘on and decked with holly makes a nice spot display 
which will also hold merchandise . . . about 8 inches by 12 
inches . . . under $5.00. A good unit for placing near 
the store entranceway is a rural mailbox, standing 44 
inches high, painted bright green with a red mitten 
cut-out substituted for the usual postman signal and 
packages filling the opening of the box. There is also 
a free-standing pixie of papier mache about 34 inches 
high. A papier maché cherub pulls a sleigh full of gifts 
and merchandise for a large window unit—about 3 
feet long and 15 inches high. And you can also have 
a papier mache Santa Claus 31 inches high, also free 
standing. In small decorative pieces, there are popcorn 
balls trimmed with tiny Christmas balls. Tarlatane snow- 
flakes and plastic snowflakes. 

You'll need colorful candles to fill your candlesticks 
and for Christmas decorations. For permanent ones that 
will not bend under sun or window heat, don’t forget 
the white birch, wax finished candles from G. P. deCoen. 
Inc., 821 Washington Street, Newtonville 60, Mass. They 
come in 8, 10, 12, 15 and 18 inches in all the decorator 
colors. They can’t wilt or droop, won’t fade and really 
save money by lasting indefinitely. 

Formo Displays Company, 123 So. Front Street, Bur- 
bank, Calif., have six styles of Santa heads in various 
sizes and prices—all are hand painted, color-fast and 
washable. They also have white fibre-glass reindeer, 
stars and bells . . . all very reasonably priced. 

Another effective item for Christmas time selling is 


an electric flasher from Freed Displays, 1233 Sixth Ave., 


New York. It stands 23 inches high and comes complete 
with two bulbs and a 6-foot flasher cord. A molded three- 
dimensional Santa head is brightly illuminated by one 
of the bulbs. The effect of the display is given by the 
translucent parchment center and the vivid colors used. 





Paris Jewelry 


(From page 124) 


wire festooned with diamond and ruby-studded bird 
cages; Mellerio’s were the regulation size diamond brace- 
let enlarged with elastic to fit the upper arm and covered 
with a clip. 

Jewelers this season are not showing long necklaces, 
nor are the dressmakers advocating them. The evening 
decolletes remain low, but the necklace in Paris still hugs 
the contours of the neck. 

At galas in France, you will see more jewelry used in 
the hair than ever. In his winter collection, Jacques Fath 
used jeweled combs to keep his models’ hair sleek. Dior 
showed a new hairdo with a chignon on top of the head. 
This makes an ideal place to clip a jewel. 

At the Deauville Casino, the hair of the Maharanee of 
Baroda glittered with real diamond combs from Van 
Cleef & Arpels. Parisian owners of diamond necklaces 
bring them to their jewelers to have them wired as tiaras; 
other women bring their clips to their milliners who will 
garnish them with paradise feathers. And Mme. Schiapa- 
relli, besides various others, wears a diamond-studded 
necklace on her head, descending slightly onto her fore- 
head. 
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Survey Shows Public Acceptance of 
Gold Filled Jewelry 


In a new booklet “What Do People Think?” recently 
distributed throughout the jewelry industry, the Research 
Division of the Gold Filled and Rolled Gold Plate Manu- 


facturers of Providence, R. I., revealed some of the re- 
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sults of a nation-wide survey conducted by Alfred Politz 
Research Inc. of New York City. 

According to this survey, Gold Filled represented 
highest quality in the popularly priced field of jewelry 


to the greatest number of people in all age groups and ip 
all sections of the country. 

This question was asked: “Which of the following 
terms suggest high quality in jewelry and watch cases?” 
Gold Overlay, Gold Plate, Gold Filled, Rolled Gold Plate, 
Gold Clad, or Gold Electroplate. The term “Karat Golq” 
was purposely omitted since the intent of the survey was to 
study the reaction of the public’s mind to terms used only 
in the popularly priced field of jewelry. 

In their report of this survey, the Research Division of 
the Gold Filled and Rolled Gold Plate Manufacturers. 
covered the reasons why Gold Filled should be so popu- 
larly accepted for its quality, including the historical back. 
ground of gold filled plus the extensive advertising of 
Gold Filled products in national magazines, local news. 
papers and jewelry trade publications by manufacturers 
and retail stores throughout the country. 

The booklet contains a sample of a small printed pack. 
age insert on its back cover which is offered to jewelry 
retailers in quantity in educating their customers on the 
virtues of gold filled jewelry. 

The booklet and package inserts are available from the 
Research Division of the Gold Filled and Rolled Gold 


Plate Manufacturers, Providence 7, R. I. 





Merchants in one city livened up their sales windows 
by inviting residents of the territory to put antique items 
on display in various windows. This worked out well. 
Each object was placarded and countless people stopped 
at all windows to inspect the displays and read the signs. 
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JAMUNDS FUR PROMOTIONS 


been known. 





We have recently acquired and cut abroad a large quantity of naats and 
spotteds in a wide range of sizes, from melees to large stones. They are 
ideal for promotional selling. Exceedingly reasonable prices enable you 


to use this line in low-priced goods. 


Of course, we are continuing to supply the market with better grades 
and the finest qualities, for which the firm of Paul de Vries has always 


| PAUL de VRIES, Ine. 


DIAMOND CUTTERS and IMPORTERS 
535 Fifth Avenue, New York 
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Watch Parade 


(From page 109) 


Over and above these nine display cards each jeweler 
will receive two watch box cards, two by four and three- 
quarter inches in size, reading: “Wear a Modern 20th 
Century Watch—Be On Time—Be In Style.” 

Also, the Council has sent to its members newspaper 
mats of the Watch Fashion Parade emblem and slogan 
in one and two column sizes. 

It is predicted that participation in this year’s Watch 
Fashion Parade will be greater than in any other previous 
watch promotion. The Council not only emphasizes to re- 
tailers the importance of getting behind the promotion 
during its official period, but also emphasizes the fact that 
the ideas outlined for the Parade should be used through- 
out the year to increase sales of watches, and to increase 
store traffic. 

Among the selling hints outlined by the Council, the 
Council says, “Build up the idea of owning a spare watch. 
Tell customers that they really should have two watches. 
One for every day use and one for dress. Point out how 
practical it is to have the use of an extra watch when the 
other is at the watchmaker for repairs or cleaning.” An- 
other selling hint is, “Tell the customer to try on the 
watch you are showing him. It means much more to him 
when he sees how it is going to look on his wrist than 
when he sees it on the counter. After all, he is buying 
something to improve his appearance.” The final, and 
one of the most important of the 14 selling hints is, “Close 


the sale. Don’t make the customer ask you to take his 
money. Many customers who would have bought a watch 
or other merchandise will go away without buying if you 
don’t ask them to make the purchase.” 

To encourage retailers to use the material supplied by 
the Council for the Watch Fashion Parade, Mr. Haase 
states in his introductory letter to the idea booklet, “Now 
is the time to promote watches. Now is the time to im- 
press upon people that a watch is an important part of 
their appearance. Get behind the Watch Fashion Parade. 
It has been created and co-ordinated for you—the retail 
jeweler. 





Retail Sales Clinic 


Alert merchants who take group action to have a Re- 
tail Sales Clinic for their employees, usually find that 
better selling is a direct result. For example, such a 
clinic was held at Charleston, So. Carolina, recently. 
over a three day period. It was conducted for store 
personnel, including owners, managers, supervisory per- 
sonnel and sales clerks. It was attended by more than 
200 store personnel and 65 store executives. Speakers 
and lecturers included Frank Goodwin, Roy Shaw and 
Lowell Yoder of the University of Florida and John 
Mettler of the Department of Business Administration at 
the Citadel. 

Topics included, “Sales Opportunities in Retailing,” 
“Know Your Game,” “Limitations of Pricing as a Com- 
petitive Device,” “The Close Line,” “The Sales Person- 
ality,” and “Credit as a Sales Builder.” 
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Thinking of Remodeling? In planning the interior of your store as part of a 
general remodeling project that includes a new store 


front, it can then be assumed that proper space has been 
provided for the front. However, if your remodelin« 
program just provides for the renovation of the ie 


a a a a ny interior, then the first thing to be done is to study the 
ticles by Murray M. Pearlstein, requirements and determine the size of your future new 
ee, ee, hang store front. Here again is substantiation for the need of 
KEYSTONE. Mr. Pearlstein will a master plan, taking in the entire store, even though only 
give here each month helpful the interior is to be remodeled at this time. 
ol ee The growth and development of the variety of mer. 
ered before starting plans for chandise now handled by the jeweler, makes it impos- 

store remodeling. sible to think of the wall cases and show cases, purely 


on the basis of jewelry fixtures. Since the majority of 
retail jewelry stores are not overly large, the design and 
planning of these fixtures must be such as to provide for 
a maximum of flexibility, in order that the many items 





In the second article of this series, we discussed the of merchandise can be displayed properly, throughout 
store front. And as a normal sequence, we should now the year. As for example, during the month of June. 
follow through with the interior of your store. However. merchandise displays are in the main, devoted to wed. 
to take the interior as a whole and attempt to cover this ding and graduation gifts; before Thanksgiving, more 
matter in one article, would be doing an injustice to all emphasis is placed on silver and glassware displays, etc. 
concerned. For the interior comprises several component After having determined this phase, the next step would 
parts, each of which is important as an integral pigment be planning the fixture arrangement. It is always ad- 
in the formation of the harmonious whole. visable, wherever possible, to “departmentalize” the sales 

These component parts are: 1—Store Fixtures and area of the store. Plan certain sections of the store for 
Equipment, 2—Lighting, 3—Painting and Decorating, such departments as Diamonds and Watches—Jewelry 
4—Floor Covering, 5—Air Conditioning and Heat. To Items—Fountain Pens—Leather Goods and general small 
properly evaluate each of these phases, this article will gifts—Silverware—Appliances—China and Glass and so 
confine itself to the first step, namely, “Store Fixtures on, depending upon the type of inventory carried and the 
and Equipment.” physical size of the store. 
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In designing the show cases and wall cases, the writer 
has found in his 27 years of designing jewelry stores, that 
the areas below the display portions of these fixtures, 
should contain drawers. These are the best method of 
carrying reserve inventory. Sliding doors and/or open 
shelving, invariably, after a short period of time, become 
the depository of all kinds of assorted broken boxes, 
advertising pamphlets, etc. 

There are no given rules as to the architectural design 
of these units. The type and kind of materials used and 
the form and shape, depend mainly upon the physical 
layout of the store and the budget allotment for this phase 
of your store remodeling. 

Center display counters or tables should be included, 
provided the width of the store is great enough to permit 
it. The use of projecting displays or alcoves, between wall 
cases in the average size store, is not advisable, since wall 
space used for this purpose can be utilized to greater 
advantage by being made part of the wall cases. 


DON'T NEGLECT OFFICE AREA 


The next important area of a jewelry store’s space, and 
one that is too often neglected in the planning, is the 
ofice area. An equal amount of consideration and study 
must be given to this part of the store as is given to the 
others. Although very few sales if any, are made in this 
space, the administrative and operational functions that 
are conducted there, are of equal import to any other 
phase of the business. | 

In planning your office area, consider the possibility of 
a vault, if space permits. Otherwise allow adequate room 


for the safe or safes. In doing so, always allow for the 
full swing of the safe doors, then provide ample space 
for the people who are to work in this area, taking into 
consideration the size of desks and chairs. Further, allow 
room for files. As most jewelers today do a certain 
amount of charge or credit business, the item of file 
space, becomes a very pressing need. Usually the 
cashier’s counter is designed with room enough for the 
cash register and the balance has one or two drawers 
and some open shelves. Here again this area becomes a 
depository for useless papers, etc., with a loss of valu- 
able space. I recommend that this wasted space be used 
to house three-drawer (in height) files. These files are 
designed to carry account cards, signature or index cards, 
etc. By so doing you will also eliminate the necessity of 
the twice daily job of removing wooden card trays from 
the safe and again at closing time, returning them to the 
safe. 


For those retail jewelers whose store area permits a 
fairly large size cashier’s counter, a special fireproof 
and burglarproof cabinet, equipped to carry from 7000 
to 15,000 account cards and an equal number of index 
cards, plus space for other accounting books, is now 
available, by one of the large safe manufacturers. This 
cabinet will fit under the top of your cashier’s counter. 


Summing up, the problem of planning a new store in- 
terior resolves itself to first, basic planning on the practi- 
cal needs and requirements of your particular operation; 
second, the design and architectural treatment as it is 
applied to the results of the finished planning. 
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Elegance Continues 


(From page 114) 


stick and the bottom compartment holds a generous 
supply of cigarettes. Who'd hope to carry anything 
more! 


Right now is an excellent time for jewelers to promote 
compacts, cigarette caddies and carry-alls. It is the 
beginning of the gift buying season and these items are 
right within a favorite gift price point. Again, there’s 
plenty of fur flying around these days, as you've prob- 
ably noticed. It’s not only in muffs, stoles, scarfs, belts 
and hats, but entire suits of fur vie with the traditional 
fur coat. Since fur pelts are allergic to pin punctures 
it seems like a good idea to promote accessories which 
vive a fashion accent when carried instead of the usual 
pin-on jewelry. 

Accessory houses have gone all out for glamour which 
is right in keeping with the glitter look of the season. 
Wadsworth, for instance, besides their lovely conservative 
pieces have sterling powder cases encrusted with pseudo 
jewels. . They’ve cigarette caddies in brightly colored 
suede, in genuine broadtail fur, and in lace! One clever 
conversation piece is a little hussy of a cigarette caddy 
with gold colored case shining through black lace and 
looking for all the world like Marlene Dietrich’s black 
lace stockings! In the circle on our fashion page we 
show a proudly styled powder case by this firm in pre- 
cious sterling with a double crest of sparkling rhine- 
stones and center design of green jewel stones. All of 


these compacts are complete with handsome black satin 
cases, double mirrors, and deep fluffy puffs. 

“A suit is the uniform of the American woman,” js 
a favorite fashion quote, and you've only to glance at 
present styles to realize why a suit wardrobe has made 
the American woman one of the best dressed in the 
world. And I shouldn’t be at all surprised if her jp. 
spiration was the smart grooming of the well-suited Amer. 
ican man! Other masculine styles recently “snitched” 
to make captivating feminine fashions are a daring 
wing collar of pearls by Marvella and a brilliant bow 
tie of rhinestones by Pennino Bros. (Illustrated in oy 
fashion notebook. ) 

The narrow-look is the most important look in suits 
from the jewelry point of view. Skirts are column-slim 
and jackets are mostly hip length with nipped in waists 
and gently sloping shoulders. Collars and lapels are 
smartly emphasized and these, with open horseshoe neck. 
lines form beautiful backgrounds for new lavish jewelry, 
Recommend pins of flamboyant size to dominate suit 
lapels and dramatic pins to point-up collar interest, 

Remember last month we were wishing for pin en- 
sembles with as many as three and four pins? They’re 
here! Pennino Brothers, Inc., New York City, has a 
five-star rhinestone pin twinkling with military flavor. 
It was inspired by the pins worn by our top military 
command. These pins, in ensembles, offer women an 
exciting opportunity for jewel combinations and jewel- 
ers an exciting opportunity to build plus sales. These 
five-star pins can be had in a glittering pavé of rhine- 
stones, or in gleaming rhodium, or 14 karat gold finish. 





| 
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They can be mixed or matched as desired. We illustrate 
on our fashion page a rhinestone set decorating a tailored 
suit of charcoal gray flannel. One pin sparkles gayly 
from the collar and the other two add flashing diagonal 
‘nterest to an envelope purse. 

Pennino Brothers have a line of rhinestone fashion 
jewelry of rare and unusual beauty. For six hundred 
vears, members of this family have been jewelers in 
Italy, and now, these three brothers, in America, are 
pouring tradition and artistry into jewelry within the 
rice range of the average woman. 

“Fach person owes the world a gift of beauty,” said 
Mr. Pennino as we sat in his showroom looking at ex- 
quisite necklaces, earrings, and pins. “There is so much 
of beauty to be created .. .” he went on... “more than | 
we have ever dreamed . . . and America is the country 
from which it should come!” Each and every piece of 
Pennino jewelry is certainly irresistibly beautiful. While 4 
walking through their workrooms I saw rhinestones being ’ ‘ng NEWARK 
handset with all the care of precious jewels and intricate % 
wax models were prepared in the very same way that the 
Italian master, Benvenuto Cellini used to prepare them. 

Pendant earrings of shimmering, tremulous beauty, a 
Goddess Teardrop design has been selected by Harper's | 
Bazaar for pictured editorial in the current issue and on 
our fashion page we illustrate a Pennino formal rhine- 
stone necklace and pendant earrings creating a mood of 
elegance with a dinner suit of midnight blue velvet. The 
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ITEMS SHOWN ARE 14KT. WHITE GOLD 
POLAR STAR—40 carats WITH PALLADIUM SETTING PLATES 


Of incomparable purity and luster, the Polar Star is USEFUL FOR REMOUNT JOBS 


said to have belonged at one time to Joseph Bonaparte, 
eldest brother of Napoleon, once King of Naples and 





We also manufacture popular priced diamond jewelry 


later of Spain. Joseph Bonaparte lived in the United | items with rings to match. The high respect in which 

States for some years after Waterloo. diamonds are held by the public makes these articles 
During the 1820’s, the Polar Star went to Russia. very desirable and reduces sales resistance. 

A Few Wholesale Distributors Desired 





Prince Youssoupoff, now living in France, states that 
“that wonderful stone” was in his family for more than 
a hundred years and was then sold to Cartier in Paris. 
It is now owned by the Russian-born Lady Deterding UW 
ss g, : 
former wife of the great oil magnate, Sir Henry Deter- WY, & COMP ANY 
ding. The gem is set in a ring but detaches to form Manufacturing Jewelers 


a pendant. It has been described in layman’s language : 
mite “Leiahnest”” demand ene seem, 26-30 Beecher Street, Newark 2, N. J. 
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necklace is formed of interlaced pear-shaped stones 
boxed by brilliants and flowing into flexible squares of 
baguettes. It terminates in a graceful drop of liquid 
radiance like a sunlit waterfall. This is fashion jewelry 
that can be worn with expensive clothes and looks 
proudly at home wherever it is worn and under what- 
ever circumstance. 


HATS SMALL; HAIRDOS STILL SHORT 


Hats are small and hair-dos, although softer in effect, 
are still on the short side which means that earrings of 
extravagent proportion remain a top fashion. Many of 
the new hats sweep to one side of the head giving the 
popular side-swept look and it is becoming quite usual 
to see two earrings being worn on the bare ear a trend 
started last year which has been somewhat slow to 
catch on. 

There are several small hats illustrated on our fashion 
page with accompanying earrings. The model shown with 
the suit dress of beige jersey and close fitting hat of 
black braid wears a set of Karu’s handsome medieval 
jewelry. Glowing red stones of enormous size are 
mounted in heavy antique gold-colored settings. The 
rich Italian influence of bygone centuries is revived, 
bringing colorful romance to current dress styles. Again, 
we point out, jewelry creates the mood of the fashion 
picture since the simple lines of dress or suit express 
nothing in themselves but basic smartness. 

I asked Mr. Kaufman, Jr., where ideas originate for 
all the different and wonderful designs in the Karu line. 
It is amazing both in size and in beauty and includes 
lovely rhinestones, sleek modern pieces, handsome me- 


dieval sets and fascinating historical designs. Like most 
people in the business he said ideas strike anytime, When. 
ever, or however, new ideas for jewelry pop into eXis- 
tence they must be studied, created, and sold, accordino 
to the current fashion picture. Imagine the confidence 4 
woman will get when she visits her jeweler and asks for 
something to spice up a suit which can also be worn jp 
the evening—something very new, and he replies: 

Jeweler: One of the newest tricks is to borrow from 
men’s fashions, and two of the prettiest pieces imagin- 
able are right here—this rhinestone bow-tie, and a lovely 
wing collar of simulated pearls. 

Woman: Oh, they’re darling! But aren’t they rather 
extreme ? 

Jeweler: Not for this season of 1950! Why, women’s 
suits are so slender in cut they look untrimmed withoy 
big and bold pieces of glittery jewelry—and these cer. 
tainly give the impression of elegance we all hear go 
much about right now. 


Woman: [| like them both, but how would I wear them? 


Jeweler: Either one is striking at the throatline of 4 
tailored suit and will even show up with plenty of sparkle 
if you have one of the full-cut overcoats—the kind they 
call a pyramid. 

Woman: Why, I do have a pyramid coat! 

Jeweler: And for evening wear, with bare shoulders 
and low-cut gown, nothing could be more dramatic than 
an austere collar or tie turned into a jewel for a beauti- 
ful woman—you can pin the bow-tie to a velvet ribbon 
choker. 


Woman: You’ve given me some exciting ideas! I’m 
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going to take them both—the tie for my sister, the collar 
a mysell—we can have double fun when we begin to 


swap! 
Fashion is an important part of a jeweler’s business, 


and a wide- awake understanding of fashion will increase 
rofit in a twofold way. The informed jeweler will buy 
with confidence through fashion and sell to his customers 


in that very Same way. 


Clever Display Peps Watch Interest 


“Going a little farther” in window promotion of “water- 
roof” watches is a policy which has considerably built 
sales of this variety of watch for Kortz-Lee Jewelry Com- 
pany at Ist and Broadway, in Denver, Colorado. 

Instead of merely filling the windows up with mer- 
chandise displays to represent various departments in 
the store, manager James Ludy is a constant user of 
“stunt” windows which literally stop traffic in the busy 
South Denver shopping district. 

“My theory is that all jewelry store window displays 
are pretty much alike in the long run,’ Mr. Ludy ex- 
plained, * ‘and that getting somthing of extraordinary in- 
terest into every week’s window promotion quadruples 
the salesbuilding value of the windows.” 

Typical is a promotion run this year which was built 
around a popular, nationally-advertised waterproof watch. 
Like most jewelers, Mr. Ludy used the usual goldfish 
bowl to submerge the watch under water—but in addi- 
tion, he developed some clever “extra touches” which 
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kept a constant crowd at the windows during all of the 
month. 

First, Mr. Ludy put actual goldfish in the bowl with 
the watch, and made a daily ceremony of feeding the 
two goldfish and winding the watch simultaneously. This 
got much amusement from passersby and caused enough 
comment to bring many more visitors. “People will 
stop and look at the goldfish swimming in the bowl where 
they would pay no attention otherwise,” Mr. Ludy said. 
“And of course, they’re exposed to watch promotion while 
gazing at the goldfish.” 

Ludy painted up a series of small circular cardboard 
disks, four inches across, which he attached to both 
angles of the window around the corner in which the 
bowl was displayed. Small red satin ribbons ran from 
the bowl up to the individual disk signs, which naturally 
led the eye from the central point to read over the signs. 


For example, one sign was lettered “For the Ruff & 
Tuff Man—A Ruff & Tuff Watch.” Another stated “Ideal 
Watch for Carpenters, Mechanics, Sportsmen, Farmers, 


Stockmen.” Still more were lettered “Shock Resistant,” 
“Water Proof.” 


Back of the goldfish bow] a series of shelves displayed 
“waterproof” wristwatches in various models and cases, 
with similar small signs indicating that each gives maxi- 
mum protection to the man who lives an active, outdoor 
life. 

The stunt window was one of the most effective in 1949 
merchandising, according to Mr. Ludy, and swelled watch 
sales substantially. 
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Informative Selling 


(From page 117) 


I asked that jeweler, too, about diamond sales. He said 
that the entire store was down about 15 per cent from 
the year before. This was in a period when national 
figures showed a general decrease of about 20 per cent in 
jewelry stores. He added: “But we are really doing all 
right in the diamond department. It is only about 5 per 
cent below last year, which is nothing to complain about.” 


A month later I was in the South where I visited a 
jeweler I knew to be doing a good job. Whenever he 
had a diamond customer, he took him immediately into 
a diamond room. This has an added advantage with the 
young couple who may feel a little shy. The room is, 
small. The light is excellent. His diamond scales and 
srading apparatus are there, lending the professional 
touch. He explains why color affects the price of the 
diamond and shows them what color means in a diamond. 
He talks about inclusions. They see the diamonds mag- 
nified ten times so that they can see any inclusions them- 
selves. He has diamond mining and cutting photographs 
on the wall. If a customer complains that the price is 
high for anything so small, he gives them facts on mining 
and cutting, using the pictures to illustrate. His cus- 
tomers leave feeling, rightly, that they have acquired a 
great deal of knowledge about diamonds. They stay sold. 

When I asked him how diamond sales were, he said: 
“Last month was 97 per cent ahead of the same month 
last year.” In our conversation, he spoke of the fact that 
many young couples who purchased their diamonds from 


him brought in other young couples. In others words, he 
e * ? 
was successfully making salesmen of his customers, 


A CUSTOMER TRAINED TO SELL 


What happens when a young couple buys that all. 
important diamond? A diamond on the third finger of 
the left hand is the symbol of a woman loved and in love. 
The couple may be a little shy about talking of their new. 
found happiness, but since the diamond and the happi- 
ness are synonymous it will be fun to talk about the 
diamond. 

I overheard a discussion of the “new” diamond at a 
party. The engaged couple were showing the ring to the 
about-to-be-engaged boy and girl. 

“It came from Africa,” said the prospective bride. 
groom. “Do you know that they had to go through 
twenty-three tons of rock in the mines over there to get 
that diamond?” 

From his tone, you know he had visions of innumerable 
workers toiling long hours just so his girl could wear 
that diamond. It was a half-carat diamond. He spoke 
with authority about cutting. He had a few scientific 
terms that he loved to use. He finished by saying: “When 
you people are ready, you go to Blank’s. He certainly 
knows diamonds. I'll be glad to introduce you to him 
if you want me to.” 

From the rapt attention given him, it was obvious that 
Blank had developed a successful salesman. 


GOOD OR BAD, YOUR SALES JOB LASTS 
I heard a jeweler once say: “Our salesmen don’t have 
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to know anything about diamonds. They know that only 
top-quality stones are given them to sell and that is all 
they have to know!” 

it is not that simple. One of the quickest things to 
communicate itself to the customer is a price conscious- 
ness on the part of the salesman. If a diamond salesman 
knows the background of diamonds—the mining, the cut- 
ting, the grading, the scarcity of fine quality—it gives 
him an understanding of the prices he quotes. He passes 
that understanding along to his customer. 

If diamonds are sold on price alone, it can be disas- 
trous. The purchaser may feel, knowing nothing about 
it, that a certain diamond is a “bargain” because it is a 
large stone for the money spent. Sooner or later, he is 





Small Ad Campaign Sets Christmas Pace 
E. H. Bass of Bass Jewelry store, Rocky Ford, Colo- 


rado, believes in plugging his sterling silver club plan 
year round. Last fall he used some extremely unusual 
pre-Christmas advertising, which he found very inex- 
pensive and effective. 

Beginning the 19th week before Christmas, Bass Jew- 
ery ran small 1 column, 2 inch ads once a week in each 
of the newspapers in the store’s trade area. This included 
adaily and weekly in Rocky Ford (population 5,000) and |  & We | 
weeklies in nearby oie A om of the initial i is | The NECKLACE % oi The BROOCH 

| (4624) S (4623) 


shown below, same size. ) 

14K gold chain, de- 4) A circular design in 14K 
signed in elegant sim- wi gold to match the chain. 
plicity. Can be worn Set with a single spar- 
with any brooch. kling zircon or fiery opal. 


$40. keystone Can be worn separately. 
: $35. keystone 








Weeks ’Till Xmas 
Join 
The Bass Jewelry q 





Silver Club 
Today 


“It took about three weeks to see any results,” Mr. Bass 
says. “We think it was repetition that did the trick. After 
the third week, people began coming in and asking ques- 
tions. We recommend silver as Christmas gifts for daugh- 
ters, wives and mothers.” 

Mr. Bass also found that the ads served as a reminder 
for persons who already knew about the silver club. 

Bass Jewelry inaugurated its silver club plan in 1948 
and has found it a very effective way to make sales. In- 
itial payment is approximately 15 per cent, but it is al- 
ways figured so that later payments are in even dollars 
and cents. No interest is charged. 

After the first payment Mr. Bass gives the silver club 
member a knife, fork and spoon. This serves a dual 
purpose. It secures the pattern, and it gives the girl or 
woman something to show to her friends. 

“We find that this policy brings those friends into our Member 
store as potential customers,” Mr. Bass says. 

Payments are scheduled either weekly or monthly, and 
unless the customer suggests otherwise the plan is ex- 
tended over a year. 
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going to learn what he purchased. When he learns this 
from the outside, he will feel that the jeweler took advan- 
tage of his ignorance, even though the ring was fairly 
priced for its quality. He might still have purchased the 
same ring had he known. There is always a market for 
“showy” merchandise. The fact that he learned from the 
outside and not from the jeweler has made an enemy for 
the store. Future gift and anniversary sales have been lost. 

The diamond is the hardest substance known. It has 
an enduring quality that we love. This very quality which 
sells many diamonds can work in reverse. If misrepre- 
sented, either directly or through failure to give complete 
information, it will be there to remind the customer of 
his bad judgment long after many other purchases are 
forgotten. Not long ago a woman in one of my audiences 
told me of a poor diamond purchase her grandfather 
had made. She had the diamond. She said: “When 
you buy diamonds, you don’t know what you are getting.” 
Two generations after it was bought, she still regarded 
diamonds skeptically. Grandpa may have lost more money. 
on a horse trade, but the horse is dead and the trade 
forgotten. 


WHEN EVERY MAN IS A SCIENTIST 


The consumer has a greater desire for information to- 
day than ever before. It is the age of science and there 
is a love of scientific terms. You have only to go through 
some of our popular magazines and note the number of 
articles with a scientific twist. The smart retailer takes 
advantage of this trend of the times. If his salesgirls are 
equipped with useful facts about his merchandise to 
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hecame exceedingly diamond conscious. 


S. SCHAR: 


pass along to his customers, it will do more than aid the 
girls to make sales across the counter. 


When the merchandise leaves your store, it becomes a 
part of the life of the consumer. It is shown to friends 
discussed, explained by use of the information gained ‘ 
your counter. 


The retailer who ignores this opportunity is ignoring 
an enormous sales potential. Figure it out for yourself 
How many customers buy from you in a week? If just 
one out of twenty-five does a selling job for vou, what 
will it do to your volume in a year? 


Novel Display Puts Emphasis 
on Diamonds 


In order to promote public interest in diamonds, the 
Simpson Jewelry Co., Modesto, Calif., placed in its wip. 
dow a glass container in which were six 1/-carat dia. 
monds. The balance of the jar was filled with white 
sapphires. A newspaper ad calling attention to the dis. 
play advised that anyone could select one gem from the 
bowl and take it to the store’s diamond specialist to have 
it appraised. If the selection was an actual diamond 
it would be mounted and presented to the person free. 
No purchase was necessary in order to make a selection. 


During the promotion several people, more by luck 
than an actual knowledge of gems, selected a diamond, 
which was mounted and given to them. They naturally 
spread the news far and wide, and the entire community 
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Christmas Sales 
(From page 118) 


September record, after allowing for the normal rate of 
rise during the Christmas season? If the seasonally ad- 
justed index of sales (in other words, if the December 
and November sales are proportional to the September 
level) it would be sound judgment to consider the Christ- 
mas season successful, even though the level would be 
below last year’s.” 

Just how do you go about using September as the 
basis for figuring November’s and December’s Christmas 
sales volume? 

The chart (see illustration) in general shows a typical 
pattern of the sales rise through November and Decem- 
ber. It is based upon store experiences from 1935 through 
1948, in the Fourth Federal Reserve District. Of course, 
jewelry stores have a different monthly sales pattern than 
most other types of stores and will not follow this graph 
exactly. 

The Bank notes that “the chart showing the typical pat- 
tern of weekly sales during the Christmas season indicates 
the relation of the earlier weeks of the season to the pre- 
Christmas climax and the drop after Christmas. Thus, 
for example, the rise during November is moderate but 
persistent. From about the second week in December 
through Christmas a high plateau is reached, followed by 
a sharp drop in the week between Christmas and the 
New Year.” 


USE OF CHART 


To use this chart for projecting the prokable sales, a 
store will ring up during the Christmas selling season, 
first take the average weekly sales for the year. Note how 
September compares to this figure. Is it indicating a 
volume drop or a volume rise? 

Next, draw a similar chart (or simply put the figures 
down in pencil on a piece of scratch paper). Indicate 
your average weekly sales figures, and September aver- 
ages, as “100” on your chart as on the illustrated chart 
which is used by the Cleveland Federal Reserve Bank. 

Then, from that, following the pattern of general 
November and December increases, you have the fore- 
cast of the sales volume your own store will hang up 
this Yuletide. 

The Cleveland Federal Reserve Bank notes that “the 
use of September sales as a test for the Christmas season 
can be applied on a running week-to-week basis, pro- 
vided the typical pattern of weekly sales during the 
Christmas season is taken into account. If it is known to 
what extent sales normally rise between the week ending 
December 3 and the week ending December 10, for 
example, it is possible to determine whether or not the 
actual sales at that time reach a level which is com- 
parable to the average September level of this year, after 
allowing for the seasonal difference. Such a standard can 
be met, even though the percentage change from the 
corresponding week of 1948 is a minus percentage. Just 
how much of a year-to-year drop can be reconciled with 
a maintenance of the September level for a given week 
during the Christmas season is the next problem to be 
solved. If such a relationship can be established, it will 
become much easier to interpret the percentage change 
figures (from a year ago).” 
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FIRST — Take full advantage of the 


opportunity Old Gold business gives you 
by bringing more people into your store 
under favorable conditions for making 
sales of new merchandise. Old Gold 
gives them money they can apply to new 
purchases. 


SECOND — send the old gold, silver 


and platinum you buy to Handy & 
Harman. Make sure of getting the maxi- 
mum return. Deal directly with a pre- 
cious metal fabricator and refiner of over 
80 years’ standing, who has the technical 
know-how, experience and equipment to 
recover every last fraction of value these 
old precious metal pieces contain. 





— Send your next lot to Handy & Harman 
and compare service and returns. 

















NOW... * 
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GOLD JEWELRY ATA 
PRICE THAT SELLS 













Scarabs of famed Egyptian 
legend, at quick turnover 
prices. Substantially set with 
prongs and channel wire. 
Available in 7 different col- 
ors. Richly mounted in 14K 
gold. Samples sent on re- 
\ quest. 


. BRACELET #5-31 $29.00* 
& EARRINGS #128 $20.00* 


*Prices Keystone 


The largest stock of jade 


jewelry—to fill your every re- 
quirement. 





ART-CRAFT JEWELRY CO. 


VISIT OUR ENLARGED QUARTERS 
J West 47th Street, New’ York 19 
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Industrial Diamonds 
(From page 128) 


Diamond Drilling to Obtain Minerals (including oil): 
These portions of the book review the exploration for 
uranium, the great depths (20,503 feet max.) attained 
in 1949 in the search for oil, and 1949 activity related 
to highway, dam and bridge construction. Startling tech. 
nical advances also are described, with bibliographical 
references. There is mention also of the cooperation be. 
tween diamond corebit manufacturers with the U. S. Fp. 
gineers Corps., through the Industrial Diamond Associa. 
tion, for better purchase specifications, in the interests of 
both. There was progress toward Standardization of 
equipment. 

Diamond Wheels: The great boon to industry repre. 
sented by the development of tools made of the “hard 





SS 


Shoppers’ Nursery Brings Mothers 
to Town 


Merchants of Olympia, Washington, including LeRoy’s 
Jewelry, are helping to sponsor a downtown Shoppers’ 
Nursery whereby shoppers can leave their young chil- 
dren in capable hands while the parents do their shop- 
ping. Opened recently, the service is very popular with 
many shoppers and is aiding in bringing more people 
downtown. 

If the shopper is a customer of a participating store, 
she can ask for a card which reads as follows: 


CLARK’S BABY SITTERS 

Shoppers Nursery Courtesy Card 
115 Columbia Street Phone 2422] 
Rates 
10 cents per hour per child with card for first 3 hours daily. 
20 cents per hour per child with card after three hours. 
25 cents per hour per child without courtesy card. 

(Above rates not to exceed 50 cents per hour.) 


COURTESY OF .. 


: @ & 2 eS RT Se ee ee ee Ce Oe OS POSS. OS 16S See SE OSL Se 


(Merchant’s signature) 


The participating merchants are under contract to the 
baby sitting firm to pay monthly sums for this shoppers’ 
nursery service, ranging from $2.00 to $12.50, depending 
on the size and location of the store. In return they 
have an unlimited supply of the Courtesy Cards for 
their shoppers. The Chamber of Commerce helped to 
organize the project and get it into operation. Shirley 
L. Clark, who manages the enterprise, has a baby sitting 
service for Olympian parents and is well known in 
the area. 

Two of the local theaters are uniting in making a 
movie trailer advertising the service, and each will show 
the trailer several times daily. In return the nursery will 
provide facilities for the movie’s patrons on Sundays 
only. The nursery is open from 10:00 a.m. until 6 p.m. 
on weekdays and Saturdays. 

In opening the service for shoppers, a sizable ad was 
published in the newspapers, listing the merchant spon- 
sors and telling something of the service. The project 
was developed during the fall and winter months after 
thorough discussion at the meetings of the retailers who 
are members of the Olympian Chamber of Commerce. 
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metals” (the carbides) has been made possible because 
of mass production of wheels into which crushed dia- 
mond is bonded. The reason: only diamond can properly 
shape and process carbides, due to a diamond hardness 
of 350% above that of any other substance. In 1949, 


much was done to educate industry in the proper use of | 


diamond wheels in an effort to conserve the critical dia- 
mond particles they contain, and thereby, also, to operate 
them with increased economy. 

Diamond Wire Drawing Dies: For the filaments of 
more than 3 billion electric light and other lamps, and for 


all copper armature and resistor wires under .004 inches | 
in diameter, only diamonds can be used. But they also | 
are used for drawing much heavier wire. For the ef- | 
ficient and economical use of this medium, much educa- | 
tional work was done in 1949 through publications, a | 


show and a Symposium in Chicago. The stepped-up 1949 
operations of home building called for larger quantities 
of wire screens whose wires were drawn through diamond 
dies. 

Diamond Powder and its Compounds: In this field, it 
is shown that the principal advance in 1949 was the 
broader application of pastes containing diamond powder. 
Improvement was also made in the techniques of powder 
production in close grading. There was promulgation of 
amended U. S. Commercial Standards for powder by the 
Dept. of Commerce’s Bureau of Standards through the 


initiative of the Industrial Diamond Association. As to | 
the compounds, the significant new uses for 1949 in the | 
watch industry were for jewels, parts and case finishing, | 
while application to glass molds, to the high-finishing of | 


tungsten-carbide tools and in metallographic laboratories 
followed development of new techniques. 

Diamond Boring and Turning Tools and Minor Appli- 
cations: The expansion of uses in the making of plastic 
parts, technical improvements and the resumption of the 
turning of the automobile piston pin holes with diamonds, 
were of record for 1949. Improvements were made in in- 
denters to test metals and minerals and in optical generat- 
ing with diamonds, also in dentistry where diamond im- 
plements are credited with the elimination of pain and 
vibration. 


[he National Defense Program: Diamond Tool pro- | 
duction plants are reported well organized and ready for | 


any national emergency. Techniques, manpower and Gov- 
ernment Stockpile of diamonds combine to make the in- 
dustrial diamond industry prepared, even better than for 
World War II, again to do an outstanding job for Na- 
tional Defense. 





The Farmer Will Come to Dinner 


The farmer and his family love to go out for dinner. 
especially as guests of their businessmen friends. This 
was proved last spring in two instances in South Dakota. 
For example, at Winner, So. Dakota, the Chamber of 
Commerce put on a Third Annual Farmer and Ranchers 
Night, with an attendance of 1,000, with many people 
being left outside because the hall wasn’t large enough. 
At Yankton, So. Dakota, the Annual Farmer-Business- 
men’s Banquet attracted more than 900 guests which 
goes to show that town-country relations can be made 
very cordial. The volume of sales in stores in the towns 
reveal this fact, too. 
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HEADQUARTERS for 
Fine TIMERS 


For three Generations 


GALLET and GUINAND 


Timers and Chronographs 





for Sports ® for Industry 


Write for the Latest RACINE 
CATALOG Just Off Press... 


Featuring Fine Timers and 


Chronographs for Every Purpose. 


* GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 





JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET, NEW YORK 19, N. Y. 
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The Book Shelli 


Place of Gems in Lives of the Romans 


A Roman Book on Precious Stones, by Sydney H. Ball. Pub- 
lished by The Gemological Institute of America, 338 pages. 
Available through the Book Department, The Jewelers- Circular- 
Keystone, 100 E. 42nd St., New York 17, N. Y. $6.75. 


The immediate reaction of most jewelers is likely to be 
that this book holds little of value for them; that a mod- 
ernization of the 1601 Holland translation of Pliny’s 
Natural History of the World is about as remote from 
their interests as any book well could be. However, they 
will find on reading Mr. Ball’s introductory chapters, that 
gems occupied a place in the life of the Romans of the 
first century that jewelers would like to have them occupy 
today. Too little of the tradition of the wearing of gems 
and of their significance to their owners is appreciated 
now; greater familiarity with their traditional associa- 
tions would certainly create more enthusiasm for stones 
in the trade, and undoubtedly would be reflected in sales. 

The author, Sydney H. Ball, was a famous mining 
engineer, and an authority on diamonds; as a hobby he 
studied the historical background of stones and obviously 
read widely among books on the classics. His geological 
experience qualified him to give an authoritative version 
of the Holland translation, for no one was better able to 
deduce modern equivalents for the Latin names which 


have been for centuries so indefinite. We have assembled 
of course, museum collections of Roman gems, and on 
have a knowledge of the mines and the geology of the 
countries overrun by the Romans in their conquests, From 
these two sources, Mr. Ball has arrived at acceptable 
identifications of most of the problematical Roman mip. 
eral materials; we cannot go further than he has done ip 
this regard. And for this alone, the new publication of 
the Gemological Institute is well worthwhile. 

However, this beautifully planned book contains much 
more than the Pliny chapters, which occupy the center 
section. The first third discusses the place of gems in the 
lives of the Romans, their sources, uses, values, and iden. 
tities. For this we find a documentation drawn from 
references to the Pliny text and also from numerous other 
works of related interest. 

The second third is printed on yellow paper and is the 
Pliny section. It is a useful arrangement for locating the 
original text for the browser who wishes to read here and 
there in the ancient chapters. Interesting and amusing 
bits of “information” will be foun? and the reading is 
made much easier and more enlightening by the marginal 
notes which translate the incomprehensible Latin names 
used by Holland. It is also quickly identifiable by the 
overprint of an ancient scroll, which, with a change in 
paper, makes the section stand out. 

Of equal interest is the final section of the book which 
is composed of notes explaining classic references and 
many allusions in the Pliny text that the modern reader 
would not otherwise comprehend. Here, too, we are 
impressed by the broad knowledge and general reading 
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* AUTOGRAPHIC Self-winding with the exclusive “Sign 


of the Time” reserve power gauge. 


Stainless Steel $71.50 
Gold filled $89.50 


* SYNCHROMATICTC Seis to exact split second . . . used 


wherever accurate timing is essential. Stem wound. 


Stainless Steel $49.75 


* KINEMATIC One of America’s most outstanding self- 


winding watches. Famous Zodiac movement. 


Stainless Steel $65.00 
Gold filled $71.50 


*« CALENDAR Quality timepiece. Registers day, date, month 


and phases of the moon. 


Stainless Steel $71.50 
Gold filled $89.50 


Each 17 jewels. Shock Resistant. Water Resistant (except for Calendar). 
Sweep Second Hand. Price includes Federal Tax. 








To help you sell more fine Zodiac watches...to more peo- 
ple... more often—we have developed for you this beautiful 
“sell-on-sight” display case. Of luminescent plastic and finely 

finished wood, it smartly shows 4 popular Zodiac watches be- 
7. OFS) | OS guage neath a background of the signs of the Zodiac. The Zodiac dis- 
— ams play is yours for the asking or see your Zodiac representative. 
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evidenced by the references cited by Mr. Ball. His death 
last year was a great loss to the jewelry trade, for the 
erudition shown in this work and which might have gone 
much further in its educational effects could have raised 
the standing of the entire trade, had jewelers been able to 
profit still further from it. 


MANUSCRIPT EDITED BY MISS SWINDLER 


On the death of Sydney Ball, the entire load of prepar- 
ing the manuscript for publication fell upon the shoulders 
of Miss Kay Swindler of the Gemological Institute. Just 
as we highly praise the content of the book, we must also 

raise the unusually fine editorial work and the planning 
of the text. The entire format is most attractive, and the 
use of marginal notes in place of the customary, far less 
convenient footnotes has done much to improve the read- 
ability of the text. The formidable appearance of half 
pages filled with fostnotes which would have resulted if 
Miss Swindler had followed the usual practice is com- 
pletely alleviated by the arrangement we find here. We 
must also give credit to the Gemological Institute for their 
vision in undertaking the publication of such a book 
without an immediate sure audience, but which is, never- 
theless, an extremely valuable contribution to the trade. 
Jewelers who give talks and who use educational adver- 
tising will find it invaluable as a source of legends, some- 
thing which will help them popularize gems and impress 
upon their customers the truly ancient background of the 
profession. 

In this connection, it is interesting to the reviewer to 
note that the new Pliny translation is the fourth 20th 
Century English language reprinting of a classic work in 
the field of economic geology (which the jewelry trade is, 
academic as that term may sound) made available by 
non-commercial publishers. First was the 1912 printing 
by the Mining Magazine of the translation by Herbert 
and Lou Henry Hoover of that great mining classic of 
Georgius Agricola, De Re Metallica, originally published 
in 1556. In 1942 we were given a translation, in a beau- 
tifully composed book, the Pyrotechnia of Vannoccio 
Biringuccio, an assaying and mining work written in 
1540. Last year the same organization, the American 
Institute of Mining and Metallurgical Engineers, pub- 
lished still a third work with many facsimile pages, the 


Bergwerk und Probierbiichlein of 1520, earliest of all | 
“geological” works. In this book we find many occa- | 


sional references to the occurrence of gems. 


The Hoover translation, while almost as rare and as 
expensive today as the original book, makes the informa- 
tion available in English, and of course the Anglicization 
of German or Latin terms is as authoritative as Sydney 
Ball’s translation of Pliny. The background of the Smith- 
Gnudi and Smith-Sisco translations of the other books is 


equally well established. The modern reader who wishes | 
to learn more of historical development of man’s exploita- | 


tion of the minerals of the world in which he lives is 
extremely fortunate to have so much of the work done for 
him. The jeweler could well take advantage of his special 
knowledge and interest in the field and develop it for the 
benefit of the trade and eventually to his own advance- 
ment. 

F. H. Pough, Ph.D. 


American Museum of Natural History 
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Most cities look much the same but the outstand- 
ing, visitor attracting cities, like San Francisco with 
its Golden Gate Bridge, have unusual points of 
interest that express the spirit that makes them 
great. Most stores offer selections that are on the 
same ordinary level but trade attracting leaders 
always feature the unusual. To such stores, the 
Revere Floor Clock—with its Westminster Chimes, 
its distinction, its traditional weights and pen- 
dulum, its exact electric timekeeping—is a ‘golden 
gate” that proclaims high quality, that leads to 
the wide, rich market of beauty conscious home- 
makers. Revere Chiming Mantel Clocks repeat the 
point to many more. 


The HALE 
is Colonial 
in design. 
Petite size 
is ideal 
for small 
rooms. 


75." high 
Westminster 
Chimes. 


Retails for 
$395 
plus tox. 





The R-953 has an in- 


stant appeal. With 
Westminster Chimes 
it retails for $45, 
plus tax. 


Available through Revere Authorized Distributors 


Send for catalog of complete line 
THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 


NEW YORK: 37 West 47th Street 
CHICAGO: 1422 Merchandise Mart 





Floor Clock 


prices are 
slightly higher 
on the West 
Coast. 


ELECTRI¢ 


vA iy eo, 
ae, ‘ te ‘ tt oa ‘ 


4s f 
Wile La 





165 





Step-Up Selling 


(From page 134) 


prefers in design. And you will defeat yourself trying 
to sell them a make they are uninterested in.” 

As Rose pointed out, if you start selling another make 
at this point, there is no recourse but knock the make 
the customer asked for. Indirectly, then, you must con- 
fess that you do handle inferior makes . . . and will sell 
them—but as a last resort. 

“Too,” said Rose, “this abrupt approach is a direct 
reflection on the customer’s judgment. For in an oblique 
way, you take it upon yourself to tell the customers they 
don’t know what they want . . . or what’s best for them. 
And customers inherently take offense. They lose interest, 
stumble around, and walk out with the courtesy comment 
they'll come back . . . later!” 

Gem watch salesmen show the customer just what they 
came in to see. And they have the styles within the vari- 
ous price ranges to make a wide selection possible. 

“We are going to say,” said Rose, “that after seeing 
the various watches, the customer finally decides upon a 
certain style . .. a watch with a round dial, we'll say.” 

Before we can proceed we must establish the fact that 
Rose assumes the customer is going to buy on terms. 

When the customer has decided upon the watch within 
the price range originally stated, Rose asks: “Now just 
how much a month can you pay?” 

The customer answers, “Five dollars.” 

With this information, Mr. Rose takes the watch the 


customer has decided upon and puts it out of sight 
behind the manifold register on top of the show case. 
And be sure you have one placed for this purpose while 
showing the watches at the start, or you are going to 
find yourself in an awkward position trying to get the 
low priced watch out of sight and out of mind when 
you come to this point. Don’t make this move ¢op. 
spicuous . . . and don’t put the watch back in the case 

. . remember, the customer is/or thinks he has bought 
it. And it is, in his mind, his watch. 


SAME TERMS SELL THE FINER WATCH 


Now with the watch behind the register, Rose says 
to the customer: “Isn’t it true you decided upon that 
watch simply because you thought it was the best you 
could afford?” Then he shows the customer a higher 
priced watch quite similar in design to the one chosen, 
The customer has already committed himself on the 
monthly payments he can afford, so Rose follows up 
quick with: “Here’s a finer watch,” and he places the 
watch upon the customer’s wrist, “that you can well 
afford. The payments will not be any more .. . they'll 
just be extended a couple more months.” 

Now . .. the original sale is out of the way. The 
customer isn’t thinking of it any more. Now the selling 
starts all over again . . . and the salesman is not trying 
to do two things at once. . . sell a higher priced watch 
while the customer is selling himself a cheaper one. 
Now the customer is free to concentrate on the higher 
priced watch. 

“The feeling here,” said Rose, “isn’t that we are trying 
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INCABLOC gave you protection against 
shock. Now INCASTAR gives you 
the ultimate in regulation. 


In the last 25 years there has been continual improvement in watchmaking 
from the mechanical and metallurgical angles. More accurate and faster- 
working machines have been developed for the manufacture of the movement 
and wheel train; new alloys have been produced which have greatly reduced 
the errors due to changes of temperature. It remained to reduce the serious 
errors of isochronism caused by the conventional type of regulator. This has been 
achieved in the INCASTAR, invented by F. Marti, who also invented the 
INCABLOC. Both are manufactured by the Universal Escapement Ltd. 


ADVANTAGES OF THE INCASTAR 


INCASTAR 


* 
INCASTAR 





The incastar eliminates the errors of isochronism due to clearance between 
regulator pins and hairspring. 

2 The difference of rates hanging and lying is greatly reduced; the improve- 
ment may easily reach 80%. 





The watch may be put in beat without difficulty; it is merely necessary to 
rotate the whole Incastar assembly around the index center, and the balance 


It's the time-keeping that makes the watch. bridge need not be removed. 


The repairer can correct the rate of the watch rapidly and with certainty, and 
there is no risk of the hairspring becoming hooked up, as often happens with 
regulator pins. 


Thousands of rating certificates on file with official Swiss Observa- 
tories prove that watches fitted with Incastar are more accurate 


KK ERNEST BOREL WATCHES ARE THE FIRST TO HAVE INCASTAR >>| 
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to unsell them on buying a cheap watch . . . we've al- 
ready sold them one . . . now we are making it possible 
for them to own and wear a better one. What it amounts 
to ig arranging a financial problem for them.” 

During the step-up selling Rose points out that the 
customers, by extending their payments to a couple of 
more months, can wear a watch they are proud of. 
“Too,” says Rose to the customer, “look at it this way. 
You don’t buy a watch every year or two. So the dif- 
ference in a couple more payments is inconsequential. 
This watch is going to last you several years . . . and 
youll always be proud of it. . .” 

Ninety-nine times out of a hundred this closes the sale. 


“It must be assumed,” concluded Jacobs, “that the 
customer decides upon.a cheap watch merely because 
he figures it is the best he can afford. And it is natural 
for most people to want better than they can afford. 
Hence, those willing to buy and wear a cheaper watch 
are usually a good credit risk. And don’t forget the 
average customer is more concerned with the make 
watch than the price. The price is nothing more than 
an economic one. The choice of make is often deep 
seated. And why unsell them on their favorite make? 
We have them for sale with the customers ready-made 
for us.” | 

“The customers’ general appearance and the comments 
they make,” said Rose, “will be the guide to determine 
just how high you can go. Too, their taste for style 
will be shown in their first decision. If the customer 
is style conscious, he can be stepped up more than the 
one who is merely interested in a time piece.” 


Good Lighting Means Good Business 


When the Spivaks, of Bayshore, N. Y., planned their 
new store, they decided to get the best lighting available. 
They consulted the Long Island Lighting Co. and the 
result has made the new place one of the shining jewels 
of Main Street. The general system is two rows of two- 





Interior of modern, well-lighted Spivak Jewelry Store. 


light 40 watt fluorescent fixtures, with glass sides and 
metal louvered bottoms, using 4,500° white fluorescent 
lamps; these are located over the aisles, between the 
island of show cases in the middle of the floor and the 
wall cases at the sides, and they provide excellent light 
for the silver, glassware and other articles on the wall 














the market! 


especially good results. 





IF 








IF! 


— you're looking for a watch that has more 
good selling features than any other watch on 
— you're looking for precision—76% of all 
Ernest Borel watches tested won the award of 


— you're looking for a line of watches that are 
designed to suit nearly every taste. 


— you would like to sell a line of watches 


i & that will increase ''customer confidence’ thereby 


stimulating sales in companion lines. 


FORMATIVE CIRCULAR ON THE INCASTAR REGULATOR. 


JULES BOREL & COMPANY 
1015 Walnut, Dept. O., Kansas City 6, Missouri 
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shelves. There are additional lights in the wall cases 
The blue-white effulgence of the 4,500° white fluorescents 
is more satisfactory for jewelry stores than either the 
standard white or daylight fluorescents. 

In addition to other lighting, diamonds and jewelry 
need the brightness of a filament light to reflect on the 
surface of the piece or to refract through the gems, S, 
150 watt reflector spots, recessed in the firred ceiling, 
were placed over the leading edges of the central show. 
cases. Thus the fluorescents provide 45 foot candles of 
cool, diffuse illumination throughout the store and the 
down lights over the jewelry cases increase the intensity 
in that area to 100 foot candles. 

The result of the move and the remodeling have been 
very satisfactory. The new store, though not in a loca. 
tion as good as the old, has been doing a business 25 
per cent greater than the old ever did. There has been 
little change, over the moving period, in the variety or 
quality of the merchandise the store carried. The island 
idea has worked out well and Benjamin Spivak is certain 
that much more stuff moves out of the wall cases now 
that the customers can examine the goods there from close 
range under good lights. He is contemplating putting in 
sit-down showcases for selling silver flatware. 

The silver business, both flat and hollowware, has 
been particularly good, in fact, has jumped 200 per cent 
since the move. There was a reason. In an effort to re- 
capture the big silver trade the store once had, Benjamin 
Spivak had been keeping one of his street windows and 
an indoor showcase visible from the sidewalk dedicated 
to silverware. 

He has tried to make these displays look more like 
Main Street than Fifth Avenue, for he must capture the 
trade of the ordinary guy, who might be scared away by 
too much richness, for his strongest competition comes 
from credit and discount stores. He gives credit but on 
a sound basis. He must do so, he feels, and will have to 
go in more and more for credit promotion in the future. 

Nevertheless, he has no intention of putting in a soda 
fountain, so to speak, and going into a slugging match 
with Liggetts. Spivak’s will always bear the honorable 
title of a jewelry store. 
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LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 


Quality Cultured Pearls 


Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 


Tel. MUrray Hill 8-0648—0649 


Pacific Coast Office: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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Benjamin Spivak believes somewhat in his father’s 
saying, “never sell anything you can’t repair.” Repairs 
are the solid rock on which the store was built and they 
have been good ever since Benjamin’s father, Samuel, 
founded it as a watch repair business 41 years ago. Today, 
they almost carry the store; though not what you'd call 
a huge business, they can be relied on to pay the over- 


WIN WITH FOOTBALL CHARMS head whenever times are slow. The store has a wide 


reputation for fixing jewelry and watches, and is, in fact, 


G Ad, the only spot in town which has its own watch and 
by jewelry repair shop under its own roof. 

Since the move, most other items have pushed along; 
You can be the big winner in the midwinter athletic banquet watches, diamonds, men’s jewelry and men’s leather goods 
season by selling charms to the many champion teams. have been particularly well ahead, and everything else 


has been holding its own. 

Everyone seemed to like the way Benjamin Spivak had 
his wrist watches displayed. Each was alone in the show: 
case, placed eight inches to a foot from the next, and 
each was in its box fastened around an upright ring of 
red velvet, with the maker’s name prominent on the 
corner of the box. 


Build for permanent leadership in this field with Fisher 
quality, in Sterling, Gold-Filled, Rolled Gold Plate, and 
Karat gold, (10K and 14K). Always through wholesalers. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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The Spivaks have relied mainly on direct mail promo- 
tion, though occasionally they put an ad in the local 
aper. They have always sent out letters at graduation 
time to the parents of every graduating child within 25 
miles. These letters have boomed trade happily. They 
think the clock on the curb outside the front of the store 
has been an excellent promotion asset; it has gone with 
them everywhere for 25 years and they use the slogan, 
“At the sign of the clock,” on their publicity and ad- 


vertising. 





Two Successful Diamond Techniques 


Two techniques for competitive selling of diamonds 
were used within a single month by New Orleans jewel- 
ers. The two stores—Bernard and Grunning and White 
Brothers—both reported good results. 

Bernard and Grunning used the “come-in-and-see-the- 
unusual” technique. A display of hard-to-find diamonds 
was set up in the store—a blunderbuss pistol made of 
different-cut diamonds, a diamond sailboat, a longhorn 
steer, an airplane. Said the selling copy: 

“It is generally accepted that diamonds are either 
round, square cut, or baguette. To offer something un- 
usual, we have induced our importer to cut odd-shaped 
and odd-colored diamonds, reproducing them in various 
designs, as shown in the illustration. These odd pieces 
can be mounted in platinum. They will nicely lend them- 
selves for an unusual brooch, a pendant, and are very 
desirable for men’s scarf pins. 

“We would welcome you to stop in and let us show 
you these exceptional diamonds. We realize that just 
a few people will actually purchase them; however, we 
are glad to make this exhibit as an interesting feature 
of our diamond business.” 

White Brothers used a technique which Benjie White, 
president, says is vastly important. They did not merely 
mention terms. Instead, in a box prominently displayed 
in the middle of the advertisement, the terms were broken 
down into specific figures. 

For example, the box showed that a diamond costing 
between $150 and $200 could be paid for with $10.00 
down and $2.50 per week for 76 weeks, or eighteen 
months. 

The copy stressed the fact that “our low terms are all 
you pay.” Mr. White finds it a big selling point to charge 
no interest rates or carrying charges on these long term 
credit sales. 

Each diamond advertised by White Brothers was il- 
lustrated, and described in copy that included the sales 
price. Prospects could actually choose from the adver- 
tisement, then go down to buy with the exact down pay- 
ment needed. 





‘Watch Oil—$8,000 a Gallon’ 


The fabulous cost of watch oil—$8,000 a gallon— was 
brought to the attention of the public through a news- 
paper ad used by Rudolph’s Jewelers, Syracuse, N. Y., to 
stimulate watch repair business. 

Under the bold caption, “Watch Oil—$8,000 A Geal- 
lon,” ad copy read: “Yes, that’s what watch oil costs. 
Yet it gets gummy and dry and must be replaced in your 
watch at least once a year. Have Rudolph’s master crafts- 
men lubricate your watch now.” 
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CHASE 
WATCH CORP. 


Proudly Announces Its 


Beautiful, New 


CATALOGUE 


of Distinguished 


CHASE WATCHES 


RIGHT IN STYLE 
RIGHT IN TIME 
RIGHT IN PRICE 


48 handsomely illustrated pages of 
new masterpieces of the watch- 
maker's art...respected for over 
2 generations by discriminating 
jewelers ...designed in the best 


traditions of quality and beauty! 


Complete in wide range 


of styles and prices 


Write for your copy today to: 


CHASE WATCH CORP. 


68 Nassau St. e¢ New York 7,N.Y. 
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+ A New Stock of ’ 
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Cultured Pearls 


—AT NEW, LOW PRICES— 
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eect : Necklaces 


from wholesalers, : 
Eaere, All Sizes and Gre des from 
$30 to $5,000, Keystone 


manufacturers a 
and importers. 


Immediate 


i 
““Fheiovet © 1008 Pearls 


and most 


oe J From 3 to 10 MM., All Qualities 


a Memorandum selections sent on request 


B«& M 
CULTURED PEARL 


IMPORT COMPANY 


ROOM 1013, 665 FIFTH AVENUE, NEW YORK 22 
PLaza 3-3891 
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me. FINE SWISS WATCHES 
Obtainable through your Wholesaler or 
RODANA WATCH COMPANY, INC. 


“745 Fifth Avenue, New York 22, N. Y. ° Plaza 9-6346 
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Market Report 


(From page 111) 


definitely that the impact of this spending will doubt. 
lessly appear first in industries where consumers expect 
shortages to occur, such as the electronics field, appli. 
ances, automobiles, etc. It is our hope that the lag 
remaining months of the year will show an increase ove; 
the same period last year and that general business cop. 
ditions will continue good. 


Maurice Adelsheim 
S. JACOBS CO., MINNEAPOLIS, MINN. 


Business started slow this year with March the low point, 
In April it showed signs of improvement; with June 
through September to date showing a graduating high 
percentage of increase over last year with silver, dia. 
monds, clocks and china showing the greatest improve- 
ment. We anticipate jewelry business in this area will 
show at least a 10 per cent increase for balance of year 
due to Government spending, increased military personnel 
and anticipated shortages. 

J. JESSOP & SONS, SAN DIEGO, CALIF. 


Our stores definitely busier now than at the same time 
last year. Diamond and watch business appreciably in- 
creased since beginning of year. Same is true of many 
other departments such as sterling and silverplated flat- 
ware and hollowware, luggage, emblem goods, etc. Cos- 
tume jewelry ahead this year in units but not dollars. 
Appliance departments definitely well ahead. Anticipate 
continuing increased volume. Feel that all departments 
of our operation will proportionately increase. Important 
fact is our substantial increase and volume dates from 
beginning of year and not just during war crisis. Ob- 
tained increase by periodic hard hitting promotion on 
quality nationally branded merchandise. . 
Daniel W. Crone 
S. AND N. KATZ, INC., BALTIMORE, MD. 


We are happy to report that business is running about 
10 per cent ahead of the same period of last year. We 
are on the bullish side in thinking that business will con- 
tinue on this level through until January 31, 1951. Be- 
yond that, we are not anticipating. _We are committing 
ourselves to purchase equal to but not greater than last 
year despite the increased business. We feel that mer- 
chandise will be available and have refused to fall for 
any scare buying or anticipation beyond the end of the 
year. 


Oscar Kind 
S. KIND & SONS, PHILADELPHIA, PA. 


We are running 13 per cent ahead of last year. How- 
ever, I cannot definitely state the reason but believe it 
is because of a new location and a larger store, otherwise 
judging from general conditions in this locality we should 
be under last year. To be sure the above increase is 
partly offset by additional operating costs. 
G. W. Lawton 
LAWTON'S JEWELERS, ORLANDO, FLA. 


Sales in all departments are strong and we are showing 
substantial increases compared with last year. We an- 
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ticipate further increases for the balance of the year. 
However, we still are not in a war economy and are 
exercising great caution in anticipatory buying. 


Meyer Rosenbaum, President 
MEYER JEWELRY CO., DETROIT, MICH. 


Present business activity very good. Volume on our 
three stores up 2.8 per cent over same time last year. 
Anticipate good business for balance of year possibly 
showing 3.5 per cent increase for complete year. Dia- 
mond, sterling flatware and china departments continue 


very active. 
L. W. Moon 
MOON JEWELRY CO., TALLAHASSEE, FLA. 


As compared with last year, July and August business 
increased 20.61 per cent. September to date 22 per cent 
ahead. Current diamond sales greatly increased. Reason 
definite knowledge excise tax will not be removed. Col- 
lections remain steady with last year. Anticipate in- 
creased business for remainder 1950 of 15 per cent mini- 
mum. No immediate shortage of merchandise expected. 


Clarence Olsen 
OLSEN & EBANN JEWELRY CO., CHICAGO, ILL. 


Business in our store is up 10 per cent over last year for 
the same period of time. With a slight decrease in Au- 
gust (due no doubt to the Korea situation), we believe 
the remainder of the year will continue to be good. We 
anticipate a moderate increase of sales for Christmas. 


George R. Pohndorf 
POHNDORF'S, DENVER, COLO. 


Our overall sales, February 1 to September 1, are 9 per 
cent lower than last year for the same period. However, 
since September 1 our sales have increased greatly. By 
the end of the year, we expect that we may have a total 
equal to last year’s volume. Watches, diamonds and 
filled jewelry are showing the most activity. Our in- 
ventory is about 10 per cent heavier than a year ago. 
The salesmen who call on us report greatly increased 
buying by the retailers. If this is so I hope the fellows 
keep an eye on their finances as after all we are in the 
retail business and not speculators. 


William S. Preston 
F. J. PRESTON & SON, INC., BURLINGTON, VT. 


Earlier months in the year showed losses averaging 10 
per cent. Then Korea. Our gains in July and August 
were in excess of 30 per cent and September will do as 
well. By the end of September we shall have erased our 
loss in sales in the first six months. Indications are 
that barring the unforeseen the last quarter of 1950 
should be substantially above a year ago. 


George M. Rank 
RANK & MOTTERAM, MILWAUKEE, WIS. 


Our sales figures so far this year are the same as the same 
months in 1949. We hope for an increase of 5 to 10 per 
cent during the last three months of 1950. However, 
there has not yet been any evidence of increased con- 
sumer buying except in some instances to fill in in- 














ATTENTION 
WHOLESALE JEWELRY SALESMEN! 


We want two additional salesmen—one for Indiana and Illinois, the 





other for Virginia, North and South Carolina, for 1951. 


If you have a good steady following with independent jewelry stores 
in either of those combinations of states, the positions to be filled offer 


a splendid opportunity on a permanent basis. 


Our trademarked, franchised system of merchandising LOYALTY 
and FAITH diamonds, FAITH watches and FAITH jewelry 
holds fine sales possibilities for the right man. Apply now, in confi- 
dence, giving us detailed information as to your past experience. 


Address: 


Julian G. Schwab, Pres. 


A. G. SCHWAB & SONS, INC. 


Duttenhofer Building 


FOR OCTOBER, 1950 


Cincinnati 2, Ohio 
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C CULTURED 
PEARLS 


e@ NECKLACES 


e MATCHED 
PEARLS FOR 
EARRINGS «. 


eee) gq 

PEARLS & 
%, / 

Memo selections sent on 


on approval. 


Your best value in any price category! 


FERRANTE-RIVIECCIO Co. 


542 FIFTH AVENUE, NEWYORK 19, N.Y. 








Another NEW 


MASONIC BAND 
RING 


with 15 Emblems of the 
FIRST THREE DEGREES 


Lodge members ALL want Masonic em- 
blem rings . . . now you can satisfy their 
desires with this I4K gold band ring. 


Wefferling Berry & Co. 


8 Rose Street, Newark 8, New Jersey 














SO, 


MEMBER 
AMERICAN 
GEM 
SOCIETY 
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complete china, crystal or silver patterns. This increase 
has been offset by small decreases in other lines. If 
increased consumer buying develops, our firm wil] only 
realize it to the extent that we are backed by manufac. 
turers in supplying customer needs. 


Newton Rosenzwe; 
ROSENZWEIG'S, PHOENIX, ARIZ. 


Dollar sales volume so far this year is slightly ahead of 
last year at present time. Under same conditions ex. 
pect a steady increase to 20 per cent by the end of the 
year. 

SAVITT, INC., HARTFORD, CONN. 


Business compares favorably with 1949 with increases 
in July, August and September. We feel encouraged 
with the outlook for the balance of the year and are 
building our inventories with this in view. 
SCHWARZCHILD BROS., INC., RICHMOND, VA. 


August sales moved rapidly forward after the administra. 
tion announced the excise tax would not be changed. 
We look forward to increased sales the balance of the 
year. 


Gordon Lang, President 
SPAULDING & CO., CHICAGO, ILL. 


This is the story: We have noticed no change in the 
trend of buying due to war situation, excepting for a 
few watches and identification bracelets. Business this 
year running a small margin ahead of last year. We 
anticipate a good Christmas business. Our buying this 
Fall is in anticipation of our needs for balance of year 
only. We have noticed a little more demand for dia- 
monds within the last few days. 


Ed Beaulieu 
GEO. T. SPRINGER CO., PORTLAND, ME. 


During the first eight months of 1950 the business vol- 
ume of T. C. Tanke stores was somewhat higher than 
that of the comparable period of 1949. August, 1950, 
showed the highest in increase percentage while it is 
our opinion that the remainder of this year will yield 
to the retail jeweler a business volume exceeding that 
of the comparable period of last year provided the nec- 
essary merchandise continues to be readily available. 

T. C. TANKE, INC., BUFFALO, N. Y. 


Overall volume in our store running approximately 20 
per cent ahead of same period last year. Sharp in- 
creases in men’s watches. Diamond engagement and 
wedding rings, as well as silver, china and crystal. We 
attribute most of our increase to weddings coming ahead 
of schedule because of young men entering the Armed 
Services. There seems to be little likelihood of this sit- 
uation easing up during the rest of the calendar year and 
we believe it will carry into and probably through the 
Christmas season. 


H. F. Underwood 
UNDERWOOD JEWELERS, JACKSONVILLE, FLA. 


Activity at the present time is at a faster pace than it 
was this time last year, but the dollar volume remains 
about the same. Unit transactions are down, and it 
takes a good deal more work to maintain dollar figures. 
Overhead costs show an increase because of this. | 
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anticipate that the balance of the year will show a sim- 
jar trend and, while I hope to equal last year’s Fall 
figures, 1 question whether there will be enough of an 
‘ncrease in volume to make up for the lost volume that 
occurred in the first five months of this year. I am 
optimistic about general conditions. 

KENNETH VAN COTT, BINGHAMTON, N. Y. 


Due to increased business activity during July and Au- 
gust we are now approaching last year’s figures. If 
the current trend is maintained through Christmas we 
could reasonably expect to show an increase of 5 to 10 
per cent. 


Harry J. Nederlander, Vice President 
WRIGHT, KAY & CO., DETROIT, MICH. 


We do not believe that we can charge our increase to the 
trend of the times, inasmuch as we moved into a new 
building about a year ago, and increased our lines and 
tripled our space, advertising appropriations, promo- 
tion, publicity, etc. Our volume has increased 25 per 
cent over last year, and we expect it to hold up in 
1951, without war prosperity. With the additional busi- 
ness that we are bound to get through the increase in em- 
ployment for defense work, we do not figure this as 
our regular business prospects or activity. We are, ac- 
vordingly, working on a peace-time inventory, based on 
our present natural increase, and would much rather 
lose in volume than be caught with a heavy, undesirable 
inventory. 


Julius Zell 
ZELL BROS., PORTLAND. OREGON 





Television Pays Off 
(From page 146) 


sories, lighters, etc. The advertising copy was slanted 
to take advantage of the consumer’s faith and confidence 
in nationally advertised products, products whose merit, 
value and quality have been firmly implanted in the minds 
of the buying public. 

“We discovered,” continued Mr. Rose, “that there was 
a close correlation between the acceptance of the consumer 
of a product on a national scale and its success over tele- 
vision. In other words, products that ranked highest in 
television sale were products that are nationally advertised 
and nationally accepted. Conversely, products that were 
least known to the public fared badly over television.” 

In order to eliminate other contributing factors that 
might conceivably add to the sale of an item of jewelry 
that was being offered over television, that item was elim- 
inated from the window display and from the newspaper 
columns of Rose Jewelers for that period. “We wanted 
to be certain that our tests would be fair ones and that 
the effect of other advertising mediums would not be felt 
during the test period. In other words, when we offered 
something over television, we did not show it in our store 
window nor did we advertise it in the newspaper,” said 
Mr. Rose. 

“IT can honestly say,” continued Mr. Rose, “that we 
have not had a single failure among the many products 
we have advertised on television. The reasons are mani- 
fold. However, one of the primary reasons that television 
has paid off for Rose Jewelers is the fact that Rose is an 
exceedingly well established jewelry institution in Detroit 
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WATCH REPAIRING TO THE JEWELRY TRADE 


One week's service on average overhaul jobs 


INS ia. 6.0: 6 00.0646 40464060000 Hee eeeseses $3.00 
iself-winding - $1.00 extra) 
Gime GD BI 6 onc cc cccccccctcccccescecs 4.50 
Cleaning and Mainspring ...........-++-++e00> 3.50 
Cleaning and Stem and Crown ..........-.+--- 3.60 
ff rrrrrrrTTTrTyT TT TTT eet tt 2.50 
Stem and Crown only .........2-eeeeeeeecces 1.75 
Mainspring only ......... 22. ce ccccccccccccees 1.75 


Jewels - balance, roller, pallet (with clean) ea. .85 
Crown, hand, crystal reg. (with cleaning) ea... .30 


Pivots polished .......ccccccccccccccccccceces 1.00 
I ccc éadbeeeeeeseeeescdeeneneees 1.00 
Adjust escapement ... cc cccccccccccccccccccs 1.00 


Chronographs overhauled (plus parts)... .$8.50- 10.50 
Dial refinishing - factory prices. 


All customers’ watches are fully insured while in our possession 
by our Jewelers Block Policy, issued by the S+. Paul Fire and 
Marine Insurance Co. 


We acknowledge all watches upon receipt with a list of your 
numbers, size, maker, jewels, case. 


We have a good staff of competent Watchmakers—NO 
APPRENTICES. All repairs timed on our WATCHMASTERS 


and carefully checked before returning to you. 


If you are interested in FIRST CLASS WORKMANSHIP and 
repairs that we fully guarantee, we can be of service to you. 
Repairs shipped "open" to well rated accounts. Terms: Net: 
10 days. 


We are offering following material assortments which every 
watchmaker should have on hand and have purposely omitted 
staffs, stems, and mainsprings as these items are usually 
stocked. 





FF 120 ASSORTMENT AS 970 ASSORTMENT 


| only roller table, complete |] | only roller table, complete 

3 " yoke bridges >" be brid 

| " minute wheel yoke bridges 

|" setting wheel (inter- |}! “ minute wheel 
mediate) | " clutch wheel 

2 " clutch wheels 1 “ hour wheel 

a hour wheel 2 “ 4th wheels, sec. hand 

3 click springs moat 

3 " clutch lever springs . ue = te 

2 " winding pinions | winding pinicn 

YOUR COST $3.00 }] YOUR COST $3.00 














Both assortments $5.70 or $2.85 each in lots of 2 or more. 


Terms: Net Cash—Postage prepaid when remittance accom- 
panies order. 


Prices subject to change. 


FRED P. SMITH 
6008 W. Belmont Ave., Chicago 34, Illinois 
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AN APOLOGY 


To our friends and patrons who have experi- 
enced delay in delivery of our Patented* Wing 
Back. We are happy to announce that due to 
improved facilities we are now in a position to 
insure immediate shipment. 






clicks opening 
clicks closing 


*Patented. Design 155,535 
Patented Construction 2,472,958 


Infringers will be prosecuted 


NIASH REFINING COMPANY 


116 Nassau St., New York 7, N. Y. 


CO 7-4496-7 
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TOAOF MARE | 
Reg. U.S. Pat. OF 


PERFORMANCE 
WITHOUT EQUAL 
SINCE 1907 


Nationally acclaimed ARCH CROWN 
INCH Per ticlilcoMmelimmeicelilohiiael |) mmacelmmel. 
the rest, for exquisite, original creations, 
rT ditto Mel gohartaslolstiall oMMelale ME tol (- Mme aleae 
Tile Mie l-Jol MNT -1ale Mice) mele iol [elem 


Mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St., Newark 2, NJ. 
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with nine stores conveniently located, offering friendly 
personalized service. Folks know that when Rose recom. 
mends an item the value and quality are there. Twenty. 
seven years of consistent advertising and fair dealing has 
made Rose the leading jeweler in its area. Now with the 
television show Rose is embracing the newest advertising 
medium to maintain the prestige for the stores and of the 
products featured. 

“One very interesting after-effect is the appreciation of 
people who like our show. We can definitely trace hundreds 
of sales to the fact that these people made token pur- 
chases at the Rose stores up to $50.00 each, in gratitude 
and appreciaion for the pleasure derived from the pro- 
grams. We know that much of the credit for the cop- 
sumer enjoyment is traceable, not only to the fine films 
we have been presenting, but to our pleasing commer. 
cials, our unique presentation of them and our limited 
use of advertising. We intend to continue with this 
format.” 





Ballots for Most Popular Baseball Hero 
Draw Extra Store Traffic for Jeweler 


What is the connection between baseball and the jewelry 
business? Chances are, if you asked any fans of the 
Macon (Georgia) Peaches baseball team, they could give 
you a quick answer. 





Last year's player of local baseball club who was voted the most 
popular, receives his watch from the Regero Jewelry Company, of 
Macon, Ga., from Miss Jessie Robinson, baseball fan for years. 


For the last dozen or more years, the Regero Jewelry 
Company, Macon, has awarded a watch at the close of the 
season to the player voted most popular. “It has become 
a tradition,” says Rose Regero, manager. Last year’s 
winner, Ray Cash, a catcher, received his award at the 
ball park from Jessie Robinson, a lady fan. 

Fans learn of the contest from a loud speaker at the 
baseball park and through purchase of scorecards, which 
contain the ballots. 

In addition to the award to a baseball player, the fans 
themselves have a chance on a 21-jewel Bulova “Her 
Excellency.” Those who vote write their names on their 
ballots, and from these names the winning baseball player 
draws a name. If a man’s name is drawn, he is allowed 
to choose a lady recipient. — 
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-PERKEL & KNAPP, Inc. 


Whanu acturers o 
a Rings éx Mountings Send for Folder R 


Watts 


13-19 University Pl. New York 3 











re P _ fo announce that 


MR. NAT NEWMAN 


is now associated with our 





firm. Mr. Newman will shortly 


make an extensive trip to visit get a NEW HERMES 


. . . — pay out of profits | 
his many friends in the trade. : 


Ask for Folder G 














NEW HERMES 13-19 University Pl., New York 3 } 


IADE Superior 4 jain 3, 


vy, 


One of the largest importers of os Fine Chains 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 























Write for full particulars 


CHINESE JADE CORP. 


Leu? West 47th St. © New York 19, N. Y. @ JUdson 6-1666,..... 











KARAT GOLDS 


82 FULTON ST., NEW YORK 7, N. Y. 
BRIDGEPORT, CONN, e CHICAGO, ILL. © PROVIDENCE, R. |. 
LOS ANGELES, CAL. e TORONTO, CANADA 
a ee ee oe WE SPECIALIZE IN GOLD & PLATINUM CHAINS 
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ACCLAIMED A TRULY GREAT PATTERN 


i the Sea 


THE MAGNIFICENT NEW 


WALLACE 





Dird Dimension Beauly DESIGN 


Winning applause the country over is Wallace Sterling’s exquisite new pat- 
tern “Romance of the Sea.”’ Masterfully designed by William S. Warren, sculp- 
tured in full-formed “Third Dimension Beauty,” it is superbly crafted in ster- 
ling silver by Wallace Silversmiths. 

Though introduced only a few short months ago, it has become as treas- 
ured as the five other magnificent “Third Dimension Beauty”’ patterns . . . Rose 
Point, Sir Christopher, Stradivari, Grande Baroque and Grand Colonial. This 
exciting design is now making history over the silver counters throughout 
America. It is destined to become one of the most sought-after patterns of the 
coming year. 

Plan to feature “Romance of the Sea” in your sterling silver merchan- 
dising plans this Fall. You'll discover the demand for this design is great, for 


consumers have taken it to their hearts and want it for their homes. 


WALLACE SILVERSMITSES 


—— 
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Directs His Advertising 


For Over-All Appeal 





= advertising, imbued with a strong 
mixture of stream-lined zip and color, has been an im- 
portant factor in the Topsy-like growth of the Diamond 
Shop, Amarillo, Texas, operated by Sam A. Fenberg & 
Sons, Inc. 

Launched in 1940, the gross volume totaled $125,000 
during the initial twelve months of business, but zoomed 
to $600,000 in 1946. While sales have leveled off some- 
what, the store is still one of the area’s topliners, both 
volume-wise and from the standpoints of attractiveness of 
the layout, selection of nationally-known lines and the 
enviable niche established in the trade territory. 

Sam A. Fenberg and his associates trumpeted a chal- 
lenge to the competition from the outset by designing 
one of Amarillo’s most distinctive settings. 


At an outlay of $40,000, the 30x140-ft. layout was 
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Above: An ad for sterling silver di- 
rects its appeal to everyone and is 
an example of the kind of advertis- 
ing that has made this store so suc- 
cessful. Left: An exterior view of the 
modern front of The Diamond Shop. 


by GRIER LOWRY 


completely revamped. Focal point of the unusually hand- 
some and serviceable twenty-two Prima Vera showcases 
on the main floor is the center horseshoe arrangement. 
Custom-built fixtures are utilized on the balcony-located 
gift shop for displaying lamps, imported artware, etc. 

Newspaper advertising keynotes the promotional pro- 
gram at the Diamond Shop although, dollar for dollar. 
the firm has achieved signal success with a slick radio 
program. 


Introduced in 1943, and re-instated last fall, the pro- 
gram, titled “Sam’s Club,” is personally conducted by 
Sam Fenberg, who chats about developments on the local 
scene. But the primary basis of the show’s popularity 1s 
on the five handsome gifts distributed to persons whose 
names are drawn from the club’s membership of over 

(Please turn to page 184) 
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— House beautiful 


BETTER your home...better your LIVING 





ee 


A DIGEST OF 
SALES-BUILDING IDEAS 

FOR YOUR STORE 

FROM THE PAGES OF 
NOVEMBER HOUSE BEAUTIFUL 
WHICH REACHES YOUR BEST 
CUSTOMERS ON OR ABOUT 
OCTOBER 20th. 








This unusual table setting appears in full 
color in November House Beautiful. It 
provides a number of novelty ideas you 
can adapt to your store displays... to add 
color to your tableware promotions. The 
“Coventry” china is by Doulton & Co., 
Inc., New York, N. Y.; glassware by A. 
H, Heisey & Co., Newark, Ohio; “Blossom 
Time” sterling by International Silver Co., 
Meriden, Conn.; linen by Mosse, Inc., 


New York, N. Y. 





FREE oisevay 


CARDS ARE YOURS FOR 
THE ASKING. TURN THE 
PAGE FOR DETAILS. 
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NATURALISM ° THE PUBLIC PREFERENCE 


NEW H.B. STYLE TREND STUDIES PROVIDE 
PROFITABLE DEALER TIE-IN OPPORTUNITIES 


Another significant style trend 
heads November House Beautiful’s 
parade of promotable presentations 
...and it’s ideally timed to spark 
your late-Fall tableware sales. 
Naturalistic home merchandise is 
featured as today’s strong public 
preference . . . in colors and designs, 
in textures and materials. And it’s 
based on analyses of the top best- 
sellers during the last two years... 
broad social surveys of the times. 

It’s a timely opportunity for you 
to tie your tableware promotions in 
with this important trend... your 
china and glassware of natural 


colors (greens of plant leaves, ferns, 
grass, etc., greys and browns of soils, 
tree barks, wood tones, rocks, etc.) 
and natural patterns (leaves, ferns, 
trees, flowers, etc.), your silverware 
of natural designs. Quote our 
November issue as an authority. 

It’s a long-term, vital style trend, 
not just a passing fad, says House 
Beautiful. And it’s hand-in-hand 
with the American Style attitude 
about houses...“bringing the out- 
doors in’, by means of picture 
windows or glass walls, and _ har- 
monizing the color and texture of 
home furnishings with it. 





RIGHT FROM HOUSE BEAUTIFUL 


ADVER-TIES 


FOR EASIER, MORE PROFITABLE SALES, TIE-IN YOUR FORTH- 
COMING PROMOTIONS WITH THESE FAMOUS NAMES FEATURED 
IN THE ADVERTISING PAGES OF NOVEMBER HOUSE BEAUTIFUL 





SILVERWARE 


48. ALVIN STERLING 
THE ALVIN SILVERSMITHS 


49. AMSTON STERLING 
AMSTON SILVER CO. 


50. DIRILYTE TABLEWARE 
DIRILYTE CO. OF AMERICA, INC. 


An outstanding group of Dirilyte holloware and 
flatware Gifts — dazzlingly lovely, extraordi- 
narily durable, moderately priced! Dirilyte 
makes a wonderful gift. Feature its golden color, 
heirloom quality, permanent patterns and free- 
dom from Federal tax! This ad is your golden 
opportunity for sales. Write Dirilyte Co., Kokomo, 
Ind. for promotion aids. 


51. FISHER CARVING SET 
FISHER SILVERSMITHS 


52. FRIEDMAN SILVER-PLATED 
COFFEE POTS 


FRIEDMAN SILVER CO. 


FOR EXTRA HOLIDAY SALES... . Friedman Silver 
Company’s handsome silver-plated side handle 
French Coffee Pots in 4 or 6 cup capacity. For 
price and further information concerning this 
and other merchandise, write to Friedman Silver 
Company, Inc., Advertising Department, 366 
Fifth Avenue, New York 1, N. Y. 
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RIGHT FROM HOUSE BEAUTIFUL 
MORE 


ADVER-TIES 





53. FRIGAST DANISH SILVER 


PAUL WILKENS, INC. 


FRIGAST is that fabulous platinum-finished 
Danish sterling flatware, hand-wrought for the 
fortunate few, which was introduced to America 
in House Beautiful this Spring and is now offered 
by such leading stores as Bigelow, Kennard, 
Boston; Black, Starr & Gorham, New York; 
Spaulding & Company, Chicago; and Gump’s, 
n Francisco. 


54. GORHAM STERLING 
THE GORHAM COMPANY 


The Gorham Sterling Christmas advertisement 
appears in November. This ad is designed to 
get gift buyers into your store. Since Christmas 
is one of the best times for selling sterling, 
November's feature pattern is the popular and 
fast-moving Melrose. Tie in with Gorham. Pro- 
mote Gorham Melrose in November. 


55. HEIRLOOM STERLING— 
LASTING SPRING 
ONEIDA LTD. 


This graceful sterling pattern—as fresh as 
Spring itself —is featured on November's back 
cover. As its name implies, this glowing pattern 
captures in solid silver the spirit of youth and 
the promise of things to come. Six piece place 
setting $24.75 Federal Tax included. 


56. LUNT STERLING 
LUNT SILVERSMITHS 


“From Exquisite Elegence to Charming Simpli- 
city’’. You will recognize (so will consumers) 
the tie-in feature of this November Ad with 
LUNT’s New sales aid — THE STERLING SELEC- 
TOR. If you do not have this new sales tool in 
your store, write or ask your LUNT salesman 
about it. 


57. PACIFIC SILVER CLOTH 
PACIFIC MILLS 


58. POOLE HOLLOW WARE 
POOLE SILVER COMPANY, INC. 


Poole Silver Co., Taunton, Mass., manufacturers 
of sterling and silver plated hollow ware, has 
just released a new and attractive booklet show- 
ing the complete line. These booklets are excel- 
lent sales builders when used by retailers as a 
mailing piece or to pass out in the store. Avail- 
able at small charge from the Poole plant. 


59. QUAKER STERLING 
“WINDSOR” VASE 
QUAKER SILVER CO. 


The Quaker Silver Co., Inc. features in its 
November ad, the beautiful ‘“Windsor Vase’’. 
This item is one of a series of matching pieces 
mastercrafted of sterling silver in life-long 
weight. The ‘Windsor’ line of sterling silver- 
ware make perfect accessories for either the 
traditional or modern home. The ‘“Windsor Vase’ 
retails for $70.00, tax included. 


60. SWEDISH STAINLESS STEEL 
TABLEWARE 
GENSE IMPORT, LTD. 


Gense Swedish Stainless Steel Tableware is the 
perfect everyday compliment to fine sterling. 
Contemporary in design, it is hand polished to 
a permanent lustrous finish, lifetime lasting, 
solid throughout and will never stain or tarnish. 
Available in three patterns — Thebe in flatware 
— holloware; Thora and Facette in flatware 
only. 


61. TOWLE STERLING 
TOWLE SILVERSMITHS 


62. WALLACE STERLING 
R. WALLACE & SONS MFG. CO. 


Now there are six Wallace ‘Third Dimension 
Beauty” designs in sterling silver. Each is dis- 
tinctively beautiful, not only in front, but in 
profile and back as well. Be sure to see all six 
sculptured patterns by Wallace Silversmiths. One 
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of them will surely prove to be your favorite. 
— Grand Colonial, Stradivari, Grande Baroque, 
Rose Point, Sir Christopher and just introduced 
Romance of the Sea. 


63. WHITING STERLING 
FRANK M. WHITING CO. 


Featured in November House Beautiful: Frank 
M. Whiting’s Lily. This graceful floral pattern is 
featured in the table settings of an increasing 
number of discerning women who appreciate fine 
craftsmanship in sterling ...and who look for 
the weight and individuality that distinguish all 
Whiting patterns. Mats available on request. 


CHINA, GLASS, 
TABLEWARE 


64. BING & GRONDAHL FIGURES 
D. STANLEY CORCORAN, INC. 


Superb examples of genuine underglaze china 
from the ‘National Factory of Porcelain’’, 
Copenhagen, Denmark. Each piece handpainted 
and signed by the artist — an ideal gift for the 
quality market. Nationally advertised throughout 
the year in major publications. A free mat serv- 
ice and dealer selling aids available. 


65. BEAUMONDE BRASS & 
BUENILUM ACCESSORIES 
BRESLAUER-UNDERBERG, INC. 


November half page advertisement of Buenilum 
also introduces to consumer completely new 
Beaumonde Brass accessories. Characterized by 
dramatic design these are executed in solid 
brass and pieces shown, from complete line, are: 
Handled fruit bowl $10.00 retail. Base (10’ 
high) $8.50 retail. (each) Some Buenilum pieces 
also shown. Beaumonde Brass and Buenilum de- 
signed by Frederic Buehner. 


66. CAMBRIDGE ETCHED CRYSTAL 
STEMWARE 
THE CAMBRIDGE GLASS CO. 


Cambridge crystal was never so handsomely 
presented as in November’s striking new adver- 
tisement. Timely, too, because fine crystal makes 
perfect giftware. Display your Cambridge glass- 
ware well during these best of all shopping 
weeks — and take top merchandising advantage 
from this Cambridge advertising to many of the 
best prospects and customers in your com- 
munity. 

















67. CASTLETON CHINA 
CASTLETON CHINA, INC. 


Castleton China in the four-color page shows 
the Peony pattern. Peony-legendary symbol of 
happiness — is the enchanting theme of this din- 
ner service in fine, made-in-America Castleton 
China. Radiant flowers, exquisitely shaded from 
rose-pink to delicate carmine, among amber- 
green leaves on translucent ivory-toned china. 
Pearl-embossed edge enriched with gold. 


68. DUNCAN CANTERBURY GLASS 
DUNCAN & MILLER GLASS CO. 


69. FOSTORIA AMERICAN LADY 
STEMWARE 
FOSTORIA GLASS CO. 


Another beautiful Fostoria color page with sales 
appeal, featuring the American Lady Stemware 
in both amethyst and crystal. Be sure to take ad- 
vantage of this profit-pulling page by tying in 
with it in your own advertising. Reprints, free 
mats and folders available from Fostoria’s adver- 
tising department, Moundsville, W. Va. 





70. HEISEY CRYSTAL 
PLANTATION IVY STEMWARE 


A. H. HEISEY & COMPANY 


Plantation Ivy, Heisey’s bold! 

tern, is ‘unbietadiie’ tenant ae ou 
fashion-type ad in four colors. Send the enc} r 
card to HOUSE BEAUTIFUL for copy of wos 
mounted on a display card; write HEISEY = 
newspaper mats showing Plantation Ivy pattern, 


71. IMPERIAL CANDLEWICK CRYSTAL 


IMPERIAL GLASS CORPORATION 


Sparkling, full color table setting of 

beaded candlewick hand-made Sable evened 
Imperial. 400/73H, 9 inch Handled Heart. 400/16 
6 inch Bread and Butter Plate; 400/7d 9 ; h 
Luncheon Plate; 400/50, 514 inch Two Hand'ed 
Soup and 400/19, 12 ounce Tumbler. Complet 
list of other Imperial open stock patterns om 
prices available. Imperial Glass Corporatio 

Bellaire, Ohio. ” 








To mellow the most serviceable of modern 
kitchen-dining areas, displays of interest- 
ing china and pewter, like that pictured 
above, are suggested by November House 
Beautiful. You can profitably extend this 
theme in your promotional displays to 
any modern setting. The American Style, 
remember, merges the best of past and 
present. 





72. KARHULA CRYSTAL 
FINLAND CERAMIC & GLASS CORP. 


73. KENSINGTON HOSTESS ACCESSORIES 
KENSINGTON, INC. 


74. KROME-KRAFT HOSTESS ACCESSORIES 


FARBER BROTHERS 


What better time to advertise these most appro- 
priate of all gifts—Krome Kraft Hospitality 
Ware — than in November — when fall and win- 
ter festivities are peaking — Handsome, colorful, 
and practical — because so easily cleaned. Farber 
Bros., 17 Crosby Street, N.Y.C. offers them 
proudly and for you profitably. 


75. LIBBY CURRIER & IVES 
HOSTESS SETS 


LIBBEY GLASS CO. 


Currier & Ives’’ Hostess Sets by Libbey Glass — 
matching sets of eight decorated glasses. Every 
item needed for home bar and beverage use— 
cocktail, pilsner, wine, cordial, cooler, hi-ball, 
old fashion, sour and jigger. Packaged in sets 
of eight. Retail in sets of eight—stemware $5.00; 
tumblers $3.00 — slightly higher in South and 
West. 


76. MELMAC DINNERWARE 


AMERICAN CYANAMID CO. 


All molders of fast-selling MELMAC dinnerware 
now have prints of movie (sound color) demon- 
strating how and why such dinnerware can sell 
even faster. Showings can be arranged through 
molders of any of the following brands: Boon- 
tonware, Brookpak, Dallas Ware, Devine Ware, 
Lifetime Ware, Mallo-Ware, Maplex, Meladur, 
Northern Air-Ware, Restraware, Texas Ware. 
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77, METLOX HOMESTEAD PROVINCIAL 
DINNERWARE 
METLOX MFG. CO. 


78. ORREFORS SWEDISH CRYSTAL 
FISHER, BRUCE & CO., INC. 


79, ROYAL DOULTON CHARACTER JUGS 


DOULTON & CO., INC. 

ugs and toby jugs by Royal Doulton 
prized as collectors’ items for more 
tury. Moderately priced from $2.00 to 


Character j 
have been 


14.50 — each piece is entirely hand painted, 


d rich in historical, fictional or legend- 
aeeengrewnd. Most subjects are available in 


a choice of four sizes. 


g0. SENECA CRYSTAL STEMWARE 
SENECA GLASS CO. 


Meeting present day demand for quality at low 

rice - SENECA CRYSTAL, American craftsmen- 
tip at its best, presents PIROUETTE. A modern 
Classic shape, PIROUETTE, in _the clearest of 
crystal is accentuated by an intricate twisted 
stem and retails at approximately $3.00 for a 
set of four of any type glass. 


8]. SILVER CITY STERLING-ON-CRYSTAL 
ACCESSORIES 


SILVER CITY GLASS CO. 


Silver City’s popular Sterling-on-Crystal deco- 
rated accessories, as advertised in Fall issues of 
House Beautiful, are Kiln fired for lasting serv- 
ice. Rhodium treated for permanent beauty. Mats 
and stuffers are available for tie-in promotions. 
Large variety of pieces are offered in $4 to $10 


price range. 


82. SPODE FINE ENGLISH DINNERWARE 
COPELAND & THOMPSON, INC. 


‘83, WESTMORELAND GLASS 
WEDDING BOWLS 
WESTMORELAND GLASS COMPANY 


CANDLES 


84, TAPERLITE CANDLES 
WILL & BAUMER CANDLE CO., INC. 


HOSTESS ACCESSORIES 


85. MASSLINN GUEST TOWELS 
CHICOPEE MILLS, INC. 


The emphasis in current magazine advertising is 
on the luxurious qualities of these disposable 
products. The November HOUSE BEAUTIFUL 
advertisement, featuring lovely Dinah Shore, 
stresses the exquisite softness, super-absorbency 
and the decorator-styled colors and patterns of 
guest towels made of Masslinn, the non-woven 
rayon and cotton cloth. 


LAMPS, CLOCKS, MIRRORS, 
WALL PLACQUES 


86. HAEGER LAMPS 
HAEGER POTTERIES, INC. 


40. LIGHTOLIER LAMPS 
LIGHTOLIER, INC. 


An extensive new line of lamps for the contem- 
porary home! Many chosen for the Good Design 
Show in the Chicago Merchandise Mart, they 
range from highly flexible functional designs to 
dramatic forms created with polished brass tub- 
ing. A striking new glass obelisk, variously 
decorated, highlights more traditional settings. 


88. SETH THOMAS CLOCKS 
SETH THOMAS CLOCKS 


Beautiful clocks — decorator clocks — clocks for 
every room in the house — that’s the new Seth 
Thomas line! Advertisements in House Beautiful, 
House & Garden, Better Homes & Gardens, Amer- 
ican Home, Holiday, Fortune and the Saturday 
Evening Post feature new detailed photographs 
of Seth Thomas clocks — completely cover the 
big, clock-buying market. 
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89. NURRE MIRRORS 
NURRE COMPANIES, INC. 


90. PEERAGE BRASS WALL PLACQUES 
S. P. SKINNER CO., INC. 


Featuring the famous “Peerage” brass, which is 
lacquered to prevent tarnish and requires no 
cleaning, the November presentation is of two 
wall placques retailing at approximately $5.00 
each. These placques, 12’ diameter, show two 
scenes in Williamsburg, Virginia, the ‘Capitol 
building’ and ‘‘Governor’s Palace’. Scenes are 
reproduced in full color on metal and are strik- 
ingly framed by “Peerage” brass. 











SMOKERS’ REQUISITES 


91. ASCOT TABLE LIGHTER 
AMERICAN SAFETY RAZOR CORP. 


Send for your 


FREE DISPLAY 





Send for your FREE House 
Beautiful Window and Counter 
Display Card this easy way... 


Circle the numbers below which appear beside the advertisement you wish 
mounted, fill in your name and mailing address and mail coupon to: 
Merchandising Division, House Beautiful Magazine, 572 Madison Avenue, 


New York 22, N. Y. 


40 42 48 49 50 51 = 52 





House Beautitul 





*BUTLER-ETTE SAFETY DISPOSAL 
ASH TRAY 
SKINNER & KENNEDY CO. 


92. RONSON TABLE LIGHTERS 


RONSON ART METAL WORKS, INC. 


Full color page illustrates eight of many hand- 
some table RONSONs in heavy silver slate ap- 
propriate for any decor and every room in the 
home. Family heirlooms illustrated with these 
treasured RONSONs demonstrate adaptability. 
Precision built to finest jewelry standards for 
years of dependable lighting, RONSONs serve 
jr months on a single fueling. Retail from $8.50, 
plus tax. 


DOOR CHIMES 


42. NUTONE DOOR CHIMES 
NUTONE INC. 


SMALL APPLIANCES 


94. HAMILTON-BEACH MIXETTE 
HAMILTON-BEACH CO. 


95. KNAPP-MONARCH CORN POPPER 


KNAPP MONARCH CO. 


Fans for Knapp-Monarch’s Corn Popper range 
from eight-year-olds to eighty-year-olds — it’s 
the automatic popper that makes perfect pop- 
corn in minutes with no stirring or shaking. 
‘Recessed reservoir’ — an exclusive K-M feature 
— insures fluffy, delicious popcorn every time. 
Can be used as deep-fat fryer, electric casserole. 
Wonderful family gift! $9.95. 


*OSTERIZER FOOD LIQUEFIER 
JOHN OSTER MFG. CO. 





* NO COUNTER CARD AVAILABLE 
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Dent- Resistant 
| One-Piece 
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One more important reason 
for your customers 

to choose Gorham 

Sterling 


There’s no other sterling knife handle like it in the 
world! Made by a new exclusive, secret process, 

we believe this one-piece knife handle resists denting 
better than any other on the market today — has 
better detail of ornamentation — can never 

loosen or rattle under normal usage — has no solder seam 
to show. Here are customer benefits that 


mean lasting customer satisfaction! 





Pictured above are the four steps in the processing of 

a Gorham one-piece sterling knife handle. 

1. One-piece sterling cup. 2. Tube drawn from cup. 

3. Tapered tube. 4. Finished one-piece seamless handle. 
If your Gorham* salesman has not already 





demonstrated this new handle to you, ask him to STERLI ing 
next time he calls. eo 
This construction is standard in all nationally 
advertised Gorham patterns. *TRADE MARK 
183 
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30,000. The show funnels prospects into the store be- 
cause Winners must appear in person to receive gifts; in 
order to gain membership, people may either come to the 
store or write in. 3 

“Newspaper advertising takes the biggest bite out of 
our $20,000 annual budget because it covers our com- 
plete program most effectively,’ Fenberg declared. “We 
obtain a special combination rate for advertising in 
morning and evening editions of the paper which have 
a combined circulation of 65,000 and completely blanket 
the territory within a 150-mile radius of Amarillo.” 

“Newspaper advertising has proved the most effective 
medium,” he said, “for tying the business solidly to na- 
tional brands, routing ‘big name’ prestige to the store, 
building customer confidence and for bringing the atten- 
tion of the area to our large inventory of top lines in 
major departments such as diamonds, watches, glass- 
ware, luggage, silver hollowware, sterling and plated flat- 
ware and gifts.” 

The advertising program is sparked by a series of 
“special-offer” ads plus other layouts designed to ac- 
quaint the public with the galaxy of name brands stocked. 

“Forty per cent of our volume is in diamond sales,” 
said Fenberg, “and newspaper ads have helped mate- 
rially to keep the public informed of our tremendous 
inventory—which seldom dips below $150,000—in popu- 
larly-priced diamonds from $49.50 to $150.00. Now 
and then we slip in an ad that points up the fact that we 
also have diamonds from $1,000 upwards for more 
affluent buyers. 

“The pitch in diamond copy is first on price, then 
quality,” he added. “We have been forced to adopt this 
policy, but are careful to explain to buyers that lower- 
priced merchandise is not perfect, and our honesty in 

(Please turn to page 194) 
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Left: The spacious interio; 
of The Diamond Shop allows 
plenty of room for custom- 
ers taking advantage of the 
bargains advertised. Below: 
Variety of merchandise in- 
vites high traffic volume. 
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UPHOLDING THE POOLE TRADITION 


Ve She. 


OF FINE HOLLOW WARE. 


Here is a tradition to uphold! For over half a century Poole 
has been creating fine hollow ware that jewelers have sold 


with confidence. 


Now Poole gives the jeweler a new selling tool — the new 
Poole Album redesigned to add stature to an already dignified 


line. These new albums are now ready for use during the 


coming holiday season. Your Poole distributor will give you 


complete details. 


Poole’s national advertising this Fall, 
will appear in House Beautiful, House 


& Garden and Guide for the Bride. If 





? 
RADITION 1 SILVER + * 


you would like a display card showing 


FOR OVER HALF A ¢ 
ENTy 
Ry 


the ad appearing in these magazines, 


POOLE SILVER cam. INC. . TAUNTON, MASS. write to the factory. 


New York SHOWROOM — 366 FirtH Ave. ® New York, N. Y. 

















They re New 








2. Jeweler's Radio 





4. New Lighter Line 





5. “Petunia” Clock 





6. Four-Way Expansion Bracelet 
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1. Men's Automatics 





3. Tea and Coffee Service 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. Three new men's Eterna-Matic models by the Eterna 
Watch Co. of America, Inc., 580 Fifth Ave., N. Y., are all 
shock and water-resistant, have sweep-second hands and all 
have ball-bearing winder. $71.50 retail FTI in stainless steel. 


2. Designed for sale especially by jewelry stores is this 
table model radio by Crosley. It is offered in a choice 
of six jewelry-styled colors—pearl, green, gray, gold, 
red, and silver. These new radios are retailed at $19.95. 


3. Five-piece tea and coffee service in the new Glenrose 
pattern of 1881 (R) Rogers (R) silverplated hollowware by 
Oneida Ltd., $105; 22" tray, $51 retail, including tax. 


4. From $3.50 to $17.50 retail, this new line of lighters 
made by Triplex Lighter Co., 1133 Broadway, N. Y., feature 
screwless re-flinting and fueling and spare fuel tank on 
several models. Wide range of styles and enameled colors. 


5. Novelty clock by the Lux Clock Mfg. Co., of Waterbury, 
Conn., the "Firechief Petunia’ Pendulette is modeled in a 
bright red plastic with white hands and figures. Pendulum 
weight is brown and yellow "peek-a-bee."' $2.95 plus tax. 


6. New Apex Quadra-Flex expansion bracelet for men made 
by Apex Accessories Co., Inc., Greenwich, Conn., has four- 
way cushioned spring action to permit contour-fit of the 
wrist. 1/10 12K G.F. top, stainless back. $14.95 with tox. 
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Here’s good news for every store with jewelry and 
books to mark in quantity!’ Monarch announces 
a brand new, thoroughly tested price-marking 
machine specially designed for speedy, accurate 
price-marking of these and similar items. It’s the 
new Monarch “Tri-Marker.” It price-marks 3 sizes 
of jewelry tags, 3 sizes of book tickets and 8 sizes 
of gummed and Senso labels, all in rolls. An auto- 
matic counter controls the length of run, protects 
against stock discrepancies by counting off the 
exact number of tickets, tags or labels desired. 
A special rewind feature makes gummed labels 


easier to handle. 


This newest Monarch machine, like all Monarch 
products, is unconditionally guaranteed as to 
quality and performance, backed by 60 years’ ex- 


perience as the recognized authority on price- 
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i> “| A N é W Monarch Price-Marking Machine 
°%) for Jewelry and Book Price-Marking 


marking methods, machines and supplies. Send 
today for samples of Monarch tickets, tags and 
labels, and for the new illustrated folder de- 
scribing the new Monarch “Tri-Marker” Price- 


Marking Machine. 
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World's Largest Manufacturers and Distributors of 
Merchandise Price-Marking Equipment and Supplies 


Toronto, Canada * DAYTON, OHIO ¢ Los Angeles, Calif. 


Other Offices in: Atlanta, Boston, Chicago, Dallas, Detroit, 
New York, Pittsburgh, San Francisco and Seattle 
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1. Electric Clock 





2. "35" Camera 





3. Water-Resistant Watch 





4. Jewel Box 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. “Suave,” one of seven electric models by Telechron, Inc. 
It is encased in a bubble of crystal clear glass and lined 
with polished metal in gold color. Its white-cowled bezel 
has gold color numerals and white dial. Retails for $19.95. 


[] 2. The Classic "35"" Camera by the Craftsman's Guild, 1001 
N. Orange Drive, Hollywood, Calif. It is made of die-cast 
aluminum, weighs just eight ounces, takes standard 35 mm. 

5. Expansion Bracelet cartridge, has astigmatic lens. Retail price is $37.50, F.T.|. 





[] 3. Croton's 17-jewel Buccaneer. It is shock and water re- 
sistant, has non-corrosive top, stainless steel back, with 
radium dial, waterproof strap. This model retails at $24.9. 
With all stainless steel case, it will retail for $29.95. 


[] 4. "Hide-Away Tray" by Mele, is of metal and designed to 
be concealed in Mele's Continental Jewel Box, Style 4. The 
Continental is made of leather, has gold Florentine tool- 
ing, satin lid, and velvet lining. It will retail at $4.95. 


[] 5. "Spirit of Paris'' expansion bracelet by Speidel Corp. of 
Providence, R. |. It consists of a series of rounded sections 
which are graduated in size from bottom until the largest of 
them meets the watch lug. This retails for $12.95, F. T. I. 





[] 6. Men's manicure set by Swank, Inc. This is a new addition 
to Swank's line of jewelry, wallets, and other accessories. 
6. Men's Manicure Set The sets combine imported instruments and real pigskin cases. 
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Now that Westinghouse has taken the wraps off a 
brand-new Electric Blanket, only Westinghouse 4 PROFIT-REASONS 


dealers can offer a complete selection of all 3 
WHY IT PAYS TO STOCK AND SELL 


types of electric bed coverings. You can offer 


this selection, Mr. Dealer, with only 7 items! WESTINGHOUSE ELECTRIC BED COVERINGS 
Why only 7? Because that is all it takes to 


offer customers: ¥%& The only complete line: Electric Blankets, Electric 
1. A Choice of All Types Comforters, Electric Sheets 
of electric bed coverings. %& Minimum inventory—only 7 items 


2. A Choice of Colors 


in Blankets ... and Comforters. % Selling features not found in any other line 


3. A Choice of Use *% A line with a price range for every purse 
on double or twin beds. 
4. A Choice of Controls CALL YOUR LOCAL WESTINGHOUSE DISTRIBUTOR 
either single or dual Blanket Controls. NOW! STOCK UP IN TIME FOR THE BIG 
(Blanket Controls are packed separately to give SELLING SEASON AHEAD! 
you this flexibility without doubling your inventory.) 


YOU STOCK ONLY 7 ITEMS 
to sample and display the complete line! 


WESTINGHOUSE ELECTRIC CORPORATION 
Appliance Division Mansfield, Ohio 
Plants in 25 cities... Offices everywhere 
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They re New 








1. Men's Jewelry Set 


3. Coffee Maker 





4. Combination Iron 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. New men's jewelry set by Anson, Inc., Providence, R. I., 
is of 1/20 12K gold filled, simulated stones, $10 plus tax. 





[] 2. 19-jewei Lady Elgin with karat gold case and unusually 

designed four-leaf clover bracelet also in gold. The mark- 
5. Tune-A-Larm ers on dial are 18 karat gold applied; the cube crystal 
is set 3/16 of an inch high. $225 retail including tax. 


[] 3. Automatic coffee maker by Camfield Mfg. Co., of Grand 
Haven, Mich., has strength selector, a light which tells 
when coffee is done to taste and keeps coffee hot indefi- 
nately. Merchandised as companion appliance with toaster. 


[] 4. Mary Proctor "trigger action" Never-Lift combination 
steam and dry iron. Plastic water reservoir hooks onto 
back of iron. Combination lists at $19.90; the iron sepa- 
rately, $13.95. Proctor Electric Co., Philadelphia, Pa. 


[1 5. Tune-A-Larm by General Electric is a redesigned ver- 
sion of the clock which turns on bedside radio at wakeup 
time. Conventional alarm signal may be used with or with- 
out radio; sounding seven minutes after the radio goes on. 


[1] 6. Eight corn holders forged from copper and heavily sil- 
verplated. Packaged in a round plastic gift box. Retail 
6. Corn Holders about $5. Relda Products, 43 E. Palm St., Burbank, Cal. 
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Size 612" x 9%” 


NEW COMPLETELY REVISED 
SECOND EDITION 


JEWELERS’ 
DICTIONARY 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised Sec- 


ond Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 








Selling points on karat quality, rolled gold plate and § 00 
electroplated articles are backed up with the authority of 6: 
the printed word, compiled by experts in these fields. Pes? Pelé 
Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. HARD COVER BOUND 
In one comprehensive volume, THE JEWELERS’ DIC- IN RICH BLUE CLOTH 
TIONARY contains an invaluable wealth of information— WITH GOLD STAMPING 


indispensable to the jeweler, watchmaker, gemologist, 


advertising man; in short, to anyone seeking information ORDER TOD AY 


pertinent to the jewelry and allied fields. 
FOR IMMEDIATE DELIVERY 





AUTHORS 
Dr. Frederick H. Pough 


Curator of Gems and Minerals: of the 
American Museum of Natural History 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., 
New York 17, N. Y. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


John J. Bowman 
Director of 
Bowman Technical School 
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ES vc cucee bale 6 ots is enclosed 
Consulting Chemist Money order ......... is enclosed 
Jewelers’ Technical Advice Co. 
Ps oo koe ee sadn awkesadss3esini ieee 
Check or money order must 
Ps 5 os bu SS Wk akc duensekesunscceanneee 
accompany all orders. 
DO NOT SEND CASH ee P. O. Zone No........... a 
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They re New 





2. Alarm Clock 





4. Pocket Watch 








5. Lighter 





6. Barometer 
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1. Sterling Pattern 





3. Men's Accessories 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. "Blossom Time," one of two new sterling patterns which 


is being introduced this fall by International Silver Co., 
Meriden, Conn. It emphasizes balanced place settings with 
the Gladiola flower gracefully sculptured into the design. 


2. "Pert,"’ luminous dialed, keywound alarm clock from Seth 
Thomas. Choice of ivory or black, this clock is 2!/4 inches 
high and has brass hands and trim with raised numeral ring 
in black. With clear bell alarm, the clock retails at $14.95. 


3. "Ty-Line" and matching links in Swank's fall line. This 
keeps the tie neatly in position and gives the illusion of 
hanging on tie without support. The series is offered in 
"Scottie," duck, horse, and sailfish models for fall styles. 


4. Antiqued pocket watch by Kelbert Watch Co., with en- 
amel dials in kiln-brilliant porcelain colors. It comes with 
farm scenes, oil field panoramas, or with a_ prospector 
panning for gold. In fine-grain wood box, $38.50, F.T.I. 


5. A. S. R. Ascot Wind-Proof, a new lighter design which 
features a year-long flint, five times as long as ordinary 
flints. With built-in wind resistant chimney and new type 
safety light-switch action, it retails for $7.50. No tax. 


6. Canterbury model Airguide Barometer styled in tradi- 
tional manner yet incorporating latest instruments which in- 
clude barometer, room thermometer, and hygrometer. Cases 
are mahogany with silvered dials. Retail price is $60. By 
Fee and Stemwedel, Inc., 2210 Wabansia Ave., Chicago, Ill. 
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714 SANSOM STREET, PHILA. 6, PA. » CHICAGO: 10 SOUTH WABASH AVE., HARRY W. SHERRILL 























GOLD - SILVER - PLATINUM - PALLADIUM 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 


ea of Guaranteed Purity 








| W. solicit your Sweeps - 
———_ Filings — Scrap Gold and 
| Strictly Refiners . 
Not Manufacturers Platinum — Metals 
Bw. Your Old Goll Shipment 


Special Attention 
| Kasteuhuhes & Lehrfeld, Inc. 


21 West 46th Street Tel. LUxemburg 2-2320 mh York 19, N. Y. 
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Ads With Over-All Appeal 


(From page 184) 


discussions frequently sets the stage for sales of more 
perfect stones. 

“Qur advertising schedule includes sizable omnibus 
ads on Sundays combined with a series of smaller ads 
running at least three times weekly. Our experience indi- 
cates that scheduling several smaller, individual adver- 
tisements, each featuring a single item on the same page 
is more effective than larger ads which feature several 
items.” i 

Illustrative of the way Sam Fenberg, Julius Caplan, 
company supervisor, and Tay Steinhorn, store manager. 
have put punch into promotions was a recent ad offering 
a choice of a Wm. Rogers & Son buffet fork or a set of 
22k gold monogrammed Libby Safedge glasses for 29¢. 
Lending fanfare to this offer was the announcement that 
the store, closed Saturdays, would be opened at 5:30 p.m. 
that Saturday to bring this special event. The ad, appro- 
priately and eye-catchingly illustrated with a sketch of 
Sherlock Holmes, was headed: .. . “I say, Watson, This 
Is an Unbelievable Offer at the Diamond Shop.” 

Another attractive advertising inducement was a 2- 
piece bathroom ensemble, a $5.50 value for $1.98. Tie-in 
offers have spurred sales at the Diamond Shop. Typical 
of this kind of promotion was a $37.50 set of dishware, 
offered for $4.00, with the purchase of a Holmes & 
Edwards 52-piece silverware set at $68.50. 

Dollar Day is an eventful weekly occasion in Amarillo 
trade territory, and the firm is a lively participant in this 






community promotion that herds shoppers in from the 
entire outlying countryside. Striking Diamond Sho 
Dollar Day offers include a 9-piece set of glass tumbler, 
and a pitcher, a silver-plated spoon and fork baby set, 
and an odd piece of silver, such as meat forks and pastry 
servers. 

“We have better results in price promotions, both maj] 
orders and store traffic, with ads that feature smaller 
units of dishware, silver and glassware,” stated Sam 
Fenberg. “It is not unusual for an ad featuring some 
red hot special to bring crowds of a hundred persons o, 
more surging around the front door before opening time, 
and fifty or sixty mail orders. 

‘“‘We sometimes merely break even on merchandise fea. 
tured in these ads,” he said, “but they achieve the primary 
motive of building a large-volume of traffic and convine. 
ing the public that we can and do offer many outstanding 
values. 

‘Whenever possible, we stick to nationally-known prod. 
ucts in making special offers because there is less sales 
resistance and forcing lesser-known articles down the 
public’s throat is likely to leave a bad taste. 

“Complete honesty is part of the formula for building 
customer confidence with ‘special offers,’ ” he continued, 
“We always stock heavy enough on ‘specials’ so no 
prestige is lost when a customer calls for an item and 
the salesman is forced to advise that it is out-of-stock. 
It is a policy of some firms applying this advertising 
setup to stock only one or two of the low-priced items, 
sell them to early callers, and make none-too-subtle 
attempts to sell higher-priced imitations. We feel this 














Announcing ele a, we 


in the center. 


608 Fifth Ave., N. Y. C. 


* Trade Mark, U. S. Patents Pending 





The GEM-O-GRAPHS* 


How They Will Help You Sell More Diamonds 


* They Consist of Two Instruments: 


One: The Carat System, containing genuine diamonds of all sizes from 
One Point to One Carat; Two: the Fancy Cuts System, containing genuine 


diamonds of Representative and Unusual FANCY CUTS. 
A Selling Instrument Which Works For You ALL THE TIME—on the 


Counter, in the Window, in Your Advertising and Promotion—Creating 


CONFIDENCE, PRESTIGE and SALES for your store. 


Specifications: Strikingly impressive shadow boxes of stainless steel, 8 by 10 inches; 
diamonds set in precious white metal and mounted against a rich ebony plastic back- 
ground; heavy plate glass cover, assuring minimum accumulation of dust; equipped with 
lock and key, insuring against loss of stones; each size and cut of diamond plainly iden- 


tified by special engraving process. YOUR OWN STORE'S NAME prominently engraved 


FOR FURTHER INFORMATION WRITE: 


THE GEM-0-GRAPH CORPORATION of AMERICA, INC. 





Stanley H. Freeman, Pres. 
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CULTURED PEARL 
NECKLACES 








All Sizes of Loose 
Pearls 


o* 
ca 
CAMEOS — SEMI-PRECIOUS STONES 
Braps — Mosaic JEWELRY 


Selections Sent on Approval 


A. DIAGONALE & SONS, 


116 Nassau St. New York 7, N. Y. 
Tel. COrtiandt 7-4674 

















Here’s an Elks Ring 
with real meaning, 
rich symbolism, 
elaborate detail, 
fine craftsmanship! 
Choice of 10 or 14- 
karat gold. Prices 
upon request. 





AN ELKS RING 


... with meaning! 


i 
\ Write Arts ©& Crafts for free mats 
Slt of tested newspaper advertisements 








ARTS « CRAFTS co. 


FINE MEN‘’S RINGS 
Patents Pending 


106 Ann St., Hartford, Conn. 











DIAMONDS fox EXPORT 
BARBER «ano SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, ae 


CABLES: SLUBAR -LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP. ano 
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When You Need 
™ FINDINGS... 
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Reach For Your 


W.R.C. 
FINDINGS CATALOG 


W. R. COBB Co. 


101 Sabin Street, Providence 3, R. |. 


New York Office, Chicago Office, 
320 Fifth Avenue 29 East Madison Street 
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practice defeats a primary purpose of special offer ads 


YOU CAN STAKE YOUR REPUTATION ON by creating ill-will.” 
“The Leading Credit Jewelers of the Panhandle” js a 
slogan the firm backs with down-to-earth figures. From 
y/ amyalon/ 75 to 80 per cent of the business is done on credit. 
“We are proud of our extensive, flexible credit setup,” 
BLADES! ~ said the jewelry president, “but we steer clear of the 


dollar-down-fifty-cents-weekly business. The end product 
of using small specials as account-openers is undesirable 
oa trade. But we bar no holds, credit-wise, in angling for 
-. 4 the business of the better class of trade, and will even 
offer this type credit on their own terms. The phrase, NO 
) MONEY DOWN, is interwoven in bold type in all news. 
- paper advertising, but it applies only to people who have 

. established credit. In all other cases, we obtain at least 
a small down payment.” 








a 





SAY IT WITH SLOGANS 


In boosting credit, the firm says it with slogans op 
tastefully-printed cards in display windows . . . One 
Year to Pay ... Liberal Credit Terms . . . Only Three 
Famous makers of the Minutes to Open an Account . . . Home Owned, Home 


finest sterling and reput- Operated, Your Credit Needs are Accorded Friendly 
able repair shops have A , 
learned to depend on ttention. .. . 






Prices 








| Northampton Cutlery for Thirty-six patterns are displayed in the sterling silver 

and illustrations a ulti ra on pope flatware alcove and the sterling silver and china displays 
gladly furnished forged  Geuratecs cheat are fully as selective. Six patterns of imported bone 
blades china are stocked, three Syracuse china patterns, four 

Haviland china patterns, and items in less expensive lines 


NORTHAMPTON CUTLERY COMPANY e ranging from $19.75 to $39.75 a set. 


NORTHAMPTON 2, MASS: ° ESTABLISHED 1871 A complete inventory of merchandise combined with 
intensive use of the Brides’ Book mailing plan have 
sparked silver, china and glassware sales. 

“Brides’ Books are mailed as soon as announcements 
of engagements appear in the newspaper,’ said Mr. Fen- 
berg. “From 10 to 30 of the books are mailed weekly, 
and follow-ups with other pertinent literature on this 
merchandise are made. A saleslady in charge of silver, 
glass and dish sales, keeps a file on each bride, catalog- 
ing each selection in order that friends will not duplicate. 

“In the first instance, we attempt to get a bride to 
make a complete selection of silver, glassware and china, 
which places us in a position to see that her entire service 
is filled out. 

“After a bride chooses patterns,” he continued, “we 
set a table showing all of the patterns selected with four 
place settings of silver, glassware and china. These set- 
tings are made as attractive as possible with lovely lace 
tablecloths and handsome tables. 

“Silver, china and glass sales to brides make up a 
substantial portion of our gross revenue, and the beauty 
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NORMA 


puts 4 colors 
at your 
finger 
tips 
BLACK 











PUTO CLL 





A gift item that 
spells practical use 
every day. Norma 
contains 4 colors in 
| pencil... ready for 
trigger-quick action at 
the touch of your finger. 
Just flick and colors 





RED change in writing position. of it is that, in most cases, it is cash business.” 
BLUE Ps graphs, = _ 
rawings, memos, notes, an ° ° ° 
GREEN sae teneeeacameaih-caait Novel Ad Bids for Repair Business 
Unconditionally guaranteed for In a bid for watch repair business, Kay Jewelers, 219 
mechanical perfection. Equip- Genesee St., Utica, N. Y., employed an eye-catching news- 
ped with eraser and reserve leads. paper ad featuring a cartoon of an old man with a cane 
To retail from $4.00 to $100.00. in the form of a watch spring. 
Caption read: “Mainsprings Grow Old and Weak Too.” 
Jos. BR Bechtel & Co. Ine. Copy continued: “Has Father Time claimed the main- 
Wholesale Distributor spring of your watch? Bring your timepiece to Kay 
729 Sansom Street Philadelphia 6, Pa. for a genuine factory-made mainspring. Prompt, skilled 


service. Guaranteed work.” 
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Repairs Pay Dividends 
(From page 138) 


Physical Appointments: Early in his study of the situa- 
tion, it became apparent to Anderson that the watch 
repair department should be operated as one well co- 
ordinated unit. Prior to that time a downstairs depart- 
ment was kept only for acceptance, estimating and de- 
livery of watches. Time was wasted; inefficiency was evi- 
dent; and training of new personnel was impractical when 
the department was divided. Better utilization of labor 
was of paramount importance. The coordinating of the 
watch repair department was the first concrete systemiz- 
ing step in the department. 

Labor: The next step in renovating the department was 
to place all watch repair men on a commission basis. 
Tools were furnished by the individual repair men. The 
Anderson Jewelry Company furnished the bench, light, 
store in which to work, and the business. Repair men 
were given a 90 per cent commission. One important 
economy factor in this plan, however, was that repair 
men were allowed to do only major repair work. Lower 
salaried girls were trained to insert crystals, stems, etc., 
building a more substantial profit for the company. The 
results were amazing. Within 60 days and without any 
overtime, the work had been brought up to date and 
repairmen were left with nothing to do. The repair men 
employed were cut from the original 6 to the 3 most 
capable. Rapid service has been given in watch repair 
since that time. 


CUTS GUARANTEES TO SIX MONTHS 


Guarantees: Until a few years ago it was the policy of 
the Anderson Jewelry Company to give a one year guar- 
antee on a watch. The watch was generally repaired to 
the degree deemed necessary to get it past the guarantee 
period. This was found to be a very expensive policy in 
view of the ill will and poor reputation the watch repair 
department was gaining. The guaranteed period was then 
cut to 6 months. The 6-months’ guarantee, however, con- 
stituted a very real guarantee. Any watch coming in for 
repair under the guarantee was cleaned, if necessary, 
thoroughly examined and conscientiously repaired. It 
results in satisfied customers. 

Record System: Each watch sold in the store is given 
a card number. This number is scratched on the interior 
of the case. The card itself gives a complete code de- 
scription of the watch. It shows the owner of the watch 
with his address and the date of purchase. If the watch 
is given as a gift, the store has a record of the person 
ultimately receiving the watch. The person selling the 
watch is given, the sales price, and the mark-up at which 
it was sold. This card is kept on file permanently. Any 
time the watch is brought in for repair, whether under the 
guarantee or after the guarantee has lapsed, the card is 
pulled. A record of all work done on the watch is listed 
and by whom the work is done. This, incidentally, is the 
record on which commissions to repairmen are paid. A 
card is also set up on any watch brought in for repair. 
This card system is comparable in a sense to a doctor’s 
medical chart. It has been found that a watch will have 
a fundamental weakness. A study of the work formerly 
necessary gives the repairman a key in looking for the 
present difficulty. Even a card prepared for simple repair 
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No. 6112 Centerpiece <a 7 ER, 
3 sparkling glass nap- ( “aie : ; 
pies, and candle holder, : 
with chrome base... 
for a wealth of uses, 
dozens of decorating 
ideas. 


nationally advertised 


Krome-Kraft 


Chrome-and-Glass 
accessories to gracious living! 








Krome-Kraft has everything! Everything the enter- 
taining woman has in mind for serving with a 
sparkle. And now Farber Brothers add new designs 
to their ever-popular line . . . new designs in the 
same beautiful combination of non-tarnishing chrome 
and hand-made colored glass. It’s a dutiful com- 
bination, too. Krome-Kraft’s chrome holders (a 
patented feature), protect the glass, snap off and 
on for easy cleaning. 


Prepare for your coming gift rush with counters 
of quality Krome-Kraft. See the complete line, 
including clever new items, shown with descriptions 
and prices in free booklet. Send for yours today. 


No. 6121 Marmalade Jar 
Of glowing amber or amethyst glass. Lid, spoon, 
, holder of handsome chrome. Ht. 5”. 


No. 5456 Cream and Sugar 

gracefully shaped amber, green or amethyst 
glass inserts. Complete with smart tray. 
Height, 4”, 


be 
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snaps snaps bs iain ccs iii 

off on 

potented ove) FARBER BROTHERS 
15 Crosby Street, New York City 

Krome-Kra t “distinguished for quality” 
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FARBER BROTHERS 


197 











' wrist watch band for men 
Bim RESILIENT 
STAINLESS 
STEEL 





“WRIST WATCH BAND 


and guarantee 
in each package. 


Retail $7.95 


Tox incl. 


With beautifully 

designed 1/20 12 Kt. 
gold filled clips to wane 
match gold watches Desler’s cost 3.25 


With beautifully 
designed chrome clips 
to match 

white watches 


Retoil $3.9 5 
Dealer's cost 2.00 


ALSO OBTAINABLE IN 10 KT. ALL GOLD 
RETAIL $75.00 Plus excise tax DEALER'S COST $40.00 





Scientifically designed by jewelry craftsmen for the jewelry trade 


NO OTHER METAL WATCH BAND HAS THESE FEATURES: 

@ Resilient, stainless steel, non-corrosive, non-magnetic 

and perspiration proof. 
@ Adjustable clips with sliding device to fit any watch, 

relieving strain on watch case lugs. 
@ Watch can be attached in 30 seconds. @ Ideal for hot weather. 
@ Nothing to get out of order. @ Shock absorbing. 

@ Instant sales appeol. 





immediate delivery Ordernow @ Small 6% "—Medium 6 %"—Large 7” 


Dou Yuan WATCH BANDS encrco 2, numors 


you, write direct. 



























ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 


» 77 MADISON AVE. 


EEE 











198 





MEMPHIS |, TENN. - 





work is not discarded unless the watch has failed to come 
in for repairs for a period of 15 years. Visi Records and 
Key Sort for filing and sorting of cards is used. 

This card file is also used for future sales of watches. 
If a watch is coming in too frequently for repairs, the 
card is pulled and the individual considered a sales pros- 
pect for a new watch. After a watch becomes ten or more 
years old, the card is pulled and that person considered 
a prospect. 

From his earliest childhood memories, Mr. Anderson 
had been irritated by the method of holding watches. 
already repaired, until delivery. The large velvet-covered 
board with watches attached seemed the soul of jp. 
eficiency. Each evening it was necessary to transfer the 
watches to the safe for the night. Records were such that 
a customer without an identification card was asked a 
variety of questions before the watch could be properly 
identified. Months were spent in the development of the 
present system. 

It is the claim of the Anderson Jewelry Company that 
their personnel can locate any watch within 30 seconds, 
Four drawers, which can be securely locked, have been 
allocated for this purpose. Each drawer has 25 divisions. 
These sections are each 24% in. x 3 in.; sufficiently large 
to accommodate any type of watch. Each of these sec- 
tions has a number. The first drawer, for example, would 
have sections marked 01 through 025 inclusive. The last 
two numbers on the identification card shows the com- 
partment in which the watch is placed. Let us assume 
that the card number for a particular watch is 4727. 

That watch would be found in the second drawer. 
Each division is set up to accommodate many watches, 
irrespective of type. It is, therefore, possible to have 
thousands of watches in for repair at one time with no 
confusion. Cards are cross filed by both name and nun- 
ber. A customer wishing his watch and not having the 
identifying number is not inconvenienced. The card is 
pulled immediately through the name and the number 
and location of the watch is accessible without delay. 

The present system used by the watch repair depart- 
ment of the Anderson Jewelry Company is paying daily 
dividends in terms of dollars and cents, and in terms of 
increased customer good will. 





Dinnerware in Flatware Cases Up Sales 


A simple idea which expedites sales of open-stock 
dinnerware and crystal for Burkhart Jewelry Company, 
Montgomery, Alabama, is incorporating a single place 
setting of both in sterling flatware display cases. 

The Burkhart store carrying many patterns of fine 
imported and domestic open-stock china and _ crystal, 
has found that inclusion of a display of either in the 
knee-hole flatware service counter, has often led to “see- 
ond sales” and not infrequently, to purchase of all three 
items. 


The table-setting is shown in the center of the flat- 
ware display case, where a 24-inch clear space has been 
left. One plate, one saucer, cup, and bowl are used, 
spaced neatly at the four corners of the small space in 
the center of the flatware. Frequently, the pattern 1s 
changed from day to day, so that there is always some- 
thing “new and different” showing alongside of the flat- 
ware patterns. 
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Christmas Decorations a Community 
Event 


Financing of adequate Christmas street decorations 
presents no problem to merchants of Poulsbo, Wash.; 
they do it themselves through their volunteer fire depart- 
ment at a fraction of the price which the job would 
otherwise cost. 

While hardly practicable for large and medium size 
communities, the method solves the problem neatly for 
Poulsbo, a town of approximately 1,500 population. It 
started as a wartime expedient, when merchants found 
they had to do the job themselves or go without their 
ysual street decorations. The method which was evolved 
has worked so well that it has been retained for each 
succeeding Christmas season. 

The job of street decoration is now handled entirely 
by members of Poulsbo’s volunteer fire department and 
their families. Approximately one-third of Poulsbo’s 
businessmen are members of the department. Most of 
the other 25 volunteer firemen are employees of Poulsbo 
firms. Other citizens are invited to take part. 

The incentive—in addition to an attractively decorated 
town—is the opportunity of participating in a lively and 
interesting community event, with a reward of a free 
dinner for participants at its conclusion. 

The day of decoration is set for a Sunday near the 
first of December. The day before, three or four of the 
participants go into the woods and cut the necessary 
quantity of cedar boughs which they haul by truck. 

On Sunday, the workers assemble at the local feed store 
warehouse to begin the work of making cedar rope and 
wreaths. As these are completed, some of the workers 
hang the decorations, together with strings of lights. 

It’s an all-day job for the 40 or 50 volunteers who 
take part in the occasion but the time passes quickly in 
the enthusiasm of a shared community enterprise. At the 
job’s conclusion, all workers get together for the hearty 
community dinner. 

The relatively modest expenses are borne by the fire 
department out of its private funds raised through such 
enterprises as the firemen’s ball. The cost last season 
totaled approximately $100, of which $50 went for light 
bulbs, the balance for the dinner. No donations are 
raised for support of the event. 

By contrast with these figures, an estimate given by 
a commercial decorator asked $250 for equivalent decora- 
tions, without installation of lights. 





The Value in a Name 


The place of its name in the community was empha- 
sized by Sheehan’s Jewelry Store, 118 Genesee St., Au- 
burn, N. Y., in an institutional newspaper ad built around 
the caption: “It’s From Sheehan.” 

Said copy: “Perhaps you hear this phrase so often be- 
cause today’s young person of taste usually finds just 
the right thing—at the right price at Sheehan. 

“An elegantly simple engagement ring, for instance. 
can be had for a modest sum, yet the reputation of the 
Sheehan name lends dignity of tradition to your choice. 

“So, too, with diamonds, watches and silverware, with 
crystal and other accessories to good living. Whether you 
give or receive, there’s an added pleasure in the thought 
—It’s From Sheehan.” 
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i.) The only lighter with the 


flame you can point. 


® 
t LIGHTER 





Equipped with wicks that 


need no replacement. 


TILTED . . . jet 
flame for pipes 














UPRIGHT. . for 
cigarettes and cigars 















@ Consistently advertised in national magazines with 
increased schedules planned for 1950! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all 
time high! 


@ Get your share of this business and stock up on all 
models—retailing from $5.00 to $22.50! 


--------------- 


Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighters to: 
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> A NATURAL 
> FOR HOLIDAY 
SELLING! 


+#132H — Genuine leather 
covered 30 hour boudoir, desk 
alarm clock. Gilt frame, ra- 
dium hands and dial, 234” 
square. Precision made and 
guaranteed. Retails at 






Vanity Alarm Clock — Only 234” 
square. Genuine leather in Morocco fin- 
ish, radium dial and hands and space 


. - for calendar or picture in flap. $9.95 
Send for literature on our Assorted colors. Retails a 7 


other scales winners. 


‘ Jreators o raveling and 
HENRY SOCHARD ee Zz a 1912 
| s 435 Fifth Avenue, New York 16, N. Y. 
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STEVEN MAYER, Inc. 


Watch Importers 


980 FIFTH AVENUE NEW YORK 19, N. Y. 


AVAILABLE FOR IMMEDIATE DELIVERY 
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Lay-Away Plans 


(From page 136) 


ing sun) “For Early Bird Shoppers,” and pointing with 
a wing to a “card” just under the headline resembling 
an invitation reading, “Use REID’S CONVENIENT 
LAYAWAY PLAN FOR EARLY CHRISTMAS puy. 
ING. We will gladly hold the gifts you select until yoy 
want them, a small deposit will reserve your choice. Don’t 
delay ... select gifts now.” Beneath this invitation Spe- 
cific items of merchandise are pictured and described 

Perhaps the most unique method of promoting this lay. 
away business is used by Sherwood’s of 45 E. State 
Street, Trenton. Most jewelers keep some items in safe 
deposit boxes, but think of these boxes as necessary equip. 
ment having no interest for the public and no connection 
with the jewelers’ advertising. Sherwood’s uses it to give 
added prestige and the appearance of special attention 
and special protection to each customer’s gifts. Their 
Layaway Plan is titled “Sherwood’s SAFE-DEPOSIT 
CHRISTMAS LAYAWAY PLAN.” The newspaper ad. 
vertising shows a safe deposit box, open with a gift 
wrapped and tied attractively laying inside, alone and 
uncluttered. Copy assures the customers, “Your gifts are 
held in absolute safekeeping till gift time, reserved for 
you and invites further inquiry. Customers who inquire 
are told that their gifts are carefully stored in special 
safe-deposit boxes, individually wrapped and labelled to 
assure absolute safe-keeping and to make certain the 
individual receives exactly the gift he or she selected, not 
even an exact duplicate. 

Croasdale & Englehart, of 9 South Montgomery Street, 
cater to “higher-class” customers who most frequently 
buy for cash. However, when someone who appears to 
be a responsible individual seems interested in some item 
on display or is attracted by one of their many other 
promotional stunts, yet demurs because immediate pay- 
ment would disrupt his budget, they discreetly suggest 
that they will “lay-it-away” with “just a small down 
payment” until the customer “is ready for it.” If this 
brings interest, details are worked out which are mutually 
satisfactory. 

Littman’s at Broad and State Streets uses an effective 
selling technique to turn small cash sales into large lay- 
away or credit sales. H. West, the manager of the store, 
explains with this example: A person comes in to buy a 
ten dollar watch. First he is shown the meager assort- 
ment available at his price, then while he is yet un- 
decided but fully aware that he has seen all at that price 
range, a tray of thirty dollar watches is laid before him 
and he is encouraged to select the one he prefers. When 
the lower priced items are presented, the price is given 
with some such explanation as “This is all we have at 
that price.” When the more expensive items are shown, 
the exact price is not told until the customer requests 1t. 
“Perhaps you would like something here better,” ot 
“Would you like to look at these, too,” or some similar 
introduction is made for this merchandise. The cus- 
tomer examines them, requests the price, expresses an 
interest in one or more, then reluctantly says, “But | 
can’t afford to spend that much just now.” Then the 
salesman goes into a talk on the layaway plan. It works 
over half the time. “The average person would rather 
buy a thirty dollar item than a ten dollar item,” says 
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West, “but doesn’t know how he can.” This method shows 
him how he can. The average person who avails himself 
of this plan spends about three times the amount he 
planned to spend on a cash sale when he entered the 
store. Besides he returns to the store many times for 
additional payments and once to pick up his merchandise. 
thus being exposed to displays of other items in which 
he often develops an interest and subsequently buys. 

Another simple means by which the jewelry retailer 
can boost his annual sales of gift jewelry is by maintain- 
ing a record of all of the last year’s layaway sales, accord- 
ing to Al Golde, president of Golde’s, in Maplewood, 
Missouri. 

Golde hit upon this effective plan a few years back when 
he noted that almost all layaway jewelry sales involved 
vifts—jewelry paid for over a period of time in advance 
of a birthday. graduation, Christmas, anniversaries, etc. 
“While a large percentage of cash sales of jewelry may be 
intended as gifts, it is difficult to determine this,” he said. 
“On the other hand, more than 90 per cent of the jewelry 
which is purchased on the layaway plan is definitely 
intended for timely seasonal gifts, which opens up a lot 
of possibilities for next-year followup.” 

To form a tight link between gift-buying jewelry cus- 
tomers and the store, Golde’s keeps a permanent record 
of every jewelry layaway purchase, using either the 
duplicate of the original layaway sales slip, or making 


out a card which gives as many details as possible about 


of the | 


the purchase. Included is the name and address 
purchaser, date the original layaway payment was made, 
the telephone number if possible, and occasionally. the 
name of the person for whom the gift was purchased. 

rhus, this jeweler compiles a steadily increasing list 
of layaway purchasers whose merchandise is chiefly for 
gift use. These are neatly grouped by dates, so that it 
is simple in looking through the January group, for 
example, to determine which customers bought jewelry 
as Kaster gifts, paying for it during a two months’ period, 
with all details as to type, style, price, and even the 
person for whom it was originally purchased. 


The file is so arranged that new listings “mature” each 
day, one year from the time at which the customer made 
the first layaway purchase in the store. There may be 
anywhere from one to half a dozen such customers for 
each selling day of the year. 


All of these are followed up either by telephone or 
direct mail, the choice depending largely upon how much 
lree time salespeople have for telephoning or letter writ- 
ing, or whether the customer is convenient to reach by 
phone. In each instance, the salesperson calls, introduces 
himself, reminds the customer that he purchased a oift 
at this date a year ago, and offers to aid in providing a 
suitable, well-appreciated jewelry item as this year’s gift. 
If the information permits, such statements as “We 
helped you with your choice of a brooch for Mrs. Wil- 
liams,” bring friendly recognition, and open the way 
toward a repeat sale. As far as possible, the calls are 
made by the same salespeople who handled the customer 
the year before, which helps to personalize the contact 
tremendously. “Often, such calls serve the purpose of 
reminding the customer of a gift obligation which he 
might otherwise have overlooked,” Golde said. “and such 
customers are usually appreciative enough to come in as 
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#130, The Boston Silverware Table, a beautiful and useful piece 
of furniture that in addition provides tarnish proof protection for 
silverware. Available in selected mahogany finish hardwood or genuine 
mahogany, with English Antique finish brass drawer pulls. Holds up 
to 200 pieces. Size approximately 194“ x 134. End table height 27”. 


go ole toi Atte 


There’s a quality EUREKA Chest for every preference and 
pocketbook . . . fashioned with cabinet craftsmanship of 
selected hardwoods, carefully seasoned and dried . . . lined 
throughout with seal brown Pacific Silver Cloth — “the cloth 
that prevents tarnish” — or EUREAA Doeskin Cloth in 
Bahama Rose shade ... and every EUREKA Chest is guaran- 
teed for the life of the chest. Send for free booklet today. 
EUREKA Anti-tarnish Rolls and Bags of EUREKA Duvetyn Cloth assure 


your customers extra good anti-tarnish protection for fine silverware. 
In your exclusive color combination, with 
your imprint on every roll and bag, they 
keep your customers sold on your store. 
New lower prices. Send for free samples, 
illustrated samples and price list. 








Eureka Manufacturing Co., Inc. 
5 Maple Street, Taunton, Mass. 
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Instalment Contracts, Receipt 
Books, Ledger Sheets, Collection 
Letters, Paid Up Letters, etc. 


surnamer Co., Inc. 
N. Y. 


FOR FREE 
SAMPLES 


S.|. 
370 7th AVENUE, New York |, 
LOngacre 4-6650 



















CCURATE 
EATS ALL 


OMPETITION 





in production & delivery of 


Bags, Rolls and Cloths for silverware and all polished 
metals, for cosmetic cases and jewelry, for china and other 
related products. 


A wide assortment of Pacific Silver Cloth, Anti-Tarnish Write for 
Flannels, Accupac Cotton-Lined Paper. and Kimpak Price List 
to serve your needs. Now serving, with dispatch, * 
many of America’s finest Manufacturers and Jewelers. Samples on 
request 
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NEW HERMES — pay out of profits 


13-19 University Pl., New York 3 
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invited, or will even order gifts over the telephone, to be 
put on layaway again, or sent out COD.” 

This system, resulting in many sales of matched jewelry 
to go along with those sold the year before, reminds 
Golde’s old customers who might not have returned to 


| the store since to visit. and always pleases the customer 


with the store’s thoughtfulness. Of course, there are jp. 
stances in which the customer doesn’t intend to buy the 


_ same person another gift for the following year, or where 
_ the purchaser has moved away. However, a surprisingly 


large percentage of layaway customers give gifts each 
year to the same recipients, and have been encouraged to 
use layaway buying methods again at Golde’s. 

The result has been a pleasant volume of additional 
sales which might otherwise be lost to competition, close 


_ personal relationships between salespeople and customer. 
and finally, a real opportunity to make layaway gift buy- 


ing a habit with a large percentage of residents. 





Silver for the Christmas Bride 
Hunts China Shop, Santa Barbara, Calif., in a new, 


_ greatly enlarged store, now has a large silver department 
_which is given prominent location in the front of the 


store. Cabinets hold distinctive pieces of hollowware, 
while flatware is shown in display cases, with chairs in 
front for the customers so that a leisurely selection can 


| be made. 


‘We make a special play for the Christmas bride,” 


_says LeRoy Hunt, owner. “As soon as an engagemem 


is announced we invite the bride to come down to select 
her patterns in silver, china and crystal, all of which are 
entered in our bride’s book, together with the number 
of pieces purchased by the bride or her friends. At 
Christmas time a special Christmas brides’ table is set up. 
Last season this was set in front of the quality china sec- 
tion, in which service plates were given special promi- 


| nence, 


“Suspended from the ceiling, over the table, was a shelf 
enveloped in spun cotton giving it the appearance of 
clouds. In this was Santa’s sleigh and four comical little 
reindeer. The table centerpiece was a large double wed- 


ding ring, with a little bride and groom inside. There 
_ were eight one-place settings of silver, china and crystal. 


In front of each was a card telling the name of the bride, 
and the patterns she had chosen. The patterns chosen by 
each bride are featured for two weeks, unless more an- 
nouncements make it imperative to show the patterns of 
the latest brides-to-be. Close to the bride’s table is a 
smaller table holding hospitality items in silver and 


crystal. 


“A pair of windows, calling attention to tablewares for 
Christmas brides, as well as anniversary gifts for brides 
of former years, had backgrounds of olive green, with a 
large red and white star, white foliage, and clusters of 
little colored balls. In the silver window on a red velvet 
panel three patterns of sterling silver flatware were shown. 


_ Down front were a number of serving pieces, and on a 


glass stand, tea and coffee sets. Other pieces of hollow- 
ware were set out on the floor. At one side was a card 
“Make it a silver Christmas for her.” In the china win- 
dow two units showed Royal Worcester English bone 
china and Minton bene china. In the center was a glass 


_ table holding a sterling silver coffee set. 
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Manufacturer in any way. 


in U. K. or elsewhere. 


80 New Bond Street 





Large British Jewelry and Silverware Manufacturers with own toolshops, 


presses, dropstamps, plating, etc., are prepared to co-operate with American 


® To manufacture under license good American lines for sale 


© To supply wholly or partly manufactured British lines. 
©@ To purchase obsolete American tools of good lines. 


® To act as shadow factory. 


E. SILVER & CO. 


London, W. |, England 











FOR A LASTING 
IMPRESSION! 





STAMP LEATHER ARTICLES 
WITH GENUINE 


23K—DURA GOLD LEAF 





25' ROLL—1" WIDE $9 00 


ORDER NOW 


Franklin Mb, CORP. 2% 

















A long-established, nation-wide service, 
noted for prompt service and consistently 
accurate returns. Send us your next lot 
and compare. 





HANDY & HARMAN 


82 FULTON ST., NEW YORK 7, N.Y. 


BRIDGEPORT, CONN. e CHICAGO, ILL. ¢ PROVIDENCE, R. |. 
LOS ANGELES, CAL. e TORONTO, CANADA 
PRECIOUS METALS SINCE 1867 
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Get Speed and that 
“Craftsman's Look" with a 
GREEN ENGRAVER 


The Green Engraver is the sturdiest, most efficient port- 
able built. Now unskilled clerks can do fast, expert engrav- 
ing on curved and flat surfaces, whether silver, gold, plati- 
num, brass, steel or plastic. Letters (Blocks, Script or Old 


English) are always uniform, sharp, clean-cut. Engraves 
three sizes from each set of master type. 


Find out how you can save time and labor with the Green 
Engraver—write today. 


| * Price does not include master type and special work holding fixtures. 


GREEN INSTRUMENT CO. 
369 PUTNAM AVE. 
CAMBRIDGE, MASS. 


West Coast Distributor: Higbee & Dorrer 
315 West 5th St., Los Angeles, California 











1. “Wistaria’ Bowl 








2. "Meadowtree" Cutting 





4. Oval Coffee Set 3. Pioneer American Design 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] t. “Pinwheel” bowl in heavy Tiffin glass, whose swirling 
lines alternately deepen and pale the "Wistaria" color; it 
is 13"' in diameter and is available with or without matching 
candlesticks. From the United States Glass Co., Tiffin, O. 

[] 2. "Meadowtree” gray cutting on lead glass stemware and 
in complete flatware line—stemware to be retailed for $15 4 
dozen; flatware from $1.95 to $3.95 each. Chop plate shown 
here—$3.95. By the Lotus Glass Co., Barnesville, Ohio. 

[] 3. In new "Winchester '73" pattern in patio dinnerware, 
each plate has different scene from pioneer America done in 
brown or red and gold on pale green; ties in with promotion 
of film. By Vernon Kilns, 2310 E. 52nd St., Vernon, Cal. 

[] 4. After-dinner coffee set in new oval shape in Rosenthal 
china is made in plain white, blue and yellow satin finish, 
abstract patterns. Service for 6 may be retailed for $75. 
Distributed through J. & |. Block, 1225 Broadway, New York. 

[] 5. Rhythmic grace characterizes this pair of Grecian fig- 
ures in bisque and fabric sculpture from the Kathi Urbach 
Studios; draperies in beige and brown; retail $300 a pair. Sold 

5. Grecian Figurines by Max Wille, New York; Dick Knox Studios, Los Angeles. 
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UNCANI 


7 





A lovely design cut into clear sparkling crystal by expert 
Duncan craftsmen to match Chantilly Sterling. 
Available in thin, lead-blown stemware, salad plates, bowls, 
relishes, candlesticks and decorative pieces. Write for a folder 
and price list or contact your Duncan representative. 


THE DUNCAN & MILLER GLASS COMPANY +» WASHINGTON, PA. 
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2. New Bone China Pattern 





4. Viennese Porcelain 3. “Nostalgia” Display 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. These pieces are in the "Tear-drop" design, modern in- 
terpretation of an Early American pattern and long a fa- 
vorite in table accessories. In complete stemware and flat- 
ware by the Duncan & Miller Glass Co., Washington, Pa. 


& [] 2. "Devon Sprays" is Wedgwood's newest bone china pattern 
1g and is made up of clusters of Devonshire flowers in bright 
— |. natural colors. Five-piece place setting may be retailed at 

“te g, : $12.25. From Josiah Wedgwood & Sons, 24 E. 54th St., N.Y. 
AOR. [] 3. Eye-catching display to promote the Nostalgia group of 
ea! | Pee ee eee | Metlox pottery miniatures; mill and pond with continuous flow 
> Myit ala ba of water from electric, self-priming pump. Obtainable com- 
y. plete for $30 through Evan K. Shaw Co., Brack Shops, L.A. 
[] 4. Crackled gray porcelain ash trays from the Royal Vienne 
factory in Augarten—5!/4" square tray may retail for $1.80; 


4!/2"" long diamond-shaped tray, $1.20; 4!/2" long oval tray, 
$1.80. From Hudson Commercial .Co., Inc., 225 5th Ave., N. Y. 


[] 5. Ceramic wall plaques from England, with English scenes 
hand-painted in brilliant colors on deeply molded relief 
work. All plaques come with built-in hooks to simplify 

5. English Wall Plaques hanging. From John Holt & Co., Inc., 362 5th Ave., N. Y. ©. 


— P 
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It’s easy! Just be sure you’re not caught short on a 
profitable best seller... like Zippo Windproof 
Lighters, that is. And business is going to be 
mighty brisk for Zippo dealers this Christmas. 
For Zippo’s smart new models... plus Zippo’s 
world-wide reputation for dependability ... 
will make it the number one choice for Christmas 
giving with millions. So see your distributor 
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WE’RE GIVING YOU A BIG, BIG BUILD-UP! 


Zippo’s consistent national advertising appears in 10 important magazines 
with a total circulation of 20 million! It’s a big build-up for your biggest 
lighter selling season of the year. Watch this month-after-month advertis- 


ing in Life, Look, The Saturday Evening Post, True, Esquire, Coronet, Holiday, 
Field & Stream, Outdoor Life and Sports Afield. 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
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2. New China Design 








3. Ceramic Accessories 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


=o [] |. New "Holiday" shape in stemware is shown here decor- 

4. Florentine Sets ated with three different cuttings—''Bandoleer" and "Green- 
briar" retailing at $27 a dozen; and "Heirloom," $33. Plain, 

it is priced at $15. From A. H. Heisey & Co., of Newark, O. 





[] 2. A blend of contemporary and Chinese styling appears in 
this new "Shanghai" pattern in Royal York china dinnerware. 
Done in pink, green and brown on ivory, 5 pe. setting $13.50 
retail. From Midhurst Importing Corp., 129 Fifth Ave., N. Y. 


[] 3. Ceramic reproductions of old Chinese Irons with floral 
or Provincial decorations; useful as planters or for candy, 
cigarettes, etc.; 7'' long. Priced for promotion at $36 Key- 
stone. From the Max Schonfeld Co., 712 S. Olive St., L. A 


[] 4. New on American market—Florentine ceramic sets in white 
with vertical gold lines, gold-covered handles and spouts. 
Coffee set for 6, $28.50 retail: tea set for 6, $34 retail. 
Imported by Herbert S$. Marcus, 170 Fifth Avenue., N. Y. 


[] 5. Portmanteau in gold-colored metal with tasseled, pullout 
lipstick, inner powder door, purse, cigarette compartment 
—plain or decorated; in black moire case, retail from $10 

5. New Hold-All to $25. From Volupte, Inc., 347 Fifth Avenue, New York. 
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DISPLAY YOUR CHINA FOR BETTER BUY APPEAL 


OUR DEVICES DISPLAY IT BEST. SELL MANY OF THESE GADGETS TO YOUR CUSTOMERS. MOST OF 
ouR LINE IS MADE OF SOLID BRASS. THEY LOOK AS IF THEY WERE MADE OF SOLID GOLD. 


QO © 


REGAL DOUBLE MAJESTIC BRASS 
SPRING PLATE HANGER PLATE HANGER 


construction. Where a plate hanger 
is wanted with a lot of 





REGAL 
PLATE STANDS 


Small Size $1.00 
doz. 
Medium size $1.50 


UNIVERSAL SINGLE 
SPRING PLATE HANGER 


Individually wrapped. 
Gilded tips. Made where 


UNIVERSAL 


Simple in . PLATE STAND 
Meets any requirement 0 Gilded, twisted 





a plate hanger. Sizes for looks. Sizes for plates extreme competition must Doz., Lge. Platter : 
ee as follows: as follows: ° be met. A helen hanger in $3.00 doz. $1 a = Me. 
#0 for 4” to 5%” #321 for 4” to 5” this price range. Made in SOLID BRASS jum _ size—$1.80 
#% for 5” to 6%" #322 for 5” to 7” 2 sizes. Small size for doz. Large platter 
#1 for 6” to 7%” #324 for 7” to 9” plates 5” to 7” and large size—$2.40 doz. 
#2 for 7144” to 9” #325 for 9” to 11” size from 7” to 11”. $1.00 

#3 for 9” to 10%” #326 for 11” to 12%” doz. 

#4 for 10%” to 11%" SOLID BRASS 


#5 for 1172” to 12%” 
#6 for 12%” to 17%” 
All sizes $1.50 doz. Indi- 
vidually wrapped. 

ALL SOLID BRASS 


UNIVERSAL 
CUP & 
SAUCER 
STANDS 


Well made, gilded 
wire. Four sizes: 
tiny, miniature, 
demi-tasse and 
teacup. All sizes 
$1.20 doz. 


DINNERWARE 
RACKS 
SPREAD OUT TYPE 


Lacquered. All sizes 
$2.00 doz. Individually 
wrapped. 





REGAL 


CUP & SAUCER STANDS, 


TWISTED WIRE 


Can be adjusted to show 


PLASTIC CUP 
& SAUCER STAND 


Mahogany Color 
for demi-tasse and 
teacup 
$1.80 doz. 


cup and saucer to best ad- 
vantage. 3 sizes. Teacup, 
demi-tasse and miniature. 


All sizes $1.50 doz. 


ALL MADE FROM 
SOLID BRASS 





DISPLAYS SET TO MAKE IT LOOK AS 
LARGE AS POSSIBLE 


Skeleton Rack. Made to show one of each 
piece of any set. $1.25 each. 20 pc rack, $2.00 
each; 32 pe set, $3.00 each; 52 pe set, $4.50 
each. In ordering, please specify “spread 
out” if this is style desired. 


ERNEST TATCHER 


266 N. W. 26TH STREET 


MIAMI, FLORIDA 


DINNERWARE RACKS 





SAVES—25% to 50% of display 
space. Skeleton rack, $1.00 each; 
20 pe rack, $1.25 each; 32 pe 
rack, $1.75 each; 52 pe rack, 2 
pe set, $3.25. In ordering, please 
specify “nested” if this is style 


desired. 


WRITE 


TERRITORY OPEN 
FOR SALESMEN 
and JOBBERS 





7 Plate Collapsible 


Type Enamel Fin- 
ish $12 Doz. 


7 Plate Non-col- 
lapsible Type Solid 
Brass $9 doz. 


6 Plate Non-col- 
lapsible Type 
Nickel Plated. 

$6 Doz. 





WALL PLATE 
RACKS 


All Solid Brass 


To hang as many 
plates as desired 
on a wall in series. 
Small for plates 
to 6”. Medium for 
plates to 10”. First 
hanger 35c. Addi- 
tional hangers $2 


doz. Large size for 


plates over 10”. 
First hanger 50c. 
All additional 
hangers $2.40 doz. 
All solid brass. 


NEW LOW PRICES ON 
PRINCESS CERAMICS 





Miniature cups & saucers $1.25 ea. 
#300 Demi-tasse cups & sau. $2 ea. 


#350 Demi-tasse cups and 


saucers $2.50 each 
#400 slipper $2.00 each 
#500 slipper $2.50 each 


#800 wall demi-tasse set $2.50 
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1. “Spinet™ Cutting 
2. Spode Lowestoft Pattern 





3. "Tropicana" Pottery 





CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


C] |. Swirling sprays of stylized flowers and leaves make uf 
the "Spinet'’ cutting in full stemware and in 7" and 8" des- 
sert or salad plates. Stemware, $1.75 each, retail; plates 
from $2.50. By Fostoria Glass Co., of Moundsville, W. Vo. 


[] 2. "Bow Pot" is one of Spode's famous Lowestoft patterns 
which has recently been added to stock. Of ancient Chinese 
origin, the design is done in blue touched with additional 
colors. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


[] 3. Designed by Belle Kogan is this "Tropicana" series of 
decorative pieces—retail $2 to $7.50: done in three dif- 
ferent motifs in citron yellow lined with green or in mica 
bronze with citron. By Red Wing Potteries, Red Wing, Minn. 


[] 4. For Christmas displays or the home—John Burton's vari- 
ously styled trees of oxidized aluminum in 5 colors. Tree 
shown may retail for $3.95, including plastic base and six 
ornamental balls. Sold by Edna Rymal Cox, Brack Shops, L.A. 


[] 5. New 3-compartment sweetmeat dish in silverplate on cop- 

per with hinged covers raised by turn of handle; rococo ap- 
; plied border; 14" in diameter; retail $40. Made by H. Sacks 
5. Sweetmeat Dish & Sons, sold through M. Fireman & Co., 2 Park Ave., N. Y. ©. 
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OPEN STOCK 
PATTERN 
No. 7644 


ie Tspistol 


Available 
in 94 and 64 


piece sets 


Immediate 
Shipment 


PAUL A. STRAUB & CO., Inc. 


| 19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 


























) 


FRANCONIA CHINA | 
by Krautheim, Bavaria (U.S.A. Zone) 


BLOSSOMS 
of SPRING 


An artist’s fantasy of 
three spring blossoms 
of Magnolia, Tulip Tree 
and Azalea, designed in 
a contemporary conccp- 
tion, with pleasing color- 
ings. Shades of green, 
pink, yellow, brown, 
etc., gold and harmonts- 
ing color lines, with 
gold detatled handles, 
assure perfect blending 
| | with any color scheme. 
| 5 pc. PLACE SETTING 
Retails for $8.95 





'\Blossomé 


? 





“EBONY--LAUREL”... | 
ich black glass with 22K gold en- | ‘ ° 
crustation fn combination which | Shipments of this pattern 
SS eee ee | have arrived from Bavaria, enabling us 


Made in both decorative and serving 
pieces to retail from to make immediate delivery from stock 
in New York. 


$2.95 to $4.95 | 
THE LOTUS GLASS CO. | Miestenteil lonfice 














Barnesville, Ohio | FRANCONIA CHINA 
J. W. Readeker, Harold B. Budd, | 
1549 Merchandise Mart, 225 Fifth oon Rm. 605, — — ae 
Chicago 54, Ill. New York 10, N. Y. | 
Herbert Solmann, Saubert-L e tn6. 
Herbert Solmann, Scubert Lament, Inc dT |] HERMAN C. KUPPER, Inc. 
Los Angeles, Calif. Rm. 314, Dallas 2, Tex. | 39-41 WEST 23rd ST. NEW YORK 10, N. Y. 
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ode since 1770 


THE W FINE ENGLISH 


DINNERWARE 


4° 








Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 





ol. a ie 


by Wedgwood & Co., Ltd., England 


One of the new Dinnerware Patterns now stocked in New 
York including other famous English makes and French 
Limoges China. 

With other fine English Cottage Ware, Crystal and hand- 


wrought English Pewterware, on display at our perma- 
nent showrooms. 


Write for Catalog 


ohn Holt eS Company, £.. 


Office & Showroom: 362 Fifth Ave., New York 
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by MADELINE LOVE 


NLY a limited number of china, glass and gift com. 
panies were represented at the National Homefyy. 
nishings Show held last month in New York’s Grand Cer. 
tral Palace. Yet more than 180,000 members of the cop. 
suming public visited the exhibit and thus became poten. 
tial customers for the merchandise shown. Perhaps more 
folks in this field will take part next year. It presents ay 
excellent opportunity for the consumer to sell himself oy 
the newest developments in things for the home. 
* *% % 
HE dates for another winter gift show have been 
announced. This is the Parker House Mid-Winter 
Market Week which will be held January 21 to 25 in the 


Parker House, Boston. 
* % % 


ISS HELEN DOUGLASS, who has been in charge 
of sales of Orrefors glass at Fisher, Bruce & Co.’s. 
New York offices, has been made the firm’s sales repre- 
sentative for the line, and will travel throughout the east- 
ern half of the United States, excepting Minnesota, Iowa 
and part of Wisconsin. The Leer Sales Co. will continue 
selling in the remainder of Wisconsin. Guy Robert, gen- 
eral sales manager of the Orrefors factory in Sweden, is 
spending several weeks in this country, visiting the trade 
with Miss Douglass. 
a % 
UST at press-time. word came of the settlement of the 
strike which has been crippling the hand-made glass 
industry. The factories went immediately into produc- 
tion, hoping to get glassware into the stores in time for 
holiday business. The wage increase will necessitate an 
upward price adjustment, probably from 5 per cent to 
10 per cent. The exact percentage is not known at the 
moment. 
+ & & 
PRESS party was held September 19 to introduce the 
Tirolglas line in its new showrooms at 220 Fifth 
Avenue, New York. This glassware is made in the Aus- 
trian Tyrol by directors and workers from an 120-year-old 
Bohemian factory, who moved to Austria after the War 
and built a new plant there. Introduced to this market 
in August at the International Trade Fair in Chicago, the 
glass is being distributed by M. Roney, Inc., and the line 
includes handmade stemware and decorative pieces. In 
the new show room, it is displayed against a background 
of deep royal blue, with fluorescent lighting. 
% % % 
pes collection of Royal Vienna Augarten porcelain 
Spanish Riding School figures, imported by the Hud- 
son Commercial Co., New York, will be exhibited at 
Madison Square Garden, from October 31 to November 
8, when a group of eight riders and their white stallions 
from the famous school will give performances there. 
Twelve different poses have been reproduced in china, 
and they are being exhibited by Abercrombie & Fitch. 
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— 
THE JEWELERS 
DICTIONARY 


—New, Completely Revised 


* Second Edition * 


“Knowledge is Power’. Every jeweler will find profit- 
making power in the knowledge of terms and ter- 
minology of the jewelry trade which are authoritatively 
explained in this, the completely revised Second Edition 


of THE JEWELERS’ DICTIONARY. 


THE JEWELERS’ 
DICTIONARY contains an invaluable wealth of in- 


In one comprehensive volume, 


formation—indispensable to the jeweler, watchmaker, 


gemologist, advertising man; in short, to anyone seek- 


ing information pertinent to the jewelry and allied fields. 


$6 °° 


Post Paid 


THE JEWELERS’ CIRGULAR-KEYSTONE 


100 E. 42nd STREET NEW YORK 17,N. Y. 


Check or Money Order Must Accompany All Orders 
DO NOT SEND CASH 











82 FULTON ST., NEW YORK 7, N.Y. 
BRIDGEPORT, CONN. e CHICAGO, ILL. ¢ PROVIDENCE, R.1. 
LOS ANGELES, CAL. «© TORONTO, CANADA 
PRECIOUS METALS SINCE 1867 
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climb on 
the TROPHY-CRAFT 


sales ladder 
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| TROPHY-CRAFT CO. 








eloli Mmdalelaaal 





“ Each step, whether trophies, medals or ball charms, 
ae is in the direction of sure sales and satisfied custom- 
ers when you handle the complete Trophy-Craft line. 


Write For Free Illustrated Catalog Showing 
All The Trophy-Craft Sales Leaders 


—_ ] 249 N. Reno St. 
I Los Angeles 26 
California 
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YOU GET THE SAME MODEL AS WE SUPPLY TO THE U. S. ARMED FORCES. 


oY 








Wallace Curtiss, L. O. Curtiss Jewel- 
ers, Newcomerstown, Ohio, checks a 
watch on his Paulson Time-O-Graph. 
"Since | purchased this machine last 
year,” says Mr. Curtiss, “my repair 
business has improved about 35 per 
cent. This in turn, has not only 
brought more traffic into my store, 
it has cut repair comebacks in half.” 


You SteoAhead 
withAdsuted Success 


The PAULSON TIME -O - GRAF 
Gives You Superior Scanning SERIE J EL NS 
Speed And Also Unparalleled gh EERE TS a 
Scientific Accuracy. Pane eer ce Ce : 











wt Ate) 


: ant 
ORAS SS 





babe Fe 
Pov *2 


ON THE PAULSON TIME-O-GRAF 
with continuous tape record, it is pos- 
sible to get all the answers including 
the train, pallet stone, roller jewel, etc. 
on one complete record. 


ed Se Seat 






7 
sae 
> 








* 

ts fy Pa 

3 bo me Re Pa, 

Pe sak 2% ne 

To ee , 

Sy eh tt gy 
ee 010 i re 









SS, 


Tai a 





Fimo ng ee DOT ALE YOY ae 
ON THE PAULSON TIME-O-GRAF Ce CSUR OARS ae 
can you regulate your watch and see Cee Cy eR 
exactly what it is doing as you move the : 5 ae ae tek i 
regulator. Wonderful for hairspring work * ae ee a ata 2835 2 


too. 


LESS 2% FOR CASH 
TERMS AVAILABLE 
6°°PER MO 





ON THE PAULSON TIME-O-GRAF 
is it possible to reveal a continuous 
record of all positions on one tape 
without stopping the machine. 


USE THIS HANDY COUPON 
HENRY PAULSON & aes Sa c-ic 


131 S$. Wabesh, Chicago 
[? Please send Paulson Time-O-Graf on no risk 
trial. 





[] Please send Paulson Time-O-Grat at $550.00 less 
2% for Cash. 

[j Please enter order for Time-O-Graf — $100.00 
with contract. Balance $28.00 per month for 18 
months. 


ee ee . 





Address _ aati ON ine eS 





City State _ 
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NO CREDIT CURBS YET ON JEWELRY 


Jewelers Affected Only by Inclusion of Appliances in 
New Regulation ‘W' Although FRB Is Considering Wider 
Restrictions; Inventory Controls Only on ‘War Metals’ 


WasHINGTON — _ Jewelry, silverware, 
watches and clocks were not included in 
the revived Regulation W which became 
effective on September 18. On the other 
hand, appliances, both major and small, 
which are merchandised by many jewelers 
are included under the new credit control 
regulation. 

On major appliances selling for $100 or 
more, the regulation requires a down pay- 
ment of at least 15 per cent and limits 
the time for which credit may be granted 
to 18 months. The new regulation does 
not contain down payment requirements 
for appliances under $100 but it does limit 
the time for which credit may be granted. 


How long jewelry will be excluded from 
credit controls remains to be seen. It was 
reported in The New York Times on Sep- 
tember 22 that “Stiffer down payments 
with less time to complete installments 
are in the making at the Federal Reserve 
Board and will be announced soon.” So, 
within less than a week after the revived 
Regulation W went into effect, revisions 
were being contemplated. The major 
changes contemplated at the time this is 
written was an increase in the down pay- 
ment required on appliances and capital 
goods intended for home use, from the cur- 
rent 15 per cent to 20 and even as high as 
25 per cent of the purchase price. 


MORE ARTICLES MAY BE CONTROLLED 


As to whether jewelry will be included 
in the revised regulation, it was reported 
that some thought has been given to add- 
ing to the number of articles that are con- 
trolled under the regulation as it now 
stands. The original Regulation W issued 
by the Federal Reserve Board September 
1, 1941, carried some 48 items (of which 
jewelry was one) on which installment pur- 
chases were regulated. This compares with 
about 20 items controlled in the current 
tegulation. 

The government is hopeful of two imme- 
diate effects on retailing through the new 
Regulation W—(a) checking of the in- 
flationary pressures that result in higher 
prices and (b) diversion of materials and 
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manpower that are used for retail produc- 
tion to production for defense. It gener- 
ally applies to all consumer installment 
credit transactions. 


GENERAL TERMS OF NEW CONTROLS 


As they stood on September 18, here 
are the general credit terms: 

Automobiles: A down payment of at 
least a third and maximum maturity of 21 
months is required. 

Appliances: Down payments of at least 
15 per cent are required and maturity is 
limited to 18 months for refrigerators, 
radio and television, phonographs, food 
freezers, cooking stoves, ranges, dishwash- 
ers, ironers and washing machines, sewing 
machines, suction cleaners, air condition- 
ers and dehumidifiers. 


Furniture and Rugs: Down payments 
must be at least 10 per cent and time may 
not be granted for longer than 18 months. 

Home Repairs: At least 10 per cent of 
total must be paid down and credit may 
not be extended for more than 30 months. 


Loans: Loans for the purchase of any 
listed article carry the same _ limitation 
that apply to installment sale of the article. 
Any other installment loan must be paid 
off within 18 months. 

The initial restrictions, the Federal Re- 
serve Board said, were established along 
the general lines of “prevailing practices 
and terms” of the trades affected. For ex- 
ample. the Board said, down payments of 
from 10 to 15 per cent generally apply to 
sale of appliances and furniture. The 
credit agency aimed to end the practice 
of requiring only token or no down pay- 
ments. 

The second regulatory order which went 
into effect the same time as the credit 
curbs was the imposition of inventory con- 
trols through the National Production Au- 
thority, Regulation 1 applying to purchas- 
ing for either production or resale. 

More than two-score general classifica- 
tions were included in the initial list of 
items for which no more than a “practi- 
cable working inventory” may be kept on 

















Waltham Sets Date for 
Industry-Wide Watch Sale 


Teviah Sachs, general manager and trus- 
tees’ agent for the Waltham Watch Co., 
has announced that the nationwide sale 
of Waltham watches at one-half of the re- 
tail price will begin on October 23, 1950 
and will end on December 3lst. The sale, 
the purpose of which is to clear Waltham’s 
present inventory and make way for their 
new 1951 line, will be Fair Traded and 
will include all their watéhes except rail- 
road, transportation, and water-resistant 
models. It will be conducted through reg- 
ular watch dealers, that is, retailers who 
handle nationally advertised lines of 
watches. 

Sachs emphasized that all Waltham deal- 
ers will be protected. That is, if the dealer 
has any watches in his stock purchased 
since September 1, 1949, he may return 
them for full credit to be allowed against 
his order on this sale. Thus the assur- 
ances that Waltham made to the trade in 
1949. that no one will lose in handling 
Waltham watches, is fulfilled, said Sachs. 

Sachs stated that every watch, freshly 
oiled and bench-timed, will carry the 
Waltham guarantee for quality, workman- 
ship, and performance. He added that sub- 
stantial orders have already been booked 
from retail jewelry outlets from all parts 
of the nation. 

The sale will be advertised simultane- 
ously throughout the country on Sunday, 
October 22nd. No watches are to be of- 
fered at reduced prices before then. 





hand. As it stands, the control order ap- 
plies largely to the purchase for production 
and “resale” of metals and minerals in 
their primary and semi-finished forms. 

Thus, the order does not as yet directly 
affect the stocks or inventories of jewelry, 
hardware, department and other such 
types of retail stores. But the wording of 
the original Reg. 1 is broad enough to 
permit the inclusion of such distribution 
by the mere addition of finished or end 
items to the control list. 

The ultimate consumer, the purchaser 
for personal and home use, is specifically 


(Please turn to page 216) 
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Jewelry Escapes Credit Curbs 
(From page 215) 


exempted from the anti-hoarding order. 

In addition to aluminum and steel, other 
major items for which manufacturers are 
forbidden to accumulate larger inventories 
than are necessary for immediate use in- 
clude: 

Primary and secondary tin; all primary 
and secondary forms of alloyed and un- 
alloyed nickel; refined and secondary cop- 
per, copper sheet and strip, copper wire 
and wire products; tungsten in most forms 
except for specific exemption of filaments 
for light, radio and television bulbs and 
tubes; most basic forms of zinc; scrap 
from which the above metals are commer- 
cially recoverable. Also controlled is soda 
ash, an element of glassmaking. 


Better Business Bureaus Issue 
Standards for Credit Advertising 


The Association of Better Business Bu- 
reaus recently issued a set of “voluntary 
standards for advertising consumer credit.” 

The standards call upon advertisers to 
voluntarily avoid all advertising messages 
which offer installment loans or installment 
credit on any basis prohibited by the Fed- 
eral government’s Regulation W_ which 
went into effect on September 18th. 

The standards are: 

1.) No adevrtiser shall make any state- 
ment about credit terms which is false or 
misleading or which tends to frustrate Reg- 
ulation W. 

2.) No advertiser shall make any offer 
or representation which states or implies 
that loan or credit terms are available, 
which in fact are not obtainable under 
Regulation W. 

3.) No advertiser shall use any statement 
which states or implies that loan or credit 
terms, permitted, by Regulation W, under 
special circumstances or in limited cases 
only, are available generally. 

4.) No advertisement shall be so con- 
structed, typographically or otherwise, as 
to create the impression that credit terms 
featured apply to all merchandise, loans, 
credits or services offered in the advertise- 
ment, when such is not the fact. 

5.) No advertiser shall offer allowances 
or credits, including trade-in allowances, 
which are fictitious or exaggerated or in 
any way tend to mislead. 


6.) When installment credit terms are 
advertised as specific amounts per week or 
per month, the advertiser shall refer to the 
fact that a down payment is required, if 
such be the case. 


(NOTE: It shall be deemed satisfac- 
tory, in complying with this standard, if 
an advertiser adopt any one of the fol- 
lowing methods of compliance: 

a. Name the amount of the down pay- 
ment specifically. 

b. Name the percentage of down pay- 
ment required. 

c. State, without qualification, that a 
down payment is required.) 

7.) No specific down payment shall be 
quoted in an advertisement which is less 
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than the amount required 
tion W. 

8.) When offers to lend money for the 
purchase of listed merchandise are adver- 
tised, the advertiser shall refer to the fact 
that such loans are limited to only a por- 
tion of the purchase price or to the pur- 
chase price after the down payment. 

9.) No advertiser shall refer to an in- 
stallment credit as a charge account. In- 


stallment credit is defined by Regulation 


in Regula- | 


| 


| 





W as a “credit which the obligor under- | 
takes to repay in two or more scheduled | 


payments or as to which the obligor under- 
takes to make two or more scheduled pay- 


ments or deposits usable to liquidate the | 


credit. or which has a similar purpose or 
effect.” 

10.) No advertiser shall employ the 
phrase “No money down,” or its equiv- 
alent, in connection with a charge account. 

(NOTE: For the purpose of these stand- 
ards the term “Advertiser” shall include 
all who sell or lend by printed or oral rep- 
resentations. ) 


——____ 


Novel Christmas Gift Booklet 
Now Being Offered by JIC 


The Jewelry Industry Council is making 


available to retail jewelers for distribu- | 


tion under individual jeweler imprints, a 
new and novel Christmas 


Gift Booklet. | 


This booklet was created by the Council | 
at suggestion of a number of retail mem- | 


bers. 
The novel feature of the booklet 





a fea- | 


ture which retail jewelers requested—is | 
its age-group index which makes it easy | 
for the public to quickly select jewelry | 


store gifts for Christmas presents accord- 
ing to the age of the person for whom 
the gifts are intended. 

The booklet is printed in warm greens 
and reds, throughout, on white stock with 


stiff cover. Its actual size is five-by-three | 
inches. The message on the front cover | 


of the booklet reads: “Exciting Gifts that 
say— ‘Merry Christmas’ every day.” 
inside front 
message: “An easy way to select Christ- 
mas gifts for all age groups.” Space is 
provided on the outside back cover for 
the retail jeweler’s imprint. 

The opening page of the 14-page booklet 
quickly explains the advantage it offers 
to the public in the following words: 

“This booklet—through its arrangement 


of Christmas Gift Suggestions by age 
sroups—makes it easy for you to give | 


‘something special’ in Christmas gifts .. . 
cifts that combine both beauty and utility 

. gifts that will be welcomed, cherished 
and long remembered. 

“After you've read the suggestion it of- 
fers youll find, at the end of the booket. 
pages on which to write down your own 
selection of exciting Christmas gifts.” 

On its last page and on its inside page 
cover, this new Christmas booklet carries 
both the Birthstone and Wedding Anni- 
versary Lists. 

Further information regarding the Coun- 
cil’s new Christmas booklet may be read- 
ily obtained by inquiry to the Jewelry In- 
dustry Council, 608 Fifth Ave., New York 
20, N. Y. 


The | 


cover carries the following | 
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This dramatic full page advertsse- 
ment of Val St. Lambert will appear 
= HOUSE & GARDEN 
HOUSE BEAUTIFUL 
THE NEW YORKER 
TOWN & COUNTRY 


in November and December issues 










with a combined readership of over 


6,600,000 


The sketch below is a key to the Val St. 
Lambert pieces shown in the advertise- 
ment at right. Use this to order the stock 
you'll need to meet the sure demand this 
beautiful advertisement will create. And 
order NOW to be sure of on-time delivery. 







































9 & 
MZ 
eo) 4 














si 


G) 

















RINGY 











A-Lalaing Fantaisie Pattern. &B-Rutten 
Candlestick. C-Bowl Parisian CG677. D- 
Teferi CG436 Inkstand. E-V511 Cigarette 
Urn. F—Messancy Ashtray 200 mm. G- 
V522 Candlesticks. H— Fish Aquarium. !I- 
Museum Piece. J—Queen Anne Pattern. 
K-Anmaur Fantaisie Pattern. L-Saxon 
Pattern. M—-FA4 240 mm. Vase. N-V524 
Phoenix Vase. O-—Paul ler Pattern. P- 
Conseiller Pattern. Q—Crown Pattern. R- 
Museum Pieces. 


You can order from any of the Val St. 
Lambert showrooms listed below and, at 
your first opportunity, visit the showroom 
nearest you to see the complete line of 
several thousand items. 


VAL ST. LAMBERT, Inc. 
Nine East 55th Street, New York 





PERMANENT SHOWROOMS 
DALLAS — 303-2nd Unit, Santa Fe Building 
CHICAGO — 1551 Merchandise Mart 
LOS ANGELES — 712 South Olive Street 


IN CANADA — Industrial Sales, Ltd., 
Sun Life Bldg., Montreal 
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sings ford Joes ‘Supper 









Many Americans who have been in Belgium 
will recall the shadowy walls of the thirteenth 






century monastery which have for the past 125 






years sheltered magic skills of Cristalleries du Val 
Saint Lambert — skills inherited from the old 
Venetian blowers. Masterful interpretations of 
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RISE STEVENS, brilliant star of the Metropolitan Opera and RCA 
Victor records, puts a finishing touch on a supper table setting of 
Val St. Lambert crystal. 


this art manifest themselves in the purest lead 
crystal—the fundamental difference between glass 
and crystal being the latter’s heavy lead content. 





Clarity, exceptional light refraction, and mu- 


THREE among the more 
than one hundred fifty 
Val St. Lambert stem- 


sicality are but a few of the attributes 
of this highly skilled craft. There is no 
machine process that can obtain such 









ware patterns. 


beauty and finish. But with all its gem- 





like qualities, Val Saint Lambert crys- 
tal is utterly practical and sturdy. 


This century-old firm has been 
blessed with many outstanding design- 
ers. One of the greatest of these is 
Charles Graffart, who recently visited 
this country and is rapidly becoming 





MONUMENTAL cut-crystal inkstand ideal for desks, both home and famous here for his original and versa- 
office; crystal urn makes cigarettes accessible; nine by nine ashtray, tile modern interpretations. 


clear and massive, often used by hostesses as centerpiece for flowers. 
ee 2 Shown here are but a few of the thousands of 






articles which are entirely executed by hand and 






available at finer department, specialty and jew- 






elry stores. Names gladly given on request. 
















ABOVE, RIGHT: New designs in Val St. Lambert’s tradi- 
tional heavy leaded crystal vases. RIGHT: Three more stem- 
ware patterns, cut and clear. BELOW: Several of the many 
“table jewels” Cristalleries du Val Saint Lambert is often 
requested to make for heads of state the world over. 















AQUARIUM BOWL can be used with live fish in water or as flower 
vase. Surrounding crystal candlestick holders also serve double 
Purpose when holding small flowers in water. 


7 
VAL ST. LAMBERT. rnc. 
Nine East 55th Street, New York 22, N. Y. 


IN CANADA: 
Industrial Sales Ltd., Sun Life Building, Montreal 
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Changes in Vast Social 


Security Program 


Affect all Jewelers Who are Self-Employed 


The far-reaching changes written into the 
nation’s vast social security program by 
Congress bring into the program for the 
first time some 4.6 million self-employed 
persons. This new covered group includes 
proprietors (sole owners and partners) of 
retail jewelry stores, service establishments 
(such as watch repair shops) and jewelry 
wholesalers and jobbers. These persons are 
required to file yearly social security re- 
turns with their regular income tax return 
if their annual net income from self-employ- 
ment is at least $400. The first return will 
cover income earned in 1951. The social 





security tax will be 244 per cent on income 
up to $3,600 annually through 1953. The 
current tax on employed persons is 142 per 
cent, with the employer contributing an 
additional 144 per cent. Detailed regula- 
tions covering the filing of returns will be 
issued by the Bureau of Internal Revenue. 
The first step to be taken by self-employed 
persons is to obtain a social security card 
from the nearest social security office. If 
a card is already held, no change is neces- 
sary. 

In addition, the new law classes as em- 
ployees for the first time, city and traveling 
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Diamond and Platinum 
Jewelry enhanced by the 
extra touch of design that 
transforms beauty to sales. 
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salesmen, engaged in a full-time basis in 
soliciting orders for their principals lex. 
cept for side-line activities) from 
wholesalers, retailers, contractors, oy oper- 
ators of hotels, restaurants, or other sim). 
lar establishments. This group and their 
employers will be subject to the regular 
provisions of the law with respect to de. 
ductions. 

The new law also increases benefit pay- 
ments for the 3,000,000 beneficiaries pow 
on the government’s rolls. Up until lag 
month, retired workers were receiving an 
average of only $26 per month, as their 
benefits were computed on the basis of a 
formula adopted over 10 years ago and 
geared to prewar price and wage levels. 
Today, these beneficiaries are eligible fo; 
payments averaging $46 per month, begin. 
ning with the payments for September. 

Here, in summary form, are the major 
provisions of the new program: 

About 10,000,000 persons not previously 
covered are brought into the program. In- 
cluded in this group, in addition to the 
self-employed, are employees of nonprofit 
and religious institutions, agricultural work. 
ers, steadily employed, and employees of 
state and local governments not already 
covered by retirement systems (including 
employees of publicly-owned transportation 
systems). 

Under the new “benefit formula” workers 
who retire with earnings in covered em- 
ployment in six calendar quarters after 
1950 may have their benefits computed as 
follows: 50 per cent of the first $100 of 
the average monthly wage plus 15 per cent 
of the next $200. Present beneficiaries, as 
well as individuals who retire in the future 
without having earnings in covered employ- 
ment in six calendar quarters after 1950 
will have their benefits increased 7714 per 
cent on the average over the level pro- 
vided in the old law. Under the new pro- 
eram, the increase will average about 85 
per cent. 

The new tax rates follow this schedule: 
The current procedure under which an 
employer and employee each pay 1% per 
cent of the worker’s first $3,000 earnings 
(to be $3,600 after January 1, 1950) will 
remain unchanged until December 31, 1953. 
From then until December 31, 1959, the 
rate would be 2 per cent each. From 1960- 
1964, it would be 214 per cent each. From 
1965-1969, it would be 3 per cent each, 
and thereafter 314 per cent each. 


sales 


Tribute to Richmond Jeweler 
Station WLEE of Richmond, Va., re- 


cently carried as a special feature a tribute 
to Henry Schwarzschild, a jeweler of that 
city. 

A poem by Edgar A. Guest entitled 
“Compensation” was read as a salute to 
Schwarzschild by the program conductor, 
who said that he was “saluting one of 
Richmond’s most unique personalities, a 
first class citizen thinking, planning and 
helping to make the community a better 
place.” The commentator continued, “His 
name, Henry Schwarzschild, his aim, to do 
good wherever he can, a man who is con- 
nected, in one way or another with more 
than 15 different organizations promoting 
civic development for the entire citizenry.” 


THE JEWELERS’ CIRCULAR-KEYSTONE 








TASTES DO CHANGE 


An interesting study in feminine psychol- 
onducted recently in the retail 


y was C 
08) & Upmeyer Co., 


jewelry store of Bunde 
Inc. Milwaukee, Wis. 

The study, or it could be more properly 
termed an experiment, was conceived by a 
Milwaukee newspaper photographer. He 
hit upon the idea of letting a little three- 
ear-old girl choose between the fabulous 


y 
Hope diamond and a candy cone. Of 
course, it was no mere coincidence that 


the experiment took place while the na- 
tional tour of the Court of Jewels was in 
town exhibiting a $10,000,000 collection of 
precious gems for the benefit of the Na- 
tional Foundation of Infantile Paralysis. 
The experiment was conducted upstairs 
‘in the Bunde & Upmeyer establishment 
with little three-year-old Miriam Sharou- 


gian as the subject. 





Three year old Miriam Sharougian reaches 
with eagerness for the penny candy cone 
at right. . . and ignores the famous Hope 
diamond dangling enticingly at left. The 
fabulous gem, which was recently displayed 
in Milwaukee for benefit of the National 
Foundation for Infantile Paralysis, held no 
charms for the young lady in three separate 
tries. 


Alter the camera was set up and ready, 
the one-cent cone and the Hope diamond 
were thrust quickly before Miriam. On 
three separate occasions she chose the cone 
over the diamond. On the last two.occa- 
sions, the diamond was dangled before her 
eves and she was asked if she wouldn’t 


like the gem for her mother. But little 
Miriam on both occasions brushed the 
precious stone aside and grabbed the 


candy cone. 

The only conclusion that can be drawn 
from this experiment is that the point at 
which women acquire a desire for dia- 
— comes somewhere after the age of 
three, 





Wages Increased by Oneida 


Employees of Oneida, Ltd., received a 
heartily welcomed announcement over the 
loud speaker in the company’s plants and 
offices at Oneida, N. Y., on Wednesday, 
September 6th. Oneida’s president, M. 
E. Robertson, advised company personnel 
that the board of directors had approved 
a wage advance that would take effect 
Monday, September 18th. 

On that date the wage rates of all weekly, 
hourly and piece workers were advanced 
eight cents per hour. The wages of sala- 
ried workers were increased by five per 
cent effective the last half of September. 
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Completes 300 TV sets = 
daily quota (at a cost of 4.70) 
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Delicate coils were needed by Midwest manufacturer to complete 300 ‘I'V sets 
...and Massachusetts supplier was 920 miles distant! Air Express assured delivery 
by 8 o’clock next morning, so manufacturer ordered 500 men to report for work. 
Shipment arrived 7:20 A.M.—production rolled! Shipping cost for 17-lb. carton 
only $1.70! Manufacturer uses Air Express regularly to keep business in high gear. 























$4.70—and special pick-up and deliv- Air Express goes on all flights of Sched- 

ery included! Low Air Express rates uled Airlines. Shipments keep moving 
cover door-to-door service. More con- around the clock—speeds up to 5 miles 
venient—easy to use. Just phone for a minute. Experienced handling. Phone 
pick-up! (Many low commodity rates Air Express Division, Railway Express 
in effect. Investigate.) Agency, for fast action. 


Air Express gives you all these advantages: 


World’s fastest transportation method. 

Special door-to-door service at no extra cost. 

One-carrier responsibility all the way. 

1150 cities served direct by air; air-rail to 22,000 off-airline points. 
Experienced Air Express has handled over 25 million shipments. 


Rates include pick-up and delivery door 
to door in all principal towns and cities 


AIK EIKED 





AN A-service of 
ainisd Railway Express Agency and the 


aw 14) eee 
<=> SCHEDULED AIRLINES of the U.S. 





GETS THERE FIKST 
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NEMJ&SA’'S War Mobilization Program 
Considered as Model for Other Industries 


A war mobilization program designed in 
Providence by the New England Manufac- 
turing Jewelers’ & Silversmiths’ Association 
for the low and medium-priced jewelry pro- 
ducing industry being considered in 


is 


Washington as a model program for other 


of the nation’s industries. 

It proposes not only to use all of the 
lessons learned by the industry from war 
production participation in the last war but 
also to keep the jewelry manufacturers 
fully informed about the needs of the gov- 
ernment and the manner in which contracts 
and sub-contracts can be procured during 
the new preparedness program. 






hermes 





“A Boon 
to our 
Business’ 





Fronkly, we ore delighted at 
ovr engraving business since 
we installed our New Hermes 
mochines. They hove become 
indispensible, creating good- 
will, giving wonderful service 
ond directly helping make 
mony soles. 

J. Y. Hicks, Pres. 

Write Shops, Inc. 

Chicago, Ill. 


and more than 6000 enthusiastic 
users acree! 


Write for descriptive folder G 


NEW HERMES Inc. 


New York 3, N.Y 


} 
i 


The association has been asked by a De- 
pariment of Commerce official to submit its 
plan “in writing and in detail” so that he 
can use it as an example of what an indus- 
try can do to assist the government in 
mobilization planning. 

It has been highly praised by several 
Washington officials for having such a pro- 
gram ready for activation. A representative 
of the National Security Resources Board 
has termed it “the best and most construc- 
tive program any industry has presented to 
date.” 

Work on the plan started about two years 
ago when the NSES requested industry of 
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~The last word in Modern Engraving 


Convenient time 
payments. Geta 
New Hermes ond pay 
out of profits! 





ircan “Oo N E.. alphabet : 


e Tracer guided— : 
anyone can operate it 4 





e Diamond cut— 
brilliant as hand engraving 


e Profit maker for 
every jeweler 


For engraving of 

silverware, jewelry, pens, 
watches, compacts, lighters; 
from soft metal to 
stainless steel. 








13-19 University Place 















the country to start thinking 
mobilization. The jewelers’ 
promptly complied. 

Its first step was to start gathering jp. 
formation on the conversion history and the 
conversion potential of member manufac. 
turers. 

It began assembling items made for the 
war effort by the various jewelry firms. 
These are becoming part of a display in. 
tended to illustrate the broad scope of the 
industry's production ability. It also shows 
the number of services that benefitted from 
the industry’s participation in the last war 
production program. 

Also resulting from the study js a 
pamphlet showing what the various com- 
panies are equipped to do in a new war 
effort. It points up the large war produc. 
tion potential possessed by the industry, 
Also discussed are the technical services 
skills and manpower available. 


about war 
association 


INDUSTRY REACHED 70% CONVERSION 


It that the industry reached a 
stage of 70 per cent conversion to wartime 
products during World War II. 

[t also points up that the equipment in 
these factories for peacetime operation js 
capable of turning out a large number of 
small precision-built items needed in war- 
time. 

The other part of the program has to do 
with procurement. 

Available now at the association’s office 
in the Providence Sheraton-Biltmore Hote] 
is complete information on methods of pro. 
curing government work from the various 
covernment agencies. Procurement of war 
work has become an activity of the associ- 
ation staff. Close contact is being main- 
tained with government agencies in order 
keep manufacturers fully acquainted 
with the government’s needs. 

The association has thus become a link 


shows 


Lo 


between the government and the jewelry 
companies. It aims to keep government 


advised of ways in which the 
jewelry industry can help the war effort 
and to keep the firms aware of the gov- 
ernment business that is available. 


agencies 


As part of this program the association 
has staff representatives making the rounds 
of procurement agencies in Boston, New 
York, Washington and Philadelphia. 

They have a four-fold job: 


1—To acquaint the various procurement 


agencies with the industry’s capacity for 
war work. 

2—To learn government procurement 
methods. 


3—To determine from the agencies and 
pass along to the manufacturer information 
regarding specific items that are needed 
and which can be made by the jewelry 
firms. 

4—To get information relative to prime 
contractors so that jewelry firms will be 
able to contact them regarding sub-con- 
tract work. It is planned to place associ- 
ation representatives on industry mobiliza- 
tion committees of some of the large prime 
contractors and thus be on the ground floor 
when sub-contracts are let. 


The association proceeded with its pro- 
cram on the theory that it was an essen- 
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tial step if the thousands of persons em- 
ployed in the jewelry plants of the country 
are to have jobs during a national emer- 
Pe Rikeed Frankovich, executive secre- 
ne points out that the industry is ex- 
ceedingly vulnerable to war since it makes 
a non-essential item from strategic mate- 
rials. . 

He notes with pride the war job done 
by the industry in the last war and holds 
the belief that some mistakes then made 
need not be re-made. With the aid of the 
program now in operation, he says, an even 
greater war job can be done if the need 
for it develops. 


~ —_ -— ——  --— 


Parker Pen to Manufacture 
Butane Gas Fueled Lighters 


Exclusive rights to manufacture and dis- 
tribute Flaminaire, the original butane gas 
fueled lighter, have been acquired by the 
Parker Pen Co., it was announced re- 
cently at the pen company’s headquarters 
in Janesville, Wis. 

The pen company will undertake imme- 
diate distribution of the product now being 
manufactured in Paris, France. Subse- 
quently, the lighter will be manufactured 
in the United States after proper facili- 
ties and necessary tooling phases have been 
arranged and marketing preparations have 
been completed. The move will mark the 
company’s first entry in its 61-year history 
into a field other than writing instruments. 





Construction of Flaminaire in brushed metal 

finish is compact and sturdy. The pocket 

lighter complete with cartridge weighs only 
3/5 ounces. 


Flaminaire, a wickless lighter which 
burns vaporized butane, was invented by 
Marcel Quercia and Georges Ferdinand. 
lt has been marketed successfully for five 
years in France, and was introduced in 
the United States in 1948. 

Performance of the butane lighter has 
established its ability to provide upwards 
of 3000 lights, or more than a five-month 
supply for the average smoker, from a 
single cartridge. The butane fluid is in 
gaseous form as it is released from the 
cartridge and is ignited by flint spark. 

Plans of the pen company provide for 
the widening of distribution to several 
thousand franchised dealerships in the next 
three months. Concurrently, sales promo- 
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tion and advertising on a nationwide scale 
will be undertaken. 





GIA Representative 
On Tour Through East 


Immediately following the ANRJA con- 
vention in August, a representative of the 
Gemological Institute of America left on 
a good will tour to acquaint uninformed 
jewelry trade members with the purpose, 
services, and functions of the GIA, and 
to assist GIA students in organizing GIA- 
sponsored study groups to supplement 
training received through their regular 
correspondence course studies. 

Assistant Director Richard T. Liddicoat, 
Jr., representing the Institute, will en- 
deavor through his contacts with jewelry 








firms and individual jewelers to familiarize 
them with the services the GIA provides 
the trade. 

In sending a representative on_ tour, 
the GIA is concerned not only in making 
its services available to more members 
of the trade, but is desirous also of as- 
sisting those who wish more information 
regarding the benefits of gemological 
training. 

Anyone in the industry who is consider- 
ing gemological training is invited to 
contact Assistant Director Liddicoat at 
GIA’s Eastern Branch, 5 E. 47th St., 
New York, for consultation and advice. 


q Sol Fisher of the Wakefield Watch Shop, 
Inc., Wakefield, Mass., is opening a new 
store in Lexington, Mass. 





























for the jeweler 


Nationally advertised goods are well rep- 
resented in the pages of the B A & Co. 
Catalog and the displays include not only 
articles for personal wear and use but also 
many household appliances, now so much 
in demand. Be familiar with what we have 
to offer in fast selling merchandise. 


BEA. ALLEN & C0.. Ine. 


SILVERSMITHS BLOG. - 10 $. WABASH AVE. - CHICAGO 3, ILL. 
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Survey Shows Prices on Fair Traded Items 
Have Not Increased Since Korean Conflict 


In order to ascertain the price behavior 
of fair-traded products, since the outbreak 
of war in Korea, the Bureau of Educa- 
tion on Fair Trade conducted a tele- 
graphic survey of 300 manufacturers, se- 
lected at random, in all fields in which 
fair trade is prevalent. 

The following telegram was sent to these 
manufacturers on August 2nd: 

“In World War II fair trade prices 
showed remarkable resistance to inflation. 
Bureau of Education on Fair Trade, there- 
fore, is assembling data on behavior of 








fair trade prices in current war crisis. 
You and other leading manufacturers in 
fields where fair trade is prevalent are be- 
ing polled to find out what has happened 
to fair trade prices or what is likely to 
happen to them in foreseeable future. Have 
your fair trade prices remained  un- 
changed? Are they likely to be pushed 
up because of war conditions? We do 
not expect specific statistics but would 
appreciate indications of trends. All com- 
pany names will be kept confidential in 
publicizing results of poll. Your informa- 























NOBLE 
EASY FLOWING 


SOL DE & 
‘*Best on Earth ’’ 


Recommended for use with 
10k yellow gold. This solder is 
of lower gold content than qual- 
ity of gold for which its use is 
recommended. 


....F. 4. NOBLE « company 


M 
®) Brand Solde 
559 W. S9tnH STREET 






anufacturers 
rs and Noble Findings 
CHICAGO 21, ILL. 








It’s your guarantee of Satisfaction. 


A solder for every Jeweler’s need. 


Distributed through wholesale dealers 
—everywhere. 


MANUFACTURERS SINCE 1872 


F.H. NOBLE and COMPANY 





559 WEST 59TH STREET CHICAGO 21, ILLINOIS 


Branch Sales Offices: 


15 Maiden Lane 
New York 
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tion will simply be correlated with other 
data in a general summary. Your im- 
mediate cooperation will be appreciated,” 

As of August 17th, responses both by 
telegram and letter had been received from 
125 manufacturers, or 42 per cent of the 
total queried. 

Of the 125 manufacturers responding to 
date: 84, or 67 per cent, sell some or all 
of their products under fair trade; 4], or 
33 per cent, do not fair trade their prod- 
ucts. 

A breakdown of the responses from the 
84 fair-trading manufacturers shows: 

Have not raised prices and do not ex. 
pect to do so in foreseeable future. . , , 73 
firms, or 87 per cent. 

Have not raised prices but expect to do 
so in near future. . . . six firms, or seven 
per cent. 

Small price increases already made. . 
five firms, or six per cent. 


PROMISE TO HOLD PRICE LINE 


The resolve of manufacturers to avoid 
raising their fair trade prices is reflected 
in the following comments culled from 
their responses to the Bureau’s survey: 

“You're entirely correct in saying that in 
World War II, Fair Trade prices showed 
remarkable resistance to inflation. At least 
that statement holds true insofar as our 
own products are concerned . . . our prin- 
cipal lines have not changed at all in 
price during the period from 1937 to date 

. our price structure today is essentially 
the same as it was before World War II 

. .’—by a maker of men’s pipes. 

“So far as we can determine at the pres- 
ent time, we do not anticipate increasing 
our fair trade minimum prices on any of 
our models . . .”-—by a producer of elec- 
tric shavers. 

“Our Fair Trade prices have remained 
unchanged in face of present crisis. We 
will resist any pressure trying to push 
them upward. We are firmly convinced 
that any changes in price structure of 
whole economy at this time or in predicta- 
b'e future will act to bring on dreaded 
government regulation . . .”—by a maker 
of pen and pencil sets. 


PRICES STILL AT PRE-WAR LEVELS 


It is clear that fair trade prices, to date, 
have remained at pre-Korean levels despite 
the price rises noted in the press in many 
other items. As of August 17, 94 per cent 
of the fair-trading manufacturers who re- 
sponded to the Bureau’s survey had not 
increased prices; of this, 87 per cent do 
not expect to raise their fair trade prices 
in the foreseeable future, while 7 per cent 
do expect to do so. Only 5 of the 84 fair- 
trading manufacturers included in_ this 
study had raised their fair trade prices 
since Korea, and even these five said their 
price increases were small. 

It is perhaps also interesting that a ran- 
dom selection of 300 manufacturers in 
fields in which fair trade is practised dis- 
closes that two out of every three manufac- 
turers in these fields choose to sell their 
products under fair trade in order to pro- 
tect the property values of their nationally 
known and advertised trade-marks. 
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with canary and topaz the predominating 22nd, at the 24-Karat Club in New York 


jic Holds F ashion Clinics colors. Texture is also important, accord- for costume jewelry manufacturers. These 


. ing to her report and she described twisted meetings which will be held periodically, 

In p rovidence and N. Y. gold cables sprinkled with white stones are designed to coordinate jewelry trends 

than 150 manufacturing jewelers and combinations of baroque, cabachon in this particular branch of the industry 

— Providence-Attleboro area met at and cut stones in large pins as typical and to help in meeting the various pub- 

in the ‘Sian Mend ta Deviiieeee examples. licity and public relations problems con- 
the Sheraton She urged the promotion of the tiara fronting the group. 


September 20th to hear Martha Percilla, Paige ll | 
Scie Director of the Jewelry Industry as jewelry to be worn on not so formal 


occasions and suggested that they be pro- ° 
~ounci t on fashion trends for _— 
Council repor moted for such oceasions as theater wear, | Pos Watechmakers Hold Outing 

















Spring; 1951. he hem gpallig n = She showed several examples of rings Approximately 500 members of the Watch 
was the ~ rage go , one brought back from Paris recently as ex- Makers Association of Pennsylvania and 
was ng ae a ie ; rind one a : amples of ideas which might be used in their guests attended the annual basket pic- 
the = pont epsaorpagi ee designing new “personality rings.” nic of the group held at West View Park, 
” — wapene es oo a Following up this meeting, the Jewelry Pittsburgh, on Sunday, August 13th. 

n ‘ - seluded cecilia <iiemaiia:- eal Industry Council held a fashion and pub- Entertainment as well as prizes were 
gram fas lic relations meeting Friday, September furnished for both young and old. 


clinics for the public and for retailers, 
but this meeting which was timed to aid 
manufacturers in planning their new 
Spring lines represents a new step in its 
expanding fashion service. 

















MARTHA 
PERCILLA 
Fashion Director 


Jewelry Industry 
Council 

















From the beginning of her talk, Miss 
Percilla stressed the fact that the whole 
silhouette in new fashions should de- 
termine the design trend which jewelry 
would take. Showing the audience several 
different types of clothes and changing 
various jewelry accessories worn by the 
model, she pointed out the pitfalls in try- 
ing to design jewelry accessories inde- 
pendently of the rest of the fashion picture. 

She pointed out that manufacturers 
might design the most beautiful jewelry in 





the world year after year but that unless Three generations of brides have 

it was keyed properly to the clothes that recorded their romances in Gibson 

were currently in fashion, it would not be ; 

successful. Bridal Books. These beautiful books 
Using the recent Paris showings as a have become a family tradition— 


trend guide, Miss Percilla forecasted that 
the big, importantly sized pin would be 
a fashion leader in the months to come. 
She told the audience that these pins did 
not necessarily replace the small pin, W.62—List $7.50 
which has always had its place in the Senta Se 
fashion picture, but is rather an additional 
piece to be sold. 

She said that although hair was longer, 


' 
1 
it was still sleek and away from the face KR (7 
— | Opp G: re # 
and hats are still small and simple in ) . Jd. Giksop iy DOMftany Company 
P i B L tI Ss H E R Ss 
’ 
| 
| 


something every bride must have. 


C. R. Gibson & Company, Norwalk, Conn. 

Please ship us an Assortment of Gibson Brical Books to retail 
C2 $1.50 to $3.50 [ $2.00 to $4.50 [1 $3.50 to $10.00. Total 
cost of Assortment should approximate [(_} $25 [] $50 [J $100. 
pe doz. W-62 





shape. This makes the large button type 
earring continue in importance. Paris Gy Address 
showings indicate that the chandelier ear- Nerwalk, Connecticul 


ring is being replaced by the long, thin New York Display e 200 Fifth Avenue 
Mail orders to Norwalk 








pendant type. She also mentioned as 
“something to watch,” the earring that Look for the Gibson Gift ae at leading Gift Shows from 
° ° Coast to Coast 

looks like two, clipped one above the 
other on the ear. 

| Although glitter jewelry seemed to be 
in the forefront, colored stones and pearls 
were important in the Paris collections 


Signed by Title 
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Turning out the jewelry that will be sold 
this fall and winter in the retail stores of 
the country is giving the jewelry manu- 
facturers a number of headaches. 

The number one headache is manpower. 
By mid-August the available help in the 
Providence-Attleboro sections had been ab- 
sorbed as companies got an early start on 
hirings for the fall promotion schedules. 

It was generally conceived after the 
Korean fighting broke out that the jewelry 
industry may sooner or later be upset by 
government procurement programs involv- 
ing the raw materials of the industry. 



























Raw Material and Manpower Problems 
Beset New England Jewelry Manufacturers 


So many of the plants began to hire as 
much as a month ahead of normal hiring 
time. The result was the depletion of the 
labor market before the month of August 
was out. 

Plants are also working longer hours, 
night shifts and are considering swing 
shifts to solve the help situation. 

Early in September the Employment Se- 
curity office in Providence reported that 
2000 workers would be needed by the in- 
dustry to fill out production schedules for 
the jewelry industry in the Providence area 
alone. It was expected that most of this 

















































































(.& E MARSHALL CO. 


DEPT. JC 1445 JACKSON BLVD. 
CHICAGO80, ILLINOIS 
28 DISTRIBUTORS AND BRANCHES IN 
PRINCIPAL CITIES THROUGHOUT THE U.S.A. 


..-for integrity 


The C. & E. Marshall Company for 
many years has supplied jewelers and 
watchmakers all over the country with 
quality products at lowest prices con- 
sistent with fine quality. And guar- 


anteed by Marshall. 


.«-for service 


The 28 distributors and branches of 
C. & E. Marshall throughout the USA 
assure you of having the right prod- 
ucts at the right time, regardless of 
your location. Each distributor and 
branch office carries a complete stock 
of Marshall Products for your con- 
venience. 


.«-for economy 


Marshall quantity production and 
mass distribution give you economy 
along with the highest quality prod- 
ucts. Write for free information, no 
obligation, about how these Marshall 
services increase sales in other de- 
partments through your watch repair 
department. 


















number would come from outside the lab 

market; that housewives would do as the, 
have done in other war years, work Bt 
shifts in the late afternoon and early Pn 
ning to earn Christmas money. | 

While the manpower squeeze has been 
developing the manufacturers have been 
having another battle with raw materials 
For the most part the industry uses strate. 
gic materials. This, together with Strike. 
created shortages in copper and the like 
has posed another real problem. ) 

Deliveries of brass have been slow be. 
cause of the copper lack. Zinc and tin have 
also been in short supply. 

So far, the manufacturers have been able 
to procure sufhcient raw material to make 
curtailment of operations unnecessary. 
Some have found it necessary to dip quite 
heavily into raw materials inventories be. 
cause shipments were not large enough to 
keep the factories running. 

Materials are costing considerably more 
than when some of the lines were created. 

Factories are endeavoring to produce now 
against the needs of their customers to 
come later in the season. 

All of their efforts notwithstanding, jt 
appears that they will have a struggle in 
keeping abreast of the orders because they 
are coming in even in larger quantities 
than was expected. A good season had been 
anticipated but the thoughts of war have 
boosted the prospects above expectations, 





WINS SILVER SET 





Henry Gelula (left), of Friedeberg’s, At- 
lantic City, N. J., is shown receiving first 
prize of an English reproduction seven- 
piece tea and coffee set from Bernard 
Charkow and Al Liebowitz, sales represen- 
tatives of L. Luria & Son, Inc. 

The presentation took place at a special 
Luria merchandise exhibit at the Mayflower 
Hotel in Atlantic City which was attended 
by retail jewelers throughout the area. 





Mele Fall Catalog Ready 


The Mele Manufacturing Co., Inc., 366 
Fifth Ave., New York 1, N. Y., announced 
that its Fall Catalog showing their complete 
line is now ready. For a preview of one of 
their new jewelry boxes equipped with a 
secret “Hide-away Tray,” see the “They're 
New” pages of this issue. 
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Jerry Macy. Chicago Jeweler, 
Presents Ring to Jazz Pianist 


Jerry Macy, Chicago jeweler and ardent 
jazz fan, recently expressed his long-time 
,dmiration for Earl “Fatha” Hines by pre- 
senting him with a diamond ring. The oc- 
casion took place while the famous jazz 
pianist was appearing with Louis Arm- 
strong and the All Stars at Chicago’s Blue 
Note. 

At the presentation, which took place at 
Macy’s establishment, the jeweler paid 
tribute to Earl Hines’ perennial success as 
q top-flight musician and his profound in- 
fluence on many of today’s jazz pianists. 
Hines was overwhelmed upon accepting the 
valuable gift and said it was by far the 
most outstanding gift he’d ever received 
from a jazz fan in his long musical career. 





To express his long-time admiration for Earl 

"Fatha" Hines (right), Jerry Macy, Chi- 

cago jeweler, recently presented the famous 
jazz pianist with a diamond ring. 


It was at Chicago’s Grand Terrace ball- 
room that Earl Hines organized one of 
the leading orchestras of the country. 
Hines held forth here for some ten years 
and won hundreds of friends and followers 
—among them was Macy. The Grand Ter- 
race band made musical history on rec- 
ords and today these records are regarded 
as jazz classics. 


Added Feature to Marshall 
Watch Cleaning Machine 


C. & E. Marshall Company’s Little Giant 
Watch Cleaning Machine, long a favorite of 
many leading watchmakers, is now being 
marketed with the added feature, Auto- 
matic Reversing Operation. The Automatic 
Reversing Operation, together with the 
square jars, prevents a vortex from form- 
ing in the solution and creates complete 
agitation of solution over and through the 
basket at all times. 

[t comes equipped with a ball bearing 
motor wound for both forward and reverse 
action. The round column is ground to 
sie and chromium plated to assure uni- 
formity on the entire column. Unit can 
be raised or lowered with one hand. No 
knobs to turn, no motor carriage to lift 
or turn. You simply release the pressure 
of your fingers on the finger tip locking 
device and it locks automatically. 

The three square jars rest upon the 
open turntable which can be easily cleaned. 
This turntable keeps the work always in 
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thickness of mesh straight to the parts to 
be cleaned. Efficiency has been the keynote 
in every phase of designing this machine. 
There is no necessity to turn the motor 
and basket from one jar to another, since 
the ball bearing turntable keeps the jar or 
drying chamber which is in use, always in 
front of you. 

The Little Giant Automatic Reversing 
Watch Cleaning Machine is now available 
from C. & E. Marshall Co., Box 7737, Chi- 
cago 80, Ill., or from any distributor of 
C. & E. Marshall Co. products. The Little 
Giant Automatic Reversing Watch Clean- 
ing Machine is priced at $82.50. This same 
machine with manual reversing is still 
available for $67.50. 


front where you can see it at all times. 
The jars are held rigidly so there is no 
rattling while the machine is in operation, 
and are made extra high to permit the 
lower half for solution and the upper half 
for throw off. Each jar has a specially de- 
signed, durable cover which is unaffected 
by cleaning or rinsing solutions. 

A metal shielded heating unit protects 
the heating coil, thus preventing oxidation 
of an ordinary, exposed heating coil. This 
increases the life of the coil and also gives 
uniform heat to the watch parts. 

The basket is constructed of stainless 
steel and the various sections fit together 
in one frame. The eight specially designed 
vanes force the solution through only one 














Ube you order King 0 Bis 
‘You get this tray-and mare! 
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ment is polished and reviewed an- 
nually to insure steady turn-over of 
each design featured. 

Here’s what you get with your 
initial order of twenty Rings-O- 
Bliss matched wedding sets... 


Twenty-four hour service for 
personalized engraving and ship- 
ment of every set you sell. Again at 
no extra cost, just part of our ex- 


An eye-catching tray... 
tensive service-to-dealers program. 


grain-leather, velvet-lined; the per- 
fect complement for the merchandise 
it displays to such striking advan- 
tage. Yours at no extra cost. 


Extra sales and added profits 
that come when fine rings are dis- 
played to maximum advantage in 
the eyes of potential buyers. All 
yours with Rings-O-Bliss. 


Write for beautiful catalog of Bliss Rings 
A few choice territories available for established salesmen 


Ble King C2 


29 EAST MADISON STREET e CHICAGO 4, ILLINOIS 


A complete line of high quality, 
fast-moving sets in all sizes. Assort- 
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Watch Distributors Report | 


Rise in Chronograph Sales 


A rearmed America is going to boom 
the sale of chronograph watches for mili- 
tary and civilian use during the months 
to come. This is the consensus of many 
New York watch distributors. 


Popularized by the American G. I. dur- 
ing World War II, the wrist chronograph 
is widely used by traveling men, teachers, 
lecturers, doctors, nurses, sportsmen, pilots, 
time study engineers and others in many 
walks of life. 

That the heavy wartime sale of chrono- 
graphs was already being felt was indicated 
by such watch distributors as Walter 
Kocher. who represents the Bovet Watch 





Co. 


“In my experience every period of emer- 
gency greatly increases the demand for 
chronographs,” Mr. Kocher stated. “Cer- 
tainly the events of the past months have 
again illustrated this. Practically all of 
our customers have been ordering chrono- 
graphs, many by wire or long distance tele- 
phone.” 

Pointing to evidence of a long-range 
rearmament program, R. S. Kelbert, Kel- 
bert Watch Co., said: 

“This civilian and military rearmament 
program promises an enormous upsurge in 
chronograph sales. This organization has 
already noted a significant sales increase 
in chronographs and we believe that pres- 
ent conditions will continue to stimulate 
this increase.” 

Clarke C. Hambley, the Henri Stern 








VULCAIN 


cricket 
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The first precision ALARM wrist watch ever 
perfected. The only ALARM wrist watch that rings 
so loudly, so clearly. Famed for accuracy; serviced 
throughout the world. Made by Vulcain, makers 

of renowned Grand Prix Watches since 1858. 


GOLD-FILLED $ 7; 50° 


stainless steel back 
In 14K Gold — $210. 














FOR HER 


14 K Gold lady’s watch, 
17 jewels.* $66.00 


FOR HIM 


14 K Gold man’s watch, 
17 jewels, gold-applied 
figures, alligator strap.* 


$132.00 


includes Federal Tax 





ALSO 


vULCAIN 
Grand Prix Watches 











VULCAIN WATCH COMPANY, 
West Coast: Hubert A. Wood, 649 South 
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INC. 630 Fifth Avenue, New York 20 
Olive Street, Los Angeles 14, California 











Watch Agency, Inc., also commented op 
the effect of the Korean conflict on the 
sale of Universal-Geneve chronographs, 

“We have noticed a definite increase 
in our chronograph sales which we can 
positively attribute to the current interna. 
tional situation,” he stated. 

A spokesman for the Aristo Import Co 
confirmed this trend. 

“There is no doubt that with an enlarged 
military force, the increase in the need fo, 
wrist chronographs will be tremendous and 
consequently the need for trained chrono. 
craph repair men.” 

Emphasizing the long-term sales strength 
of the wrist chronograph, S. Stanley Moser, 
Louis Aisenstein & Bros., commented: 

“Under any increased military program 
naturally chronographs come forward as 
«ifts in the mind of the public. They there. 
fore represent to the jeweler a logical item 
for promotion, to take advantage of the 
natural selling strength chronographs have 
as gift ideas.” 

Looking forward to a continued steady 
demand for chronograph watches, Law. 
rence L. Preiss, Pierce Watch Co., said: 

“With the great number of men being 
enlisted in service, chronographs will be 
indispensable. 

“A far greater number of qualified watch. 
makers are available,” he added, “through 
the good work of the Western Pennsyl- 
vania Horological Institute.” WPHI has 
developed the simplified Esembl-O-Graf 
method of chronograph watch repair con- 
tained in the 24-volume Esembl-O-Graf 
Library and taught at the school in Pitts. 
burgh, Pa. 





NEMJ&SA Stockholders to Meet 


The annual meeting of the stockholders 
of the New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association will be held 
on the evening of October 19 in the main 
ballroom of the Sheraton-Biltmore Hotel, 
Providence. A dinner at 6 P.M. will be 
followed by the business meeting of the 
association. 





Children's Day Poster Unveiled 





Pee 





ee 


Members of the Children’s Day Advisory 
Committee unveil the 1950 Children’s Day 
poster, together with George J. Hecht, 
chairman of the Children’s Day National 
Council and publisher of Parent’s Magazine. 

The first national celebration of Child- 
ren’s Day in 1949 was a great success and 
Children’s Day will be observed again this 
year on Sunday, October 15th. 

Copies of the official Children’s Day 
poster are obtainable from the Children’s 
Day National Council, 52 Vanderbilt Ave., 
New York 17, N. Y. 
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4 Saul Blitz, Kittay & — Inc., 48 W. \. Y., has sold his interest in the firm to 
48 St.. New York, returned home on Sep- his son, Jerome Hartman. Jerome will 
tember 16th from a five-week tour of Eu- continue to operate the store under its 
rope when he visited the principal stone present trade name. Benn has purchased 
markets. Mr. Blitz reports that owing to the the long-established jewelry firm of Na- 
increased cost of labor and materials in than H. Minkin in Palm Beach, Fla., and 
Europe prices there are likely to rise will take over operation of the store on 
within the next few months from ten to November Ist. 
twenty per cent. He stated that the mar- q The enlarged and modernized jewelry 
Let in this country for imitation and syn- store of Ray’s, Inc., has been opened at JECKLACES AND 
thetic stones showed a marked improve- 116 W. Water St., Elmira, N. Y. At pres- a ad is RAC 
ment in July and demand continues strong. ent the company will occupy the main floor 
4 Jacques Mandelbaum, of the firm of and basement of the four-story building 
Jacques Mandelbaum, Inc., diamond im- but after January lst it will utilize addi- 
porters located at 2 W. 46 St., New York, oe as other lines of merchandise 
celebrated his 25th anniversary in the are adced, *~ _ 
jewelry trade on September 3rd. JACK J. F E LSEN a: Ln. &.4 IN 
q Articles of incorporation have been Technical Proaram Highlights aa Se 
cranted to the firm of L. S. Dinhofer & . piri asc 
Son, manufacturing jewelers at 74 W. 46 Meeting of N. Y. Watchmakers 
St. New York. Leo S. Dinhofer and Mar- The first autumn meeting of the Horo- 
tin Dinhofer were listed as the incorpo- logical Society of New York was held at 
rators. the Capitol Hotel on September 5th. 
4 The New York office of the Towle Mfg. An interested group heard James J. 
Co., Inc., formerly located at 20 W. 47 O’Shaughnessy, president of the society, 
St., was recently moved into new and ultra- speak of plans for fall activities as well as | 
modern quarters at 581 Fifth Ave. impending constitutional amendments. | 
q Irving Fabrikant, M. Fabrikant & Sons, Highlight of the evening was the tech- | 
580 Fifth Ave., New York, sailed for Eu- nical program which was devoted to an- | 1 i 4 
rope on the S. S. Liberte on August 25th. swering some technical ticklers. Some of | 
He is visiting the diamond centers in Ant- the questions answered were: | 
werp, Belgium; Amsterdam, Holland, and 1.) Modern trends in watchmaking tend | 
Tel Aviv, Israel. to do away with the regulator. What ad- | 
q Robert Glaudel, jeweler formerly located vantage is gained? | 
at 15 Maiden Lane, has moved into new 2.) What is meant by “gravity escape- | MANNING OPAL CORPORATION 
and larger quarters at 68 Nassau St., New ment”? What is its advantage and where | 22 West 48th Street, New York 
York. is it used? | Phone: Plaza 7-0622 
q The first fall meeting of the New York 3.) What is a quick train and what are | 
Guild of the American Gem Society was its advantages? 
held on September 19th at the cutting 4.) What is an equidistant escapement; 
plant of Lazare Kaplan & Sons, Inc., 64 a circular escapement; a mixed escape- 
Fulton St., New York. Highlight of the ment, and the better points of each? | D | A Ad O Ni D S 
meeting, which was preceded by an in- 5.) If the center distance from the escape | 
formal Dutch treat dinner, was a demon- wheel center to the pallet center in an | - a s Fou Barer 
stration of diamond cutting at the Kaplan equidistant escapement measured 3.00m/m, | need. We fill wn te promptly by mail. 
plant. what should be the distance from the pal- | we wig met? af Reale 1958. Ask 
q Murray Chuven, manufacturing jeweler, let center to the locking corners of the | 576 Fifth Ave 
formerly associated with the firm of pallet? | H. SoRIN New York 19, N. Y. 
Chuven and Schecter, Inc., 2 W. 47 St., 6. What is the advantage of a recoil | 
New York, recently announced the open- click? 
ing of his new office in the Essex Build- 7.) Who invented the gridiron pendulum | 
ing, 31 Clinton St., Newark, N. J. and describe how it operates? «A éy” 
q The brilliancy and fire of diamonds and 8.) If the cannon pinion in a watch had ORIENT 
other gemstones was the main topic under 10 teeth and the minute wheel had 32 teeth C() (TOURED PEARLS 
discussion at the first autumn meeting of and its pinion eight leaves, how many teeth of al = Bees 
the Greater New York GIA Study Group should the hour wheel have? 
held on September 5th at the Hotel Diplo- These questions aroused so much interest 
mat, 108 West 43 St., New York. Main that it was decided to continue a technical 
features of the meeting were a demon- program of this nature at every meeting. 
stration on the effects of proper and im- Among those appointed to serve on a tech- 
proper cutting and an address by Bert nical board to answer these questions at 
Krashes, instructor at Eastern Headquar- future meetings were Mr. O’Shaughnessy, 
ters of the Gemological Institute of Foster Brown, Henry B. Fried, Paul Zwil- SIMON 4 BROS CO 
America. linger, and many other well known watch- ad © 
q H. Clements, jeweler, formerly located makers. LES 
at 512 Fifth Ave., recently moved into new Dr. A. L. Rawlings, vice president of the THIMB 
quarters at 516 Fifth Ave., New York. society, will preside at the next meeting of 
q Benn Hartman, of Benn Hartman & Son, the group which will be held on October 269 So. 9th ST. PHILADELPHIA 
35-year-old jewelry business of Catskill, 2nd. 
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Refractive index about 
10% higher than Diamonds 


Samples on Request 








HENRY 


LAPIDARY, INC. 


Ja: WEST 47°" St, PHONES: PLAZA 7-4815 
NEW YORK 19, N. Y. PLAZA 7-4816 








— Elegance in Simplicity — 





BY CHARM CRAFT CORP. 


Rope Bracelet, so soft yet so sturdy, with soldered links 
and a greater variety of charms than shown. Available 
in 14K, Gold Filled. Sterling Silver Rhodium finished. 


Finest Quality Finish 
From $4.50 Keystone Boxed 


CHARM CRAFT CORP. 
Mfr's of 14K, Gold Filled & Sterling Silver Jewelry 
198 Broadway New York 9, N. Y. 
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Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Cataleg 


ROYAL TAG & LABEL CO. 
220 W. 19th St, NEW YORK 11, N. Y. 




















—from the diamond cutter 
to the retailer— 
INQUIRIES INVITED 


NEW YORK DIAMOND IMPORTING CORP. 


wholesale jewelers 
565 FIFTH AVENUE — NEW YORK 17, N. Y. 














N. Y. 24-Karat Club to Honor 
Cohn and Kaufman at Luncheon 


The Twenty-Four Karat Club of the 
City of New York will honor two of its 
members, Sigmund Cohn and Julius Kauf- 
man, at a luncheon to be held on October 
3rd in the Perroquet Suite of the Waldorf 
Astoria Hotel. The luncheon will precede 
the regular meeting of the Club. 

For many years past, both Sigmund Cohn 
and Julius Kaufman have done much to 
provide pleasure and enjoyment for mem- 
bers of the Club. 

Mr. Cohn has invented and_ supplied 
baffling and intriguing games at the Club’s 
annual summer outings which reduce the 
ego of members and yet give so much 
pleasure. 

Julius Kaufman has worked hard for 
many years as Chairman of the annual 
beefsteak party and through his efforts has 
made the affair one of the Club’s social 
highlights. 


-—_——_____. —__» 


Mark 50th Wedding Anniversary 


Congratulations are in order for Mr. and 
Mrs. Harry C. McCormack of Buffalo, N. 
Y., who recently celebrated their 50th wed- 
ding anniversary. A golden anniversary 
party in their honor was held on August 
28th in the Buffalo Athletic Club and was 
attended by their children and relatives 
who traveled from near and far to partici- 
pate in the celebration. 


1 ORE 


Mr. and Mrs. 


A resident of Buffalo since 1918, McCor- 
mack is vice president of T. C. Tanke, Inc., 
and a widely-recognized authority on dia- 
monds. He was in the jewelry business in 
his native Newark, N. J., Binghamton and 
New York City before settling in Buffalo. 

Eugene Tanke persuaded him to give up 
his own Fifth Ave. jewelry store in New 
York to become a member of the Buffalo 
firm 32 years ago. 

Mrs. McCormack is the former Emily 
Ruth Wells of Montrose, Pa. The couple 
was married in Montrose September 4, 
1900, after meeting about five years pre- 
viously at a picnic in Binghamton. 

McCormack has designed jewelry for 
several celebrities during his long service, 
the pieces including a gold watch with 
buffalo in high relief for the late William 
(Buffalo Bill) Cody. 





Sheffield Presents Anniversary 
Gift to Silverware Buyer 


Miss Nellie Farley, silverware buyer for 
L. Bamberger & Co., Newark, N. J., was 
feted at a dinner at New York’s Waldorf 
Astoria Hotel on September 19th. Louis 






Farber, president of the Sheffield Silver 
Co., presented Miss Farley with a gold 
watch in honor of her 50th annive 
in the silver field. 

Members of the Bamberger and R. H 
Macy silver departments were present, 


rsary 





MLHS Plans Annual Dinner 


Members of the Maiden Lane Historica] 
Society are scheduled to attend the annual 
dinner of the organization on October 26th 
at the Hotel Warwick, New York. The 
evening will be purely one of social fes. 
tivities with no speeches except a few 
brief remarks of welcome by President 
Frank J. McCormack. 

As usual an informal get-together and 
cocktails will occupy the half hour from 
6:30 to 7:00 P. M., immediately preceding 
the banquet. An entertaining and varied 
floor show will be presented after the 
dinner. 

On the banquet committee are Frank 
J. McCormack, president of the MLHS. 
Francis Petersen, secretary-treasurer, and 
George Schofield, trustee. 





Spector Feted at Dinner Party 


A dinner party in honor of Max Spector 
was held on September 20th at the Wal. 
dorf Astoria Hotel, New York, to com. 
memorate his 30 years of association with 
Dalsheim Accessories, Inc. The party was 
tendered by employees of the company. 

Spector joined Dalsheim in 1920, when 
he was 16 years old, as an errand boy and 
shipping clerk. 














REPAIRS and PLATING 
in GOLD and SILVER 


31 Years of Continuous 
Service to the Trade 









from 
Coast 
to 
ee Coast 
(Before) 
(Atter) 
Highest > 
Quality 
Workmanship 














HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 
Mastercraftsmen—Sliiversmiths 
17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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Genuine Bohemian 
Garnet Jewelry 


SWISS TO DISTRIBUTE "WATCH FASHION PARADE’ DISPLAY 


i= JRE ART CH TEL Swiss 
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Finest Old-World Craftsmanship . . . 


This five-piece full-color display will be distributed to jewelers throughout the United States 
Reasonably Priced 


by The Watchmakers of Switzerland for use during the forthcoming "195! Watch Fashion 
Parade,'’ October 26 through November !1. 


Wide selection of Rings all 10K gold. 














Jewelers throughout America will soon piece. The small die-cut panels have per- | Earrings, brooches, crosses, necklaces, 
receive the new five-piece window display, forated slots that permit the mounting of | and bracelets (both flexible and rigid) 
to be distributed without charge by The a suitable watch on each easeled unit. | 
Watchmakers of Switzerland. The slogans on the panels offer the jew- | Memo Selection to well 

Designed to help the retailer sell time- eler an opportunity to exhibit special fea- | Rated Jewelers 
pieces during the Jewelry Industry Council ture watches as well as fashion timepieces, | 
sponsored “1951 Watch Fashion Parade,” extending the Swiss promotion of a “sec- | ERN EST BURG 
October 26 through November 11, the dis- ond” watch for men and a “wardrobe of | . 
play features a full-color three-dimensional watches” for the well-dressed woman. | 29 E. Madison St., Chicago 2, Ill. 
centerpiece reproducing the current con- neni | 
sumer advertising of The Watchmakers of | 





























Switzerland. | . 
Four small side panels—two devoted to | y d ( tt 
the sale of men’s watches and two to wo- | Leather Goods lamon U ers 
’s timepieces—ac any th ter- iati 
men’s timepieces waineinianes 1e center gn Rec utting a nd Repai ring for the Trade 
: eee e-elects 
Buckley Expert diamond cutting for the 
FRE F TO JEWELERS President Best jewelers in the country for 
ayreacawve THOMAS A. BUCKLEY the past 35 years. 
DISPLAY President of ' ; 
NO. 71 AS. Buxton, Inc. -. FT Estimates gladly furnished 
IN OUR 2S. 
CLATEST | i Ady | EMPIRE STATE PURCHASING CO. 
- | (Jack Blauweiss — Wm. Sluyter) 
JEWELRY i ilies aide | 
Po py Thomas A. Buckley, president of Bux | 64 W. 48th St. New York 19, N. Y. 


ton, Inc., was re-elected president of the 








MAILED FREE 
UPON 


Luggage & Leather Goods Manufacturers 





‘ é #11J—Sheepskin case—Black, 

REQUEST of America, Inc., at their 12th annual con- | TRAVELING CLOCK CASES filt oeown Dark Blue ited 

Cyrene vention in Chicago, Ill. Mr. Buckley, who pe PRO ee 8 

has been associated with Buxton, Inc., age ogy Black, Te: 

SPECIALISTS IN RHINESTONE .: ~— » with Westing #353 — Genuine Caif Leather 
since 1944, was formerly with Westinghouse Sait cane aed eae, 


Jeweled Creations. Hand Polished Prong set. 


Fantary of Jewels 


MADE BY ALLCRAFT NOVELTY CO., INC. New Gruen Watch Box | 
16-18 Maiden Lane, New York 7, N. Y. 


| — omy Tan, _— - ee 


Electric Corporation. 








ARISTO. IMPORT CO., INC. 
630 Fifth Ave., New York 20 














A modern concept in box design has 


recently been introduced by The Gruen | 
Watch Co. for their Curvex watch line. | GENUINE FRENCH MaARrcasITE 


This gift box was designed to emphasize | For the Latest Creations in 
: the wrist-curved shape of the Gruen Curvex Earrings — Pins and Rings 
| watch. It has received enthusiastic ac- 
Stone Engravers = claim from Gruen jewelers all over the na- VIJOBEN 


Ruby & Onyx tion, according to the company, because 2 Allen St. New York 2, N. Y. 


rete it not only dramatizes the wrist-curved fea- 
WATCH MATERIALS— 


ture, but is an ideal display box. 
“Built in motion” makes the  watch- 
Parts for all makes of 
Swiss & American watches 


holder pop up to correct eye level when- 
of the Curvex box permits the jeweler to | Prompt mail service 










































ever it is opened. The small compact size 
Write for Price List C 


display almost twice as many boxes in the | 
Braunfeld & Michie n th name. wenneen cmneneant 


same space. The box is made of plastic, 
108 Fulton St., New York 7, N.Y. in attractive colors, with velvet lining. 116 Nassau St. New York 7, N. Y. 
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Metal Finishing 
Equipment & Supplies 


Polishing Machines 


Leiman Bros. 


Polishing Compounds 
Bobbing Compound 
Tripoli 
Rouge 
Cloth Buffs 
Hanson, VanWinkle & Munning 


Brushes 
Osborn Mfg. Co. 


Alexander Saunders & Co. 


Precision Casting Equipment 
and Supplies 
95 Bedford Street WA 4-8880 
New York 14, N. Y. 

















14 kt. Gold & Platinum 


Cigarette Cases 
Powder Boxes 


Lipsticks 


Bracelets Rings 
Brooches Clips 
Earrings Cuff Links 


Necklace Clasps 


GUTENSTEIN BROTHERS 
18 East 53rd Street 
NEW YORK, N. Y. 


Pacific Coast: Hubert A. Wood 
649 So. Olive St., Los Angeles, Cal. 
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JIC LAUNCHES DRIVE FOR NEW MEMBERS 





Kenneth |. Van Cott, Council Board Member and president of ANRJA, gives his appraisal 

of JIC's work before meeting of its Board of Directors and Advisory Board. Left to right: 

Victor A. Lambert, Chairman of the Council's Board of Directors; H. A. Goldberg, Vice 

Chairman of Council and president of NACJ; Maurice Adelsheim, Chairman of JIC's Mem- 

bership Committee and treasurer of ANRJA; Mr. Van Cott, and Leon J. Engel, Council 
Board Member and president of NWJA. 


The Jewelry Industry Council recently 
launched a nationwide and intensive drive 
for new members in order to enable it to 
carry out an expanded promotional and 
publicity program for both retailers and 
suppliers. The drive for additional members 
was opened by Maurice Adelsheim. re- 
cently elected Chairman of the Council's 
Membership Committee, at a combined 
meeting of the JIC’s Board of Directors 
and Advisory Board held in New York 
on August 16. 

Close to sixty representatives of all 
branches of the industry attended the 
meeting to discuss and plan the promotion 





of the jewelry industry and its products 
to the public. 

It was emphasized that the goal of the 
Jewelry Industry Council’s efforts is to 
increase retail jewelry store sales so that 
suppliers may sell more of their products 
to retailers; to cause the people who make 
up the jewelry industry feel a greater 
pride in it as a wide-awake industry that 
is going places; and to tell the public 
that the jewelry industry is a progressive 
industry and thus help attract able and 
ambitious personnel newcomers into all 
of its branches 








WMDA Moves to New Quarters 


The offices of the Watch Material Dis- 


_tributors Association of America. formerly 


located at 505 Arch St.. were recently 
moved to new quarters at 1900 Arch St.. 
Philadelphia. Pa., according to an an- 


nouncement by H. Donald Richards, execu- 
tive secretary of the organization. 

Richards has requested all persons hav- 
ing occasion to correspond regularly or 
periodically with the WMDA to change 
their records accordingly. 


Heads New GIA Committee 


Charles H. Church. Church & Co.. New- 
ark. N. J. was appointed chairman of the 
newlv designated Executive Committee of 
the Gemological Institute of America at a 
meeting of the GIA’s Board of Governors 
held recently in New York City. 

Other members of the committee. which 
supersedes the Operating Committee of the 
Institute, are Frank Davidson. Los Angeles. 
and Fred L. Cannon. Slaudt-Cannon 
Agency, of the same city. 














THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Golf-Filled Crowns 
Sold Through Jobbers & Mfrs. 
50 ELDRIDGE STREET NEW YORK 2, N. Y. 











LOST AND FOUND 


Lost, the sale of a watch repair because you 
were unable to obtain the necessary part. 
Found, acomplete supply house that specializes 
in ''Hard-to-Get'' watch parts. If you are hav- 
ing difficulty in obtaining a Swiss or American 
watch part, try JOHN A. POLTOCK & CO., 15 
Maiden Lane, New York 7, N. Y. Write for 
FREE catalogue, ligne gauge and stationery. 

ery ft yt CLC SLL SE ELOL LOLOL LLL 


LL esceeueenew 








——————, 





LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
} have REVISED WAYS AND MEANS enabling m™: 
to do your JEWELRY REPAIRING AND SPECIAI 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship 
‘“‘Send Me Your Next Package."’ 

M. J. STERN 

Reoatrine of Jewelry & Special Order Work 
61 Beekmon Street New York 7, N. Y. 
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swANK HONORS VETERAN EMPLOYEES AT DINNER 


hundred and thirty-five employees 


One 
t the Attleboro and Taunton plants of 
sivank Inc., manufacturers of men’s jew- 


and other accessories, were 
honored at a service pin dinner at the Sher- 
aton-Biltmore Hotel in Providence on Sep- 
rember 14th. J. Carlton Bagnall, president, 
talked briefly to the group. 

The Main Ballroom in the hotel was dec- 
orated with displays of products currently 
being produced by the company. Table 
decorations and souvenir programs featured 
plaid designs to tie in with the plaid 
jewelry featured by Swank this fall. 


elry ? leather, 


Those honored included employees whose 


; , 3 a 5 
me a 





anniversaries of employment with Swank 
were observed during the past few months. 
Recognition for the longest service record 
in the gathering went to Joseph Cronin of 
the Special Manufacturing Department, 
who completed 30 years with the company. 

Viola Howard, stylist, received a 25-year 
pin. and Loretta Boutin and Edna Aspin- 
wall were awarded recognition for 20 years 
of service with Swank. 

Of the other one hundred and thirty-one 
honored, fourteen received 15-year pins; 
seven, 10-year pins; sixteen, 5-year pins: 
and ninety-four, 3-year pins. 





Among the 135 employees of Swank, Inc., honored at a service pin dinner at the Sheraton- 

Biltmore Hotel in Providence on September |4th were (left to right) Edna Aspinall, 20 

years of service; Viola Howard, 25 years; J. Carlton Bagnall, president of the company; 
Loretta Boutin, 20 years; and Joseph Cronin, 30 years. 





New Lady's Automatic by Mido 


The Golden Goddess, a new lady’s style, 
has been announced by Mido Multifort Su- 
perautomatic which has specialized in the 
manufacture only of self-winding: water- 
resistant watches for the last 25 years. 

The accomplishment of this tiny watch 
with these unusual features was*made pos- 
sible in the main because Mido has placed 
all its emphasis and research and engineer- 
ing on self-winding water-resistant watches. 
Under one roof, both the movements and 
the cases are created to exact specifications 
thai reach the desired objectives. 

Only 400 Golden Goddess watches will 
be available in the United States this year. 
The case has been styled to conform with 
the daintiness and beauty so unusual a 
watch demands, This 17-jewel Mido watch 
has a 14K gold case and will retail at $250. 


F.T.I. 
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CURIOUS ONLOOKERS 





Master America with his kid brother and 
his little sister are just as curious about 
the fascinating insides of a television re- 
ceiver as they are about the what-makes-it- 
go parts of an airplane engine or a diesel 
locomotive. 

That was proved recently at Philadel- 
phia’s famed Franklin Institute when these 
two tykes, and hundreds of others as curi- 
ous as they, spent lots of time peering 
at the plastic-enclosed chassis of an Arvin 
4162 CM custom-model TV set. 

Home Products Sales Co., of Philadel- 
phia, Arvin distributors, cooperated with 
Franklin Institute in making the display 


possible. 
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BERNADOTTE—Hand blown stem- 
ware in a versatile design. Light 
blue, light honey, light green and 
clear. 


BING & GRONDAHL 
ae” * Janill: Ce -* CHM 


READING CHILDREN Exquisite 
=> 4-1 a0) 0) (-s-e) ml alel-1gcdt-P4-m ele) ael-ii-l lak 
each piece signed by the artist. 
Ech alolat-libar-leh',-1a0h-1-10B 


From a wide selection of Kosta 
and Alsterfors full lead stemware 
and fancy crystal and Bing & 
Ci gelaler-lalmalcasialal-s-e 


Exclusive Representatives 


D. STANLEY CORCORAN, ‘NC. 
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Just 
for Ch 


Continental 
<Beauues 


MAKE EXCITING 
XMAS GIFTS! 


flere are just a few of 
the many numbers 
this breathtakingly beau- 
tiful line; 
life-long, 
etched patterns, solid 
enamels, chrome with 
enamel, and solid ribbed 


chrome. 


EXCLUSIVE 
FEATURES... 


e Multitude of colors and 


designs. 


e Screw-lever for easy re- 
flinting. No screw driver 
or coin required. 


e Simple 
fueling. 
e Spare 


many numbers prevents 
running out of fuel. 


*Also in 


3” x 3” x 1” — $15.00 
4” x 3” x 1” — $17.50 
For sample ass’‘t 
lighters send $18.87 or 
request C.O.D. (Postage 


Paid). 
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OMMIE 
WORLD'S ONLY 


fully automatic 


4-COLOR PENCIL 


NOT an ordinary slid- 
ing-action pencil. You 
DO NOT pull back the 
color used . it Te- 
trects automatically! 
4-O-MATIC is _ beauti- 
fully engine-turned, 
available in round or 
octagonal shapes. 

For higher profits .. . 


. sell 4-O-MATIC in- 


stead of cheaper substi- 


tutes, Retail 
#10: round, chrome $5.95 
#£20: round, chrome $6.50 
4 30: octagon, chrome $6.95 
#40: round, silver $11.50 


# 60: round, 
rolled-gold $14.00 
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MATICS send $7.74 or re- 
quest C.0.D. (We pay post- 
age) 





These wonderful new 
items seen and applaud- 
ed by 500,000 visitors 
from all over the United 
States at the government 


in time d 
soeandiacl sponsore 
_—— FIRST INTERNATIONAL 
TRADE FAIR 





Chicago, August 1950 
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Exclusive screw lever 
for easy reflinting. 
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in 


featuring deep, 
multi-colored 


screwless re- 


fuel tank on 


table sizes: 
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FULL DEALER DISCOUNTS 
olesaler’s inquiries invited 


TRIPLEX LIGHTER COMPANY 


1133 BROADWAY, NEW YORK 
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For satisfied customers | 


For 2 sample chrome 4-0- | 











Benrus 
Appoints 
Friedman 


SIFTON FRIEDMAN 
Director of 


Advertising 
Benrus Watch Co. 





Oscar M. Lazrus, president of the Ben- 
rus Watch Co., recently announced the 
appointment of Sifton Friedman as_ Di- 
rector of Advertising. Friedman was for- 
merly in charge of advertising for several 
leading manufacturers of men’s’ and 
women’s apparel in New York and Phila- 
delphia. 

The appointment takes place in con- 
junction with expanded radio and _tele- 
vision activity by the Benrus Watch Co. 


$100,000 Tea and Coffee Set 
To Tour Major U. S. Cities 


\ magnificent eighteen-karat gold Wind- 
sor tea and coffee service, commemorating 
the 650th anniversary of the English Hall 
Mark, is now on tour of the United States 
in its own special Commer Van, a product 
of the famed Rootes group. The set, an 
exact replica of the famous Windsor silver 
set, dated 1738, and a copy of the silver 
service presented to the Queen Mother 
Mary at the 1937 Glasgow Exposition, is 
valued at $100,000. 





This 


eighteen-karat 


magnificently chased 
gold Windsor tea and coffee service, which 
recently was flown here from England, will 
be exhibited in top jewelry stores in all 
the major cities of the United States. 


The service arrived in this country by 
United Airlines and was put on exhibition 
at Black, Starr and Gorham in New York 
on September 25th. Following the elaborate 
New York display, the set will be seen in 
top jewelry stores in Boston, Dallas, Phila- 
delphia, Washington, D. C., Baltimore, De- 
troit, St. Louis, Kansas City, Oklahoma 
City, Chicago, Milwaukee, Indianapolis, 
Cincinnati, Toledo, Cleveland and Pitts- 
burgh, with the possibility that it may be 
taken later to Florida and the Pacific Coast. 

The set weighs 400 ounces and the heav- 
iest part of the service is the tray, which 
weighs 220 ounces and is believed to be 














the largest single piece of eighteen-karat 
gold ever assayed at Birmingham’s Aggay 
Office, which has been in operation on 
1773. The City of Birmingham Assay Hal] 
Mark is the town mark of the anchor. The 
crown, indicating gold; 18 indicating the 
weight, the date letter and the maker’s 
initial are the other marks on this Windsor 
set. 

The service was designed and produced 
by Adie Brothers, Ltd., of Birmingham 
England, represented by the Worcester Sir. 
ver Co. in New York. 

In addition to the tray, the gold tea and 
coffee service includes a coffee pot, a tea 
pot, a cream jug, a covered sugar bowl, a 
hot water jug and a waste bowl. al] mag. 
nificently chased by veteran Arthur Hud. 
son, who spent more than 350 hours chasing 
the gold. 


Cory Gift Catalog Gives 
Incentive to Salesmen 


Cory Corporation of Chicago, manufac. 
turers of Cory glass coffee brewers, elec. 
tric knife sharpeners and home appliances, 
recently distributed to salesmen through- 
out the United States a prize catalog incen. 
tive program for distributor salesmen show. 
ing prizes available for pushing the com. 
pany’s new knife sharpener promotion kit 
merchandising package. The package, 
which combines a retail store sales pro- 
sram complete with sales tools and basic 
inventory, has been made available to re. 
tailers as promotion kit No. 1426. 

The dealer sales program is built around 
the theme, “Bring In Your Dull Knives 
and Sharpen Them Free.” In practice, a 
retailer who purchases the promotional kit 
receives, in addition to three Cory elec. 
tric knife sharpeners, a special self-demon- 
strating counter display which invites store 
trafic to “Go ahead and try it yourself,” a 
store or window streamer telling con- 
sumers to “Bring In Your Dull Knives and 
Sharpen Them Free” and a supply of spe- 
cial invitation postcards which the dealer 
can mail to his customer list suggesting 
that they bring in their dull knives and 
sharpen them free. 











LEARN AT HOME! 


STONE SETTING @® JEWELRY 
REPAIR AND MANUFACTURING! 


Same Course Residence students receive! 
Contains 26 illus. lessons & valuable data. 
Per lesson cost less than 75¢. Offer lim- 
ited. Write us NOW! 


ENGRAVING HOME STUDY COURSE, 
TOO—Facts free. 
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|__.423 Federal Street Pittsburgh 12, Pa. 








Auralloy® "sto °attoy. 


Outwears any gold finish with 
Comparable Gold Content 
Insist on Auralloy Finish for Your Plated Products 


PLATERS RESEARCH CORP. 


59 East 4th St. New York 3, N. Y. 








*Trade Mark: Proc. Pat. Pending 


—————————— 
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FALL DRESS DESIGNS REQUIRE LAVISH JEWELS 





New in design and new in the way it is 
worn. The gold snake chain necklace with 
+e heart locket not only dresses up the 
weskit but looped through the button hole 
hole it insures the safety of the little 
watch tucked into the breast pocket. At 
the throat, one of the new flexible dog 
collars with matching gold earrings. Jewelry 
by Forstner. Ring by Ciner. 





The matinee length necklace interpreted 
here in a loop of marquise rhinestones. 
The Jewelry Industry Council has photo- 
graphed it here with matching mammoth 
evening rings which are fashion news. 
Ring by Ciner. Jewelry by Kramer. 








The glitter of tier upon tier of rhinestones 
emphasizing the importance of brilliance 
and texture in the new jewelry fashions. 
The Jewelry Industry Council shows with 
this matching set of earrings, pin and 
bracelet one of the new evening rings 
which well dressed hands will be wearing 
this fall. Ring by Ciner. Jewelry by Trifari. 





The new look of yellow gold combined 
with lots of glitter in a finely worked grape 
cluster design. Just as glitter and platinum 
colored jewelry is beginning to appear 
on earlier-in-the-day clothes, yellow gold, 
according to the JIC, is being used more 
and more in designs for elaborate evening 
jewelry. Jewelry by Pennino Bros. Ring by 
Ciner. 





JSA Prepares Scratch Mark File 


A giant master file is being prepared by 
the Jewelers Security Alliance which will 
contain identification marks of retail 
jewelers throughout the nation. 

This file, when completed, will aid the 
police in locating the rightful owner of 
stolen jewelry and will, to an extent, act as 
a deterrent to jewelry store thefts. The file 
will contain such information as the name, 
address, and telephone number of the 
Jeweler and an illustration of his indentifi- 
cation marks (scratch marks). 

Richard C. Murphy, executive secretary 
and counsel for the JSA, said that the re- 
tail jeweler can do a great deal to stop 
Jewelry thefts by registering his identifi- 
cation marks with the Jewelers Security 
Alliance which will make them available 
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to the Federal Bureau of Investigation and 
the Police. 





Wages Increased by Swank 


The wage rates in the Taunton and At- 
tleboro plants of Swank, Inc., were in- 
creased by approximately ten per cent ef- 
fective Monday, September 11th, accord- 
ing to a recent announcement by J. Carlton 
Bagnall, president of the company. Swank 
employs approximately 1600 people in the 
two plants. 

Bagnall’s announcement was made over 
the public address system in the two plants 
following a meeting of the company’s board 
of directors on September 6th. 

He told the employees that the decision 
of the board culminated a study of the 
economic situation begun at the outbreak 
of the Korean conflict. 
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BEAUTY in Action! 
CHIPPENDALE 
Grandfather 


By HADDON 


From an original hand carving of the 
Chippendale Period incorporating an 
actual swinging pendulum. This is a 


jewelry item you can sell with pride 
and confidence in its beauty and fine 
mechanical precision. 





Operates on 
110 Volt 60 cycle 
A.C. Current. 


Consumers price 
$15.95 


Keystone list 
$19.14 


Dimensions 
16/2"" high 
62"" wide 
32" deep 


Model 
#10 


This traditional clock has a 
definite air of permanence and 
elegance, truly of heirloom 
quality, with careful attention 
to detail and bold relief. Fin- 
ished in Mahogany, Walnut, or 
Antique Ivory, with metal 


etched dial. 


See your 
jobber 
or write. 


ri AD f) () N PRODUCTS INC. 
Main Office & Factory 


2066 So. Canalport Ave., Chicago, Ill. 
Write for brochure of other 
famous Haddon Action Originals. 
Teeter Totter, Ranch’O, Mother, 
& Home Sweet Home 
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THESE RINGS 
Keep Sen? 


OVER AND OVER AGAIN 

















GUARD RINGS. Sterling silver or 
yellow gold-filled with square imita- 
tion ruby, sapphire, emerald or crystal 
stones. 


To retail @ $2.95 each. 

















FRIENDSHIP RINGS, in heavy yellow 
gold-filled. Variety of design to suit 
everyone. Hand-Chased. 
To retail @ $1.95 each. 
In Sterling—to retail @ $1.00 each. 

















QUEEN SIZE FRIENDSHIP RINGS. 
The wide bold look, beautifully execu- 
ted in yellow gold-filled or Sterling 
Silver. Hand-Chased. 

To retail @ $1.95 each. 


J. D. SCHLANG CO. 


305 EAST 46th ST., NEW YORK 17, N.Y. 
Through Wholesalers Only 
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Obituaries 


oem te ee 


Sam L. Apetsporr, 57, treasurer of Gold- 
smith Bros. Smelting & Refining Co., 109 
N. Wabash Ave., Chicago, Ill., died on 
August 16th. A graduate of the University 
| of Michigan Law School at Ann Arbor, 
| Mr. Adelsdorf spent several years in Chi- 
_ cago with the law firm of Braun, Fox and 





_ Bloomberg and joined Goldsmith Brothers 


30 years ago when he succeeded his father 


| as treasurer of that company. Always ac- 


| tive in various industry affairs, he was a 
_ member of the Chicago Jewelers’ Associa- 


—— 


tion and the Golden Roosters of Chicago. 
Mr. Adelsdorf is survived by his widow 


' and three children. 


GeorcGE BENNETT ASHLEY, 57, well- 


| known jeweler of Dallas, Texas, died Sep- 
| tember 4th after a brief illness. Mr. Ash- 


ley had been engaged in the jewelry and 
watch repair business at Tyler and Jeffer- 
son, Oak Cliff, for approximately 15 years. 
He is survived by his widow and a step- 


| son. 


T. Harry Goopwin, who was associated 
with the firm of Fort & Goodwin, Inc., 
retail jewelers located at 113 E. Hanover 


St.. Trenton, N. J., died on August 10th. 


Josern GOTTLIEB, 63, prominent jeweler 


of Pine Bluff, Ark., died August 24th. He 


_ began his business career with his father 





in the B. Gottlieb & Son Jewelry store at 
Pine Bluff, which had been established in 
1883 by the elder Gottlieb. After the death 
of his father, he owned and operated the 
store and changed the name to B. & J. 
Jewelry Co. Survivors include his widow, 


two daughters, a sister and a brother. 











Everett C. Harpy, 60, a director of D. C. 
Percival Co., wholesale jewelers of Boston, 
Mass., with whom he had been connected 
for over 40 years, died August 19th while 
playing golf in Lexington, Mass. Mr. Hardy 
was a Certified Gemologist, and had won 
many honors in this field. He was a former 


EVERETT C. 
HARDY 





president of the Boston Jewelers Bowling 
League, and a member of both the New 
England Guild of the American Gem So- 
ciety and the Boston, Jewelers Club. Dur- 


ing World War I he was a first lieutenant 


in Army Ordnance. Surviving are his 
widow and two sons. 

Water S. Hansen, Philadelphia retail 
jeweler who had operated a store bearing 
his name at 39 S. 18th St., died suddenly 
at his home in Riverton, N. J., as he was 
preparing to leave for work the morning 


of August 18th. Mr. Hansen was associated 


for 32 years with the retail jewelry firm 

















of Charles T. Rogers. Mr. Rogers retired 
three years ago and was succeeded by Mr 
Hansen who changed the firm name and 
took in his son, Walter S. Hansen, Jr. to 
assist him. In addition to his son, who is 
now managing the store, Mr. Hansen . 
survived by his widow and a daughter. 

Isaac Levin, 80, prominent jeweler of 
New Haven, Conn., died at his home there 
on August 31st. In 1892 Mr. Levin founded 
a store in New Haven and was continy. 
ously active in the jewelry business under 
the firm name of I. Levin and Son untjj 


ISAAC 
LEVIN 





illness forced his retirement a few months 
ago. The business will be continued by 
his son, Arthur. Mr. Levin was active in 
Jewish welfare and fraternal organizations 
for many years and was a past president 
of Columbus Lodge. He is survived by his 
three sons and two daughters. 

Mrs M. A. Meap, 84, wife of the late 
M. A. Mead, founder of the Chicago whole. 
sale jewelry firm which bears his name, 
died August 29th at the home of her 
daughter in Scarsdale, N. Y. Mrs. Mead 
was active in Chicago jewelry circles until 
1934, when her husband, who founded 
M. A. Mead & Co. in 1883, passed away. 
After the death of her husband, Mrs. Mead 
made her home alternately in Scarsdale 
and in Coconut Grove, Fla. During the past 
three years, when she was unable to make 
the trip to Florida in winter, Mrs. Mead 
spent all her time in Scarsdale. She is 
survived by her two daughters and a son. 

O. J. Poupeney, vice president of the 
American Railroad Time Service Co., 4 
subsidiary of the Bauman-Massa_ Jewelry 
Co., St. Louis, Mo., died recently in Deni- 
son, Texas, from a cerebral hemorrhage. 
Before he joined the American Time Ser- 
vice Co., Mr. Poupeney was associated 
with the Ball Co., having had charge of 
their St. Louis office. Surviving are his 
widow, a son, a daughter and his mother. 

SAMUEL SPIVAK, 66, who for the past 26 
years operated Spivak’s Jewelers in Bay 
Shore, N. Y., died August 15th after an 
illness of about two years. A_ native of 
Russia, Mr. Spivak came to this country 
in 1900 and first entered the jewelry bust 
ness with a store in East Hampton. He 
later branched out into a chain with stores 
in Babylon and Bay Shore as well. In 
1924, he consolidated his business into 
one store, in Bay Shore. In addition to his 
widow, he is survived by a daughter and 
two sons. 
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CyarLes L. TAYLOR, 67, owner of the 
Jaylor-Raymond Jewelry Co., Durango, 
Colo, died August 2nd. Mr. Taylor settled 
in Durango in 1913 and was employed as a 
watchmaker by Adolph Hahn, who oper- 
ated his store where the present Taylor- 
Raymond store is located. After two years 
with Hahn. Taylor went into business for 
himself. At one time Mr. Taylor entered 
‘nto a partnership with Sol Raymond, a lo- 
cal newspaper man. Mr. Raymond remained 
a silent partner until Mr. Taylor bought his 
interest but continued to retain Raymond 
‘n the firm name. Surviving are his widow 
and four daughters. 

Mrs. EvizABETH A. ZIMMER, 78, who with 
her husband the late William J. Zimmer 
founded the W. J. Zimmer Co., Tarrytown, 
nN. Y.. died August 27th. Mrs. Zimmer 
leaves a daughter, two brothers and three 


sjsters. 


Ferrell Jewelry Co. Opens 
New Store in Jacksonville 


The formal opening of the _ Ferrell 
Jewelry Company’s new store at the corner 
of Main and Monroe Sts., Jacksonville, 
Fla., was held September 6. Mayor Haydon 
Burns cut a white ribbon to signify the 
event, following which many persons in- 
spected the interior of the store. 

Assisting in the opening event were 
W. G. Ferrell, founder and president of 
the firm bearing his name, and Mrs. W. G. 
Ferrell, vice-president and secretary. 

One of the outstanding features of the 
new home of the Ferrell Jewelry Co. is 
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CENTURY SPECIALTY COMPANY 


412 S. Wells Street 
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the entrance foyer. The name “Ferrell” has 
been worked into the terrazzo flooring in 


378 silver dollars. 


A striking front entrance has been in- 
corporated in the exterior design of the 
store by the use of a wide expanse of 
glass and Herculite doors giving a street 
view of the entire store. The interior is 
modern in design and tropical in motif. 

The second floor is devoted to the gift 
department and will be under the personal 
supervision of Mrs. W. G. Ferrell. It is 
reached by elevator which opens on a 
salon type foyer. 


NACJ Honors Joe Aronson 
For Work on Trade Diversion 


This year at the NACJ’s annual banquet 
at the Palmer House in Chicago on 
Wednesday, August 30th, Joseph I. Aron- 
son, retail jeweler of Newport, R. I., was 
singled out for special honor for activity 
in spearheading the attack on the unsound 
practces of Post Exchanges and Ships’ 
Service Stores. 

Mr. Aronson was presented with a scroll 
that commended him for having made a 
valuable contribution to the welfare of the 
jewelry industry and stated that to further 
the principle that fair-dealing in business 
is a prime obligation, he unflinchingly ac- 
cepted financial loss and endured personal 
abuse. 





PEs 





Scroll presented by NACJ to Joseph I. 


Aronson, retail jeweler of Newport, R. I., 

for his activity in spearheading the attack 

on the unsound practices of Post Exchanges 
and Ships’ Service Stores. 


Over a period of several years, Joe Aron- 
son virtually fought against the unsound 
merchandising activities of Ships’ Service 
Stores single-handed. The credit jewelers 
came to his assistance about two years ago 
and efforts put forth by Joe Aronson and 
the NACJ started the movement that re- 
sulted in an investigation of the Armed 
Services Stores by a sub-committee of the 
House Armed Service Committee. 

All organized retailing supported the de- 
mand for an investigation and many re- 
strictions were imposed on the merchandis- 
ing activities of the Armed Services Ex- 
changes. However, since the beginning of 
war in Korea, complaints are being re- 
ceived that prohibited goods again are 
being sold. 


Holiday Inventory 
Fully Protected 
By Insurance ? 


: 
: 
| 
! ls That Big 
: 
: 
| 
| 
: 
| 
Don't Worry 
Get a 
JEWELERS MUTUAL 


(The cost is low!) 


| Yes, short term protection 
| is available with the same 
| 30° saving you receive on 
all Jewelers Mutual fire. 
| windstorm extended 





and 
coverage! 


We insure only jewelers, 
optometrists and those in 
related lines. Their loss ra- 
tio is low . . . making pos- 
| sible the current 30% saving 
| which is passed along to 
policyowners as dividends. 


Send a card for information. 
No salesman will call. 











Fire Insurance Company 


Jewelers Insurance Bldg., Neenah, Wisconsin 


National Jewelers Mutual 
Offices in New York, Milwaukee and Chicago 
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400-Day Clocks to retail at $49.50 with new, beau- 
tifully flowered porcelain or 2-tone silver dial 
with raised numerals. All materials available. 


Ask for new catalogue and price list. 


HENRY COEHLER CO., INC. 


220 FIFTH] AVENUE @ NEW YORK 1, N. Y. 











AnIn meeneed Sertuty 
You Should Not Overlook 






@ Speed Up Polishing Jobs 
@ Protect Employee's Health 


@ Recover Valuable Dust 


Cae ae 


Oi, 


PUT THIS UNIT TO WORK FOR YOU 


The LEIMAN BROS. MODEL A POLISH- 
ING DUST COLLECTOR takes up only 2’ 
x 4’ floor space yet it is big enough to han- 
dle two 8” wheels or buffs (or smaller) at 
the same time, operating at 3000 R.P.M. 
Grind or polish . . . either operation is 
SAFE because dangerous metallic dust is 
collected in cloth bags under the bench. 
Irritating metallic dust cannot get into 
your operator’s lungs. Compactly and 
sturdily built to last a lifetime. Moderately 
priced. Write for catalog 275-G LEIMAN 
BROS., INC., 98 Christie St., Newark 5, 
N. J. 
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DIAMOND COUNCIL OF AMERICA MEETS IN CHICAGO 


Officers of the Diamond Council of America attending the semi-annual Diamond Council of 
America meeting in Chicago on August 30th. Left to right: Jess McEntee of Oklahome 








| City; Meyer Rosenbaum of Detroit; Isadore Horwitz of Fargo, N. D.; B. C. Helzberg of 


The semi-annual meeting of the Dia- 
mond Council of America was held at the 
Stevens Hotel in Chicago on Wednesday 
afternoon, August 30th. B. C. Helzberg, of 
Kansas City. chairman of the board of di- 
rectors, presided. 

Special advertising used by members of 
the Council as well as the publicity they 
received were displayed. Various members 
including Jess McEntee (Oklahoma City), 
| Meyer Rosenbaum (Detroit) and Isadore 
| Horwitz (Fargo, N. D.) called attention 
| to the promotional activities of the Coun- 
| 








cil, which numbers’ leading jewelers 
throughout the United States. 

Myer B. Barr, chairman of the educa- 
tional committee, reported that 16 men had 
completed the course in Gemology con- 


| 





Kansas City; and Myer B. Barr of Philadelphia. 


ducted for the Council by Professor Paul J. 
Storm of the University of Pennsylvania. 
These men, who also passed special ex. 
aminations, were certified as Guild Gem. 
ologists of the Diamond Council of 
America. and certificates have been sent 
to them. 

Mr. McEntee, announced that among 
those recently admitted to membership in 
the Council are: Rudolph Deutsch Co, 
(Cleveland) : Anderson’s Jewelry Co. (Salt 
Lake City and Ogden, Utah); Charles 
Schwartz & Son (Washington, D. C.): 
Meyers Jewelers (Vallejo and Napa, Cal.): 
Comay’s Jewelry Co. (Gary, Ind., and Rock: 
ford, Ill.): Gaughenbaugh’s (Hastings, 
Neb.): Mayor Jewelry Co. (Cincinnati); 
and The Wilkens Co. (Pittsburgh). 











| Elgin to Start Producing 


1000 Watch Cases per Day 


For the first time in its 86-year history, 
Elgin National Watch Co. will produce part 
of its own requirements for watch cases, 
J. G. Shennan, president, announced re- 
cently. Previously the company has _pur- 
chased from outside manufacturers all cases 
needed to house Elgin watch movements. 

The new program, calling for production 
of up to 1,000 cases a day, will take care 
of only a small portion of the company’s 
total requirements. Shennan explained the 

_ move was dictated partly by the declining 
' number of case manufacturers, and partly 
| to help cut Elgin’s operating costs. 

He added that the new division would 
permit Elgin to experiment more freely on 
new case designs and new methods of case 
manufacture, and would guarantee a quick 
source of supply for special types of cases. 

Two hundred people will be employed in 
the case division, which is being headed 
by Harry J. Osborne of Elgin, Illinois. 

Osborne estmated several months would 
be required to procure tools and dies, and 
to reach the original production goal of 
1.000 cases a day. 








Announce Additional Increase 
In Price of Rough Diamonds 


The Diamond Trading Company of Lon- 
don has announced an additional increase 
in the price of rough in the following cate. 
vories. Chips, small maccles and flats have 
increased ten per cent. The other category. 
mixed smalls, increased by about fifteen per 
cent. 

This type of rough merchandise is sold 
almost exclusively to Antwerp and does 
not. therefore, affect the American rough 
diamond industry. However, retail jewelers 
will experience a rise in the price of pol- 
ished or cut diamonds derived from the 
above-mentioned rough categories. In other 
words, eight-cuts will rise in price to par 
allel the increase in the price of the rough. 


-_————— + 


Sutter Heads New Mexico RJA 


Andy Sutter of Clovis was elected presi 
dent of the New Mexico Retail Jewelers 
Association at a recent convention of the 
organization held in Albuquerque. 

Richard Bluestein of the Frank Mindlin 
Co., Albuquerque, was named new secfe- 
tary-treasurer. 
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New Swiss Training Film 
Now Available for Showings 


sound motion picture, “Selling 


A new 
Up.” presented by the Watchmakers of 
casiand, had its world premiere at the 


nt convention of the American National 
Retail Jewelers Association in New ‘York. 

The film, a sales clerk training aid for 
the retail jeweler’s watch department, was 
photographed in Switzerland and the 
United States, and is now available for 
showings before jewelry and_horological 
trade groups in this country. 

An educational film aimed at helping the 
jeweler sell watches for greater profit, this 
motion picture is rich in sales experiences, 
display and merchandising ideas, according 
to industry leaders viewing its first per- 


rece 


formance. | 
Instead of employing the usual “nuts and 


bolts” technique to explain the points of a 
watch, the Swiss tell the story by emphas- 
jing the skill and craftsmanship that go 
into a timepiece. 





The various features of a quality Swiss 
timepiece are explained to prospective 
retail jewelry store customers in one of 
the sequences of the new motion picture. 


The precision and workmanship used to 
manufacture today’s Swiss watch is the 
result of hundreds of years of “know-how” 
development, handed down from father to 
son, and the camera takes the audience in- 
to the Swiss watch factories and schools to 





American Jewelry Company 
Re-opens Under New Ownership 


The American Jewelry Co., 25 year old 
San Diego concern, re-opened on May 13th 
at 407 Broadway under the new ownership 
of Nate Rosenberg, with David Kolender 
as manager. 

Designed for maximum view to street 
trafic, the store front boasts a handsome 
Italian marble marquee, lavish use of plate 
glass and eye-catching mobile displays. 

The interior features excellent use of 
limited area, 14 by 50 feet. Flatware, cos- 
tume jewelry, and small appliances are dis- 
played along the right wall. New type bin 
display cases are utilized to provide max- 
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The Swiss watchmaking skill and craftsman- 
ship handed down from father to son is 
portrayed in this sequence photographed 
in Switzerland as part of the new trade 
film "Selling Up" now being presented by 
the Watchmakers of Switzerland for horo- 
logical and jewelry trade groups. 


show how this “know-how” is applied in 
the manufacturing processes. 

“Do’s and don’ts” of salesmanship are 
cleverly woven into the film, with actual 
jewelry store scenes providing vivid ex- 
amples of “selling up” in the American 
jeweler’s watch department. 

The uses of point-of-sale aids, advertis- 
ing and display, as well as suggestions on 
how to tie in with national promotions, are 
clearly portrayed for the audiences. Use of 
the recently-released counter book, “The 
Inside Story of the Fine Swiss Watch,” 
published for the trade by The Watch- 
makers of Switzerland, is also illustrated in 
the motion picture. 

Regional, state, and local retail jeweler’s 
associations or horological groups are in- 
vited to reserve a showing date of this 
new film by writing to the Swiss Watch 
Repair Parts Information Bureau, 730 
Fifth Ave., New York 19, N. Y. It is sug- 
gested that a preferred and an alternate 
date be included to insure availability of a 
copy of the film. 








imum view of merchandise. Storage drawers 
are built in below, cases with sliding glass 
shelves above. 

Sales counters with fine jewelry, watches, 
and clocks run the length of the left wall. 
Repair department is at the rear. 

Fixtures are walnut, with a light floor of 
mottled pink linoleum tile. Wire mesh 
forms a false ceiling, hiding an old fash- 
ioned high roof. Egg crate fluorescent and 
adjustable spotlights provide illumination. 

Featured at the store opening was a con- 
test to guess the number of pennies in a 
bowl, with nationally advertised watches 
as prizes. 


Partners Open Rochelle Jeweler 


A new retail jewelry store has been 
opened at 200 North Ave., New Rochelle, 
N. Y., by Albert M. Hoffman and Ed- 
ward A. Charla, who are associated as 
partners. The firm, which is located on 


the second floor of the above location, is | 


known as Rochelle Jewelers. 











GRAN 


EMBLEM RINGS 





These leaders in the GRAN line of 
Emblem Rings are still your best sell- 
ers for 1950. Ask to see these and 
other leaders in the GRAN line of 
“fine finish” Emblem Rings. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 4, Ind. 

















Many well known jewelers all over 
_the country have profited from our 


WATCH REPAIR DEP’T FOR THE TRADE 


which guarantees you speedy, efficient, inexpensive ser- 
vice. A.il watches, chronographs, automatics, calendars, 
etc., time tested on Watch Master. Write for free, 
self-addressed shipping labels. Send watches for Free 
estimate. 
“JUST OUT! Request FREE catalog on watches, 
clocks, watch bracelets, STILL at the lowest 
prices." 
ALL TOOLS, MATERIALS, BOOKS on 
Jewelry, Precious Stones, Gems, Engraving, 
Watch-Clock Repairing 


Request folders on items of interest to you. 


MODERN TECHNICAL SUPPLY CO. 
Dept. 10CK, 55 W. 42nd St. New York 18, N. Y. 
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400 DAY 
CLOCKS 


F. KAUFFMANN 
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PORT JEFFERSON, N. Y. 
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COQUETTES 


One of a complete 
fashion-tailored line 


Just put a sample selection of Alice earrings 
on your counter and watch them outsell all 
the rest. Available in antique, Hamilton, 
silver oxide or silver plated finishes, guaran- 
teed fer one year. With clip backs or our 
own famous screw backs. Samples on request! 


Retails for ONLY $1.00 
Order through your Jobber 
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q Brisk buying was reporied at the annual 
Fall Gift Shows at the Hotel Statler and 
Parker House, Boston, which may be taken 
as an indication that the jewelry store 
business should be “a little better than 
good” this coming fall and winter. On every 
side there were expressions of satisfaction 
—the only possible drawback being short- 
ages of materials and consequent delivery 
delays. 

q Phillip Brault of Phillips & Lucas Store. 
Montpelier, Vt., was at the Fall Gift Show. 
He had just closed his summer camp at 
Colchester Point on Lake Champlain at 
Burlington, Vt., and had sold his yacht 
Philip & Maureen (named for his two 
children) preparatory to buving a new 
and larger craft for next year. 

q Many get-togethers marked the Fall Gift 
Show week in Boston. Mrs. Alice Mahar 
entertained a large group with “Mike” at 
their home in Milton. Among those present 
were “Jockey” and Evelyn Johnston of Cari- 
hou, Me.: Cameron and Lee Burnap of the 
Norling & Bloom Co.; Bernie and Helen 
Smith of Smith & Zaff; Thomas and Ruth 
Reilley of Bella A. Glass Co.; Arthur and 
Anne Wright of the Mautner Co.: Ed 
Scully and Katherine A. Murphy of the 
K. A. Murphy Co.: and Phil Webber and 
Henry McGrath of the Mahar & Engstrom 
firm. 

q Still another party on Labor Day was 
given at Jimmie O’Keefe’s popular Back 
Bay restaurant with Katherine A. Murphy 
of the K. A. Murphy Co., 509-11 Jewelers 
Building, as hostess. Among those jewelers 
at this affair were Mr. and Mrs. Johnston 
of Caribou, Me.: Mr. and Mrs. Donald 
Trask, Ludlow, Vt.: Mr. and Mrs. Earl 
Wilson, Springfield. Vt.; Mrs. Ellen Adams, 
Brattleboro, Vt.; Mr. and Mrs. “Ed” Bea- 
lieu, Portland, Me.; and Mrs. and Mrs. 
Walsh, Ayer, Mass. 

q Cooler weather brought the opening of 
the season for the member teams of the 
Boston Jewelers Bowling League. First roll 
was at the Boylston Bowladrome on Sept. 
12, with the following teams and their cap- 
tains taking part: Shreve, Crump & Low, 
captained by Robert Schwinn; Thomas 
Long Co., Joseph Magnifico, captain: D. C. 
Percival & Co., Inc., Walter Bain; E. H. 
Saxton Co., B. E. Jackson: Smith-Patter- 
son Co., Erskine A. Gay: Bigelow-Kennard 
Co., Thomas Marshall; Mahar & Engstrom, 
George Mullin; A. Stowell & Co., Martin 
Walsh; and Frank A Gendreau, Richard 
Pratt. 

q The fall season also saw the first meeting 
of the New England Guild of the American 
Gem Society, with election of officers taking 
place at the Faculty Club, Harvard Uni- 
versity, on Sept. 20. Full particulars next 
month. 

q In the story on the formal opening of the 
new Munsat Jewelry store that appeared in 
this column last month, the firm’s address 
was incorrectly given as 159 West St., Rut- 
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land, Vt. The correct address is 11 Center 
St., Rutland, Vt. 

q Fred Boos has started work with Hyb 
Materials Co., 408-11 Washington Building, 
q Miss Elizabeth Brown, of the A, R. West 
jewelry store, 183 Devonshire St., caught 
her hand in the door of the safe recently 
smashing a finger. 

q Harry L. Taylor of the Taylor Jewelry & 
Gift Shop, Randolph, Mass., moved recently 
to an elaborate new store on North Main 
St., and held a formal opening on Sept. 1. 
q Robert “Bob” Johnson of Winchester, 
Mass., New England representative of the 
Parker Pen Co., proved himself an able 
actor by taking the leading role in “The 
Crooked Elbow” this summer at the Wells 
Beach (Maine) Summer Theater where 
he was spending his vacation. 

q “Bill” Schwin of the R. C. Jewelry Go. 
Rumford, Me., recently remodeled that store. 
4 The Modern Jewelers of Norwich, Conn, 
planned to open a new store there on Main 
St., in October. 

q The annual convention of the Maine Re. 
tail Jewelers’ Association was voted a 
erand success by all those attending. Henry 
Nolin of Lewiston was named _ president, 
and Miss Glenna Pratt of Bangor, Maine, 
was elected Secretary-Treasurer. All roads 
at the convention led to Room 17 at the 
Samoset Hotel, where the “Four Macks,” as 
they were termed, entertained. The “Macks” 
comprised “M” for Mike Mahar of Mahar 
& Engstrom; “A” for Arthur Wright of the 
Mautner Co.: “C” for Cameron Burnap of 
the Norling & Bloom Co.: and “K” for 
Katherine Murphy of the K. A. Murphy 
Co., all in the Jewelers and Washington 
Buildings. 

q Robert Haselton, salesman with his 
father at the Haselton Co., 702 Jewelers 
Building, was the only New Englander to 
win a prize in the Elgin National Watch 
Company’s woven nylon strap contest. He 
came in fifth. Miss Irene Haselton, who has 
heen working with her father, was to be 
married on October 7. and is leaving the 
firm to live in New York City. 

q Roy Brooks of the Mauran Watch Co., 
entertained a number of prominent Boston 
_joutien recently on his yacht Marilyn, 




















AT LAST! A NEW NUT 
FOR PIERCED EAR WIRE 


The earring nut 
turns as simply as 
the pierceless ear- 
wire nuts. Sixteen 
full threads on the 
nut. 

Plenty of protection 
for expensive ear- 
rings. 


Patent Applied For Minimum order 3 
Price for Wire ond Nuts: pairs. Quantity 
14K Yellow gold $1.50 pr. Prices on request. 


14K Pink gold $1.50 pr. Platinum Price also 
14K White gold $1.65 pr. on request. 


MURGIA CORPORATION 


99 Essex St., Lawrence, Mass. 
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ner later at the Neighborhood 
They included John Kennard, 
of Kennard & Co.; Ellsworth Read, of 
Kettell, Blake & Read; and J. Gould Cook, 
of the A. Stowell Co.,—all fellow directors 
of the Boston Jewelers Club. — 

4 Mr. and Mrs. Herbert Faithful of the 
Bayer, Pretzfelder & Mills firm, New York 
City, were visitors on Cape Cod over Labor 
Day weekend. : 

q M. B. Russakoff, jeweler of Skowhegan, 
Me., has been remodeling his store. 

qH. C. Cote, who retired from the jewelry 
business a few years ago, is back in busi- 
ness again, having brought out the Dexter, 
Me.. store of the Dexter Jewelers. Mr. Cote 
will operate the store under his own name. 
4 Frank Reilly, salesman with the Bella A. 
Class Co., 609 Jewelers Building, who has 
covered New England and New York State 
for that company, was called back into the 
Air Corps on September 5, and left im- 
mediately for San Antonio, Texas. 

4D. J. Bosworth, formerly with N. Morri- 
son in Bellows Falls, Vt., has opened a new 
store of his own in that city. 

q John Cally, salesman with the K. A. 
Murphy Co., 509-11 Jewelers Building, was 
married on Sept. 9. to, Miss Joan Connelly, 
and the young couple spent their honey- 
moon in New York City. 

4 Philip Whittemore, salesman for Edward 
MacCourt of the Louis Manheimer & Bros. 
firm, 411 Jewelers Building, was called 
back into the Army Air Corps on Sept. 15. 
qMiss Evelyn Cavanaugh of D. C. Percival 
& Co., who has been in the Marine Corps 
Reserve, was called back to active duty on 
Sept. 15, and left for Camp LeJuene, N. C. 
Her associates presented her with a wrist 
watch when she left. 

q Leo A. Cote, jeweler of Littleton, N. H., 
was married recently to Beatrice Morrissette 
of Windsor, Vt. 

q Paul Deyo, jeweler of Colebrook. N. H.., 
has rendered a distinct and laudable ser- 
vice to the people of that town, who for a 
long time had been unable to sleep peace- 
fully nights because of the loud striking of 
the Town Hall clock. Mr. Deyo rehuilt the 
clock in such a way that it now strikes only 
from 7 a.m. to 10 p.m. 

q Miss Elinor Shenker, bookkeeper with B. 
Yaffee & Sons, 716 Washington Bldg., be- 
came engaged recently and plans to be 
married next spring. 

4 John L. Caten, Lowell, Mass., jeweler, 
won first prize recently at the Plum Island 
striped bass derby by bringing in the big- 
gest fish of the season. 

q Mrs. Fred N. Gassett, who has been calry- 
ing on the Gassett Jewelry store business 
in Bridgewater, Mass., since her husband 
passed away, sold out on Sept. 23 to Clar- 
ence Smith, who was formerly with Gurney 
Brothers, Brockton, Mass. 

q Robert Hammerquist, 18-year-old son of 
Forrest Hammerquist, 508 Washington 
Building, was runner-up in the Massachu- 
setts Golf Association championship match 
at the Wollaston Golf Club. The match 
went to the 19th hole, his opponent sink- 
ing a 20-foot putt for a birdie to-.take the 
lead. 

q Miss Florence Gold became a secretary 
with the Joseph Gann Co., 404-7 Washing- 
ton Building, the latter part of August. 


Club, Quincy. 
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q Albert “Al” Ettinger, formerly with Al- 
bert Ettinger, Inc., 45 Bromfield St.. Boston, 
has announced the establishment of his own 
business on the 7th floor of that building. 
where Sid Forman is associated with him. 

q Members of the Diamond Peacock Club 
are looking forward to their annual steak 
and lobster dinner at the Parker House on 
October 27. 

q R. W. “Rommy” Nathan, self-acclaimed 
Mayor of the Third Floors of the Jewelers 
and Washington Buildings, has announced 
that he will run for re-election this fall. 

q Charles Briggs, who has made quite a 
name for himself in tennis championship 
semi-finals at the Greater Fall River tour- 
nament, has become associated with the 
Herbert W. Stranger Co., 306-10 Washing- 
ton Building. He will cover southern New 
England for that firm. 

q Earl Glidden, son of Larry Glidden, 6th 
floor of the Washington Building, has been 
called back into the Navy. 

q Joseph Ferraguto, sales clerk with Henry 
Kamlot, 307-10 Washington Bldg., also has 
received his call to the armed forces. 

q Ben Rubin, retail jeweler located at 470 
Blue Hill Ave., Roxbury, Mass., is moving 
his store to new and larger quarters at 
474 Blue Hill Ave. Rubin was recently ap- 
pointed Chancellor Commander of Damon 
Lodge, Knights of Pythias. 

q Albert Ettinger, who has been in the 
jewelry business for 25 years, is now estab- 
lished in business for himself, under the 
firm name of Albert Ettinger, Inc., at 45 
Bromfield St., Boston, Mass. Sidney Forman 
is associated with Ettinger in the business. 
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EYE-CATCHING DISPLAY 
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The unique window display (above) 
featured recently at Tourneau’s, New York 
City, was a definite “crowd stopper.” 

Eterna’s famous plexiglass Eterna-Matic 
movement, with its 309 total paris weizh- 
ing 14 lb. 6 oz., rotates on a pedestal which 
houses the motor composed of 184 parts. 
According to Dr. Rudolph Schild, director 
general of Eterna, the designing of the 
movement consumed approximately 1000 
working hours, and 800 additional work- 
ing hours were required for supervision and 
control purposes. 

Most of the detail work was done by 
apprentices in Eterna’s apprentice school, 
Grenchen, Switzerland, under the super- 
vision of special foremen and instructors. 
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Master Craftsmen 


IN THE ART OF RESTORING 
ANTIQUE & MODERN 


SILVERWARE 





REPAIRING REFINISHING 
GOLD & SILVER PLATING 
ENGRAVING LACQUERING 


JEWELRY REPAIRING 
COMPLETE FACILITIES 
EXPERIENCED STAFF 


e~ SEND FOR PRICE LIST 


LOUIS J. MEYER, Inc. 


Silversmiths—Platers 
205 S. 9th S#. 
PHILADELPHIA 7, PA. 























Sterling Silver 
Gift Items 
Zipper Spoons 
$7.20 
Per Box of 8 


In time for Xmas 
buying 
Sterling Rings 
$15.00 
Per Doz. Asst. 


Adjustable 
Shanks 


Sterling 
Sugar Tongs 


$7.20 Per Doz. 


Ask for trial order of our 
Sterling Costume Jewelry 
at $6.75 Per Doz. 


Asst. Styles Earrings and Pins 


MICHELE JEWELRY 


36 Bromfield Street 
Boston 3, Mass. 














NESSALC CO.— 


4 East 4ist St.. New York 17, N. Y. 
Importers of 


Novelty Wall Clocks 
and Cuckoo Clocks 
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firm of Byard F. Brogan, 805 Sansom St., 
was married on September 16 to Miss Doris 


| Marie Magee. 


q A. Castiglioni, president of the French 
Jewelry Co., Inc., 137 S. 8th St., returned 
home on Labor Day from an extended 
business trip in Italy. He was accompa- 
nied on the trip by his wife and two chil- 
dren. 

q Barr's main store, at 1112 Chestnut St., 
boasted a window display uniquely suit- 
able to the “Indian Summer” season. Col- 
orful, velvet-finned fish with multi-colored 
stone scales were suspended in mid-air 
among sea-like flora, orange sponges, and 
brightly colored shells. This brightened 
the royal blue and aqua-colored back- 
eround for diamonds in one window and 
watches in another. 

q Ben H. Fox, who operated a Jenkin- 
town jewelry shop until three years ago, 
has opened another store at 743 Yorkway 
Place in Jenkintown, just across the street 
from his former location. He is in the 
midst of planning an intensive newspaper 


advertising campaign for Christmas. 


q The Horological Guild of Philadelphia 
met Tuesday, September 12, at the YMCA 


to discuss plans for the winter season. 


Although details were not made available 
in time to make this issue, a spokesman 
for the group stated that this year the asso- 
ciation will again make extensive use of 
instructional motion pictures distributed 
by various manufacturers. 


q Edward Miller of C. R. Smith & Son, 


Inc., has returned from an extensive tour 


through Pennsylvania and New York states. 


One of the highlights of the trip that he 


enjoyed the most was a tour through the 


| Christmas 


Kodak plant. 

4 The C. R. Smith & Son store at 18th 
and Market Sts. is being made “bright 
for Santa.” The renovations, including the 
paint job, probably in progress at the time 
you read this, will be completed before the 
season. 


q Alan Gurwood of Gurwood Jewelers, 817 
KE. Allegheny Ave., recently returned from 


_a long weekend in the mountains with a 


heavy cold which did not prevent him from 


| putting on another of his well known give- 





away promotions. Tying-in with the mo- 
tion picture “Treasure Island” at the Al- 
legheny Theater, he placed an old gilded 
trunk in the theater lobby which contained 
fifteen prizes all wrapped in identical boxes 
and gift paper. Each person who _ pur- 
chased a theater ticket received a key as 
he entered the movie house. Those with 
keys which fit the trunk lock were allowed 
to select any prize from the “treasure 
chest” they desired. The chest remained in 


| the lobby for one week during the run 


of the picture. Three winning keys were 
given out each busy night and two on the 


| slower evenings. Retail values of the gifts 


of them were opened by the winners jn the 
lobby drawing large groups of onlookers 
Additional publicity was afforded the vee. 
motion by a billboard in the theater lobby 
announcing the awards and identifying the 
jeweler who sponsored them. 

q Harry Rothenburg, formerly the proprie- 
tor of Reed’s Jewelers, Bond Jewelers and 
Roth’s Jewelers, has now purchased the 
store at 3208 Kensington Ave. from Frank 
Willis and opened it officially August 98 
under the name Penn Jewelers. 

q Gerson’s, now operating two subway 
shops, are expected to open a street level 
store on Kensington Ave. in the near future. 
q Now that Keswick Jewelers have ip. 
proved the fixtures of the store at 293 Kes. 
wick Ave. in Glenside, Pa., they are ex. 
panding by adding glassware and pottery 
departments. This merchandise will be pro. 
moted in the fall door-to-door campaign 
now in progress. 

q Arnold’s Credit Jewelry store will draw 
customers to 2827 Germantown Ave. this 
winter through more extensive use of ad- 
vertising mats from manufacturers which 
will be placed in the local newspaper and 
perhaps other media. 

q That grand collection of old clippings 
telling stories about gems gives an aura 
of romance to the colored gemstones in 
which E. R. Beath has been specializing 
for some years. The shop at 201 S. 12th 
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WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 


Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 








CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


«> Wholesale Jewelers 


134 So. 8th St. Phila. 7, Pa. 





BOWMAN 


Technical School 


Courses for Success for 
Watchmakers 


Engravers Jewelers 
Graduates pass H.LA. 
Certified MASTER 
Watchmaker Exams. 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 











63 Years Serviee 














LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Established School—Est. 1894. Approved 
or for P.L. 16 Veterans & 346 


—. COLLEGE OF HOROLOGY 


W. Somerset St., Phila. 
Write Dept. “‘K” Il’d Catalog 
BAlidwin 9-1376 
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Arthur T. Johnson, Principal 
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mers are avidly interested in 


g nds custo 
as hat has a story connected 


a gemstone t 
with it. 

4 Several 
to renew last 


“Avenue” jewelers are planning 
year’s Point Breeze “Avenue 
Days” during October, November and De- 
cember. During a particular period, prob- 
ably one day a month, the stores will sell 
selected merchandise at reduced prices. 
Streamers, direct mail and newspaper ad- 
vertising will announce the values to resi- 
dents of the neighborhood. 

4 Santa and his parade will be conspicu- 
ously absent from Jenkintown this year. 
For several years Miss Marie Leonhardt 
and then the Business Men’s Association 
sponsored his visit at night after the stores 
had closed. Miss Leonhardt began the 
actvity as a philanthropic move, using 
Santa as a front for her many anonymous 
charitable gifts to the needy in the local- 
ity. The Business Men’s Association, who 
had taken over as sponsors of the parade 
to make it a business-building activity, 
have decided that an equal amount of 
money spent on decorations and canned 
music will be more effective and more 


profitable. : 

4 McCutcheon’s are now enlarging and 
partially remodelling the shop at 611 West 
Ave., in Jenkintown. At the completion 
of these renovations a larger variety of 
merchandise will be carried. 

q The jewelry store of Vincent DeCarlo 
at 1322 South Broad St., which was re- 
modeled six months ago, is now using a 
substantially increased quantity of post- 
cards from manufacturers as the major 
part of a program stepping up advertising 
to meet corresponding expansions in other 
phases of the business. 


q Saul Rosnov of 719 Sansom St. has been 
confined to the Massachusetts Memorial 
Hospital in Boston following an operation 
by a prominent specialist there. 


q The practice of closing Wednesday 
afternoons, when the central-city jewelers 
and department stores are open, and re- 
maining open on Friday or Saturday eve- 
ings or both, is spreading throughout the 
Philadelphia and suburban Philadelphia 
area. Among those who are now trying 
it we find The House of Prince at 5543 
Chester Ave.; John Crane of 1637 South 
St.; Lester J. Kieffer of 6 S. Easton Road, 
Glenside, and William Spies of 77 North 
York Road, Willow Grove, Pa. 


q During the month of September when 
some jewelers found the rush of summer 
repair business had subsided, George A. 
Lohr put on an intensive advertising cam- 
paign inviting the public to bring in jewel- 
ry items that had been broken during the 
summer. The promotion, which brought a 
new rush of repair business to the store 
at 6340 Germantown Ave., will be followed 
by another using the Germantown news- 
paper as the dominant medium. This one 
will promote one type of merchandise for 
a brief period. showing a variety of manu- 
facturers’ products in each ad, then go on 
to another department. Probably silver- 
ware will receive first treatment and jewel- 
Ty items will be shown just before Christ- 
mas, 
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q Milton S. Brown, watchmaker former- 
ly employed by Narberth Jewelers of Nar- 
berth, Pa., and Kurtz Jewelers of Phila- 
delphia, has purchased Caldwell’s Jewelry 
store at 3310 Pacific Ave., in Wildwood, 
| ae 





Pennsylvania Jewelers Hold 
Annual Outing in Hamlin 


The Lackawanna County (Pa.) Jewelers 
and Watchmakers Association held its an- 
nual outing September 17 at Matello’s 
Grove, Hamlin, Pa. 

Michael P. Gallagher was general chair- 
man; Alexander Boccardi, co-chairman; 
Patrick Monahan, entertainment chairman; 
John Wasnovic, tickets; William Brennan, 
eames; John Edwards, arrangements; Louis 
Cicotti, refreshments; Eugene McGray, pro- 
grams; James McHale, prizes; Kenneth 
Miller and Louis Jones, contest judges. 

Chicken dinners were served. Featured 
was a softball game between married and 
single men. 





Teorey Opens Modern Store 
In Culver City Shopping Center 


New cities spring full blown overnight 
in California and residents of Los Angeles 
and its environs have become somewhat 
accustomed to the rapidity of development 
of these new “towns.” 

Newest center of such activity is Culver 
Center in Culver City which lies just west 
of Los Angeles. Here, in the space of a 
month, a new full size Penney’s Department 
Store, Grant’s Store, Singer Sewing center, 
and a half dozen shops and markets 
opened to create a new shopping center. 
Showplace of the Culver Center is Teorey 
Jewelers, operated by C. E. Teorey. The 
chic modern shop features solid mahogany 
fixtures and paneling. 

Mr. Teorey is also owner of Roberts 
Jewelers in Hawthorne, Calif., and formerly 
operated Teorey Jewelry Store at 5422 
Crenshaw Blvd., in the southwest section 
of Los Angeles. 





Model 'Mr. & Mrs.’ Watch Set 





Grace and Paul Hartman, internationally- 
known dance satirists and stars of stage 
and television, modeled a Swiss-created 
"Mr. and Mrs." watch set at the Watch- 
makers of Switzerland exhibit at the 
ANRJA convention in New York. The Hart- 
mans, often affectionately called the "Mr. 
and Mrs. of the Theatre," are currently 
starring in the Broadway hit, "Tickets, 
Please." 














Let Us HELP 


CASH 










RAIS 


So 








MAX JUROW 


(President Mid-Town Auction Center, Inc.) 


Recent sales conducted 
for these jewelry stores:— 


I. Rhoad’s Jewelers — Louis- 
ville, Ky. 
2. Gotham Jewelers — Yon- 
kers, N. Y. 
3. Stewart Jewelers — Stam- 
ford, Conn. 
4. Feffer Jewelry Co. — Co- 
lumbus, Ga. 
e We buy your stock. 
e Conduct a 30 day sale on 
your premises to raise neces- 
sary cash. 


e Will also advance rea- 
sonable amount of 
eash against money 
that will be realized 
from auetion sale. 


e Sell your overstock at our 
own auction rooms at ad- 
dress below (Prominent 
Jewelry Center of the World) 
on commission basis. 


Expert confidential analysis of 
your particular problem will 
be gladly furnished without 
obligation. 


Bank reference—National City 
Bank, Times Square Branch, 


New York City. 


MAX JUROW 


Auctioneer since 1924 


37 West 47th St. New York 19, N. Y. 
Tel. JUdson 6-4127, 4128 








241 

















eet al 


- —_— -* . 
as 
' ° ' ' 


' 
ernie a 























The Jeweler is the BEST MAN 


when he recommends... 





en 
“ 
EEIGCESS* 
BONDED 
DIAMOND RINGS 
x @® 
Bonded for replacement 


in event of burglary, theft 
or proven loss. 





BALTIMORE !, MD. 




































































| Statesville 








q Maritz, Inc., one of the oldest jewelry 
companies in St. Louis, Mo., recently leased 
8000 additional square feet of floor space 
on the second floor of the Kinloch Building, 
411 North Tenth St. According to Lloyd 
Maritz, Sr., President, the additional space 
gives the company the entire second floor 
of the Kinloch Building, or about 12,000 
square feet of space. Most of the added 
space is being used for executive offices 
and warehouse facilities. Expansion of the 
company’s business during recent months 
required the additional space, Mr. Maritz 
said. 

q Star Credit Jewelers, owned by Harold 
B. Pausman, has occupied new and larger 
quarters at 326 Main St., Jacksonville, 
Fla. Mr. Pausman has had many years’ 
experience in the jewelry field, owning 
and operating a store in Petersburg prior 
to settling in Jacksonville in 1945. The 
first store was located at 321 Main St., 
and the present move was made necessary 
because of expansion of the firm’s busi- 
ness, Pausman said. He added that the 
new store will afford the firm larger dis- 
play space and has been attractively dec- 
orated in a modern motif. New fixtures, air 
conditioning and fluorescent lighting are 
featured. 

q Army Reserve Second Lieutenant Wil- 
liam H. Leonard, III, manager of the 
(N. C.) branch of Leonard’s 
(Inc.), has been recalled to active military 
duty. Gordon E. Urban, of Salisbury, N. C., 
has been named to succeed him in States- 
ville. Lieutenant Leonard has reported to 
Fort Riley, Kan., where he will spend 
three months at army’s officers military 
intelligence school. 

q Jesse Melinger, who operates two jewelry 
stores in Austin, Texas, has moved his 


| West Seventh St. store into a renovated 
| and modernized building at 621 Congress 
Ave. The other store is located at 819a 


Congress Ave. On opening day, August 


| 21st, the firm gave a string of pearls to 








customers purchasing $1.00 worth of mer- 
chandise. 

q The Alamo Jewelry Co. (Inc.), of San 
Antonio, Texas, is one of eight downtown 
business firms that have taken joint action 
to solve the downtown parking problem 
for their customers. The eight merchants 
have jointly leased parking rights for their 
patrons at four downtown parking lots. 
Parking facilities at these places are avail- 
able free for customers of the firms. 

q Some fifty managers and their assistants 
from Gordon’s Jewelry stores in Texas, 
Louisiana, Mississippi and Arkansas _at- 
tended the company’s semi-annual sales 
and merchandising conference held recently 
in Houston, Texas. Host to the gathering 
was Gordon’s Jewelry Co. (Inc.), 411 
Travis St., Houston. The conference ended 
with a banquet given by M. M. Gordon, 
company president, to the visiting man- 
agers and assistants. 


q Franklin S. Ward, of Lockhart, Texas, 


» THE SOUTH 


was elected president pro tem of the new 
Central Texas Area Watchmakers’ Gyilq 
at an organization meeting of the group 
held at the Hotel Austin on August 1st. 
Mrs. Esther Wayne, of Austin, was named 
secretary-treasurer. The meeting was held 
under the auspices of the Austin Watch. 
makers’ Guild. The new group will include 
in its membership watchmakers from 
Bastrop, Blanco, Burnett, Caldwell, Hays, 
Llano, Travis and Williamson counties, 





Harding Joins Klein Staff 


George R. Harding has joined the firm 
of Klein & Son, Inc., retail jewelers of 
Montgomery, Ala., according to a recent 
announcement by B. H. Klein. Harding wil] 
be in charge of the Klein organization’s 
diamond department, and_ will also be 
their designer of platinum and gold jewelry, 





GEORGE R. 
HARDING 


Harding recently resigned as _ general 
manager of Edwards & Le Bron (Ltd.), 
jewelers of Chattanooga, Tenn., with whom 
he had been connected for the last 23 
years. 

A registered jeweler of the American 
Gem Society, Harding is widely recog- 
nized as an authority in the diamond and 
colored gemstone fields. 


S. H. Clausin & Co. Open 
Branch Office in Salt Lake City 


S. H. Clausin & Co., wholesale jewelers 
of Minneapolis, Minn., recently announced 
the establishment of a new branch office 
at Salt Lake City, Utah, to expedite ser- 
vice to its central western customers. 

The new branch office is located at 409 
Darling Building, Salt Lake City, and is 
under the personal supervision of John 
A. Staub, zone manager in the Salt Lake 
territory. 

Prior to the opening of the new branch 
office, the company had served the North- 
west territory from its offices at Minneapo- 
lis, Minn., and Spokane, Wash. 
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ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 


ee JEWELRY ° 
5 HOPKINS PLACE, BALTIMORE, MD. 
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Buyers from 36 States Attend 
Dallas Gift and Jewelry Show 


Buyer registration reached a grand total 
of 5,815 at the 20th Allied Gift and Jewelry 
Show, held in the Hotel Adolphus, Dallas. 
September 3.8. Thirty-six states and sev- 
eral foreign countries were represented. 
The sales picture was exceptionally bright, 
with heavy buying in the face of future 
uncertainties the order of the day. 

According to a report from Allied Ex- 
hibitors, sponsors of the show, retailers 
placed from 25 to 40 per cent more orders 
than at the last fall market and the sub- 
stantial buying seemed to be spread fairly 
evenly among commodities. Scare buying 
was absent although deliveries are gen- 
erally lagging and in certain cases unpre- 


dictable. 





Zodiac pins were among the most success- 
ful creations shown by Guglielmo Cini 
(right) of Boston to visiting jewelers at the 
20th Allied Gift and Jewelry Show. Admir- 
ing the zodiac designs are Mr. and Mrs. 
W. W. Jones, jewelers, of McAllen, Texas. 


The sales picture in watches was ex- 
tremely active, with a heavy demand in all 
price ranges. 

In costume jewelry, where buyers placed 
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Year After Year It’s 
Experience that Counts 


Mercantile Establishments 


LIQUIDATED 








Auction or Regular Sale 
Commission or Salary Basis 
Details and references on request 


FLOYD |. EDWARDS 


and Associates 
Phone 791 Gowanda, N. Y. 
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Rare china was the subject of a network 
discussion, broadcast from Dallas, between 
Gloria Swanson and Frederic Hoit, general 
sales manager of Lenox, Inc., who were 
among the important visitors in Dallas dur- 
ing the week of the 20th Allied Gift and 
Jewelry Show. The actress received the 
Neiman Marcus award for Mid-Century 
Achievement, while Hoit presided at a 
showing of rare Lenox china. 


their heaviest orders, prices showed few 
noticeable advances, although most ex- 
hibitors agreed that price-hikes will be 
inevitable after the first of the year. 

Fashionwise, rhinestones were extremely 
popular, paced by emerald and sapphire 
popularity due to the current grey influ- 
ence in women’s apparel. Silver jewelry 
was exceptionally well received both in 
novelty and _  high-styled price ranges. 
Fashion rather than price seemed to gov- 
ern the buyer’s purse, although promotional 
lines were also fast movers. 

Dinnerwares of all descriptions were 
eagerly sought, particularly lamps, planters 
and decorative artwares. 

In conjunction with the Allied Gift and 
Jewelry Show, a public display of rare 
and historic table services was staged by 
the Worcester Royal Porcelain Co., Lenox 
Inc., Theodore Haviland and Towle Sil- 
versmiths. The Dallas Morning News and 
Times Herald radio and video stations fea- 
tured many of the displays as consumer 
previews of things to come in the nation’s 
gift, jewelry and department stores. 

The 20th Allied Gift and Jewelry Show 
was sponsored by Allied Exhibitors Inc., 
the non-profit corporation of manufacturers 
and their representatives, headed by H. W. 
Johnson, president; Joseph O’Sullivan, vice 
president, and Mildred M. Dalton, show- 
manager. 





Handy and Harman Sponsors 
Handwrought Silver Exhibition 


An exhibition of handwrought silver was 
on view in the lobbies of the five Manhattan 
branches of the East River Savings Bank 
from September 6 to 29. The exhibit was 
arranged through the courtesy of the Craft 
Service Department of Handy and Harman, 
refiners and fabricators of precious metals, 
as part of their non-profit educational pro- 
gram. 

The silver shown included presentation 
pieces, work done by contemporary silver- 
smiths and work done by teachers attend- 
ing Handy and Harman’s fourth national 
Silversmithing Workshop Conference held 
in August at the School for American 
Craftsmen, a department of the Rochester 
Institute of Technology. 








Announcing — 


THE GEM MONOSCOPE* 
by 


WOODRUFF 
ACTS AS 
MICROSCOPE 
DICHROSCOPE 
POLARISCOPE 
At a fraction of the cost of any 
other on the market 
WRITE FOR FREE FOLDER 


WASHINGTON SCHOOL 
OF GEMOLOGY 


1018 Vermont Ave., N.W., Washington 5, D.C. 
*PROTECTED BY U. S. PATENT 
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Louis COLMES 
The Sa 
JEWELERS’ AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 





We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 


in this field. 


Bank and Trade References Supplied 
Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


185 Erasmus St., Brooklyn 26, N. Y. 
Phone: BU 4-4698 
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Cold=Silver 
PLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 











10 S. Wabash Ave., Chicago 3 CENtral 6089 — 





a 








Do you know why 


MICROTIME 


WATCH and CLOCK OILS 


| Give the Best Lubrication? 
IF NOT... 
Ask Your Jobber Today! 


-t 


EXCLUSIVELY IMPORTED BY 
THE NEWALL MFG. CO. 


Chicago 2 ilinois 

















CENTRAL WATCH CO. 


ESTABLISHED 1911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
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q The Illinois Watchmakers Association 
enjoyed a festive picnic September 10 at 
the spacious Schiller Woods grounds, 
Irving Park Rd., on the Northwest Side, 
it was announced by William Bingham, 
secretary. The picnic chairman, Vernon 
Gross, outlined a gay and varied program 
which included games, dances, bingo, races 
and prizes. A large assortment of valuable 
awards presented to contest winners were 
donated by the manufacturers and whole- 
salers of watch materials and tools of 
greater Chicago. 

q Adelco Distributors, wholesale jewelers, 
179 West Washington St., is now under a 
new management. The new owner, Lionel 
Livingston, assumed control of the firm 
July 5. He has added new lines of cig- 
arette lighters and costume jewelry in 
recent weeks. Except for minor changes, 
the firm will pursue the same active whole- 
sale jewelry business followed by the 
former management. 

q William Bart, 29 East Madison St., re- 
turned early in September from an enjoy- 
able vacation at Lake Tahoe, Calif. Mr. 
Bart is the Chicago representative for the 
Jacoby-Bender firm of New York City. He 
was accompanied to the West Coast by an 
associate, Robert A. Koff. 

q Samuel Geman, part owner of May 
Jewelers, Inc., 200 South State St., is con- 
valescing from injuries he sustained while 
horseback riding in late August. He was 
kicked on the head and chest by his horse 
after being thrown while riding near 
Libertyville, Il]. Multiple cuts and bruises 
required a doctor’s care. Mr. Geman was 
confined to his home for one week before 
he was able to return to his office. 

q Walter P. Zimm, retail jewelry store 
owner, 64 West Randolph St., announced 
that he is enlarging his present quarters, 
adding about 100 square feet. The addi- 
tional space will be utilized in setting off 
merchandise to more distinct advantage. 
q His many friends in the jewelry indus- 
try are mourning the death of Sam L. 
Adelsdorf, treasurer of the Goldsmith 
Brothers Smelting and Refining Co., 109 
North Wabash Ave. Mr. Adelsdoif, who 
has been in ill health for several years, 
died on August 16. Mr. Goldsmith is suc- 
ceeded by his wife, Edith, and _ three 
children. Marc Goldsmith, president of 
Goldsmith Brothers, announced that John 
T. Karel, who has been with the firm for 
many years, has been appointed to fill the 
office of treasurer. 

q The Golden Roosters, that fun-loving 
fraternal jewelers’ group, has scheduled its 
fall stag party for October 9 at the Shera- 
ton Hotel. Herman Kramer of Lossau and 
Kramer, 29 East Madison St., is head of 
the arrangements committee for the affair. 
q The Jewelers’ Club was scheduled to 
hold a meeting in mid-September to con- 
sider applicants to fill a recently-created 
membership opening. 

q The Fred A. Block Jewelry Co., Inc., 


has opened a showroom on the ninth floor 





of the Merchandise Mart. Sidney Block 
is president of the recently-expanded firm 
Also associated with the same organization 
are Mr. Block’s two sons, Roger and 
Bernard, who handle sales in Texas and 
the Midwest respectively. 

q The Carson Jewelry Store, at 7204 Weg 
Grand Ave., in Elmwood Park, Ill., was 
sold recently to Busch Jewelers. 





Chicago Jewelers Attend 
‘Product Knowledge Meeting’ 


More than 400 people connected with 
the retail credit jewelry business in (hj. 
cago were expected to attend the first fal] 
meeting of the Jewelers’ Association of 
Greater Chicago, which was scheduled to 
take place at the Terrace Casino of the 
Morrison Hotel on September 13. 

Benjamin L. Sacks, executive secretary 
of the organization, said that the affair was 
primarily a “Product Knowledge Meeting.” 
Representatives from several leading manv- 
facturers in the jewelry field were sched- 
uled to attend the gathering to describe 
in detail special features of their products 
and to answer questions brought up by 
association members. 

In addition, it was learned that there 
was to be some discussion of the group's 
forthcoming cooperative advertising pro- 
gram. Although exact details of the cam. 
paign had not yet been released, it was 
learned that plans include large advertise- 
ments to run almost every day in the 
Chicago dailies during December. The 
first ad was scheduled to break on Sep- 
tember 15. . 

In conjunction with this program, the 
Jewelers’ Association of Greater Chicago 
had a new emblem designed. Replicas of 
this emblem were to be mounted in all 
stores which participate in the group’s ac- 
tivities. A picture of this emblem will also 
run in every advertisement taken by the 
association. This picture will be used in 
conjunction with slogans along the lines 
of: “Deal where you see this emb!em.” 

In addition, the ads will play up the 
association’s strict code of ethics, which 
includes guarantees of the customer's right 
to exchange or refund, a ban on price 
cutting and markdown tactics, etc. 


Elgin Watchmakers' College 
Observes 30th Anniversary 


Elgin watchmakers’ college, which has 
craduated more than 5,000 students since 
its founding in 1920, observed its 30th 
anniversary with the opening of the fall 
term last month. 

William H. Samelius, dean of American 
watchmakers and director of the school, 
said that increasing military manpowél 
demands leave the school without a back 
log of applicants for the first time since 
World War II. A large percentage of stu- 
dents the past five years have been vel 
erans learning watchmaking under the 
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Veterans administration training program. 

Two new courses, in automatic-wind and 
chronograph watches, are being added to 
the curriculum, which henceforth will 
cover a full year instead of 11 months. The 
school, which is operated by Elgin National 
Watch Co., graduated 150 students this 
vear, all of whom have been placed. 


Albert Walker Co., Moves 


Albert Walker Co., Inc., long-established 
wholesale jewelers of Providence, R. L., 
have moved from 202 Washington St., a 
location which they occupied for nearly 40 
years, to new and larger quarters at 37 
Chestnut St. 

According to Edward F. Page, president 
of the firm, silverware, clocks, and jewelry 
will be attractively displayed in a modern 
showroom at the new location. The com- 
pany did not maintain a showroom at the 
old location because of space limitations. 





MacPhail, Fauver Named to 
Handy and Harman Positions 


The appointment of an educational di- 
rector and an executive director of the 
Craft Service Department was announced 
recently by G. H. Niemeyer, president of 
Handy and Harman, refiners and fabrica- 
tors of precious metals. 

Robert MacPhail has joined the Craft 
Service Depatment as educational director 
and Helen Fauver, who has been with the 
company four years, has been named ex- 
ecutive director. Margret Craver remains 
as consulting silversmith. 

In discussing the appointments Mr. Nie- 
meyer said: “With the expanding program 
of the Craft Service Department and in 
response to requests from the art depart- 








ments of schools and colleges, we have 
need of someone to work with art educa- 
tors in their use of silver as an art medium. 
Mr. MacPhail was one of the twelve teach- 
ers selected by an art jury to attend our 
Silversmithing Workshop Conference in 
1949. He is experienced in this field and 
his work will supplement the educational 
projects we have already initiated in mu- 
seums, colleges and universities.” 





Chicago Jewelers Association 
Names Standing Committees 
Mead Montgomery (M. A. Mead & Co.), 


president of the Chicago Jewelers’ Asso- 
ciation, has appointed the following stand- 
ing committees to serve the organization 
during the coming year: 

Finance Committee: Chairman, Abe 
Braude; Coby Knights, and George W. 
Cureton. 

Membership committee: Chairman, Vin- 
cent J. Newman; Philip C. Abrams, Her- 
man L. Kramer, Leonard Lewy and Paul 
Samuels. 

Social Relations Committee: Chairman, 
Charles D. Ellbogen; John Biggins, Charles 
G. Brown, R. S. Hulbert, Charles Mason, 
Marshall Spies, David E. Newman, James 
Swartchild, and Webb C. Ball. 

Trade Extension Committee: Chairman, 
A. E. Millard; Jacob Berg, Allen Gellman, 
George Engelhard, and Howard Bohlander. 

Good and Welfare Committee: Chair- 
man, J. T. Montgomery; Austin Clark, 
Frederick M. Gottlieb, Vincent J. New- 
man, Frank Milhening, D. J. B. Prins, and 
John D. Jacobson. 

Golf Committee: Robert Gottlieb, Wil- 
liam Swartchild, A. H. Greene, and Sol G. 
Cogan. 
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CHICAGO STUDENTS VISIT SWISS EXHIBIT 





The Watchmakers of Switzerland exhibit 
at the National Jewelry Fair, held recently 
in Chicago, attracted a large number of 
visitors including this group of students 
from the Jewelry Training Service, Chi- 
cago, Ill. The students were especially in- 
terested in viewing “the smallest watch,” 
“the most complicated watch,” and the 
thinnest watch” which were on display at 
the exhibit. 

The Jewelry Training Service is a non- 
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profit organization operated and sponsored 
by the jewelers of Chicago. It offers train- 
ing in all the jewelry skills including watch 
repairing, jewelry manufacturing, diamond 
setting and engraving. 

The school is sponsored jointly by indi- 
vidual members of the Chicago trade and 
the Chicago Jewelers Association, Jewelers 
Association of Greater Chicago, and the 
Manufacturing Jewelry Association of Chi- 
cago. 
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widely known jewelry display specialists, 
have developed a number of new display 
ideas for the holiday season. The displays 
are available to but one store in any city. 
q Ira R. Katz, assistant to the president 
of the Gruen Watch Co., has been named 
to the National Council of the Joint De- 
fense Appeal. The Appeal is the fund- 
raising arm of the American Jewish Com- 
mittee and the Anti-Defamation League of 
B’nai Brith. 

q Carroll Seghers, Jr., manager of his 
father’s jewelry store in Coral Gables, Fla., 
is also a noted photographer. Two photo- 
graphic features, taken by him, appeared 
in a recent issue of This Week, a national 
magazine. The elder Mr. Seghers operates 
Carroll’s retail store at Fifth and Main 
Sts., here. 

q The local diamond business “runs into mil- 
lions of dollars annually,” Max Litwin of Lit- 
win and Sons, Inc., told members of the Ro- 
tary Club at a recent luncheon meeting. In 
his talk on “The Story of Diamonds,” Mr. 
Litwin also described some of the activi- 
ties of his manufacturing firm for the 
government during the last World War. 
¢ Pete Bizzarri, formerly assistant manager 
of Dodd Jewelers, Inc., has been appointed 
manager of the retail store at Sixth and 
Vine Sts. He succeeds Irving W. Engel, 
who is now associated with the Leonard 
retail store in Kokomo, Ind. Store em- 
ployees presented Mr. Bizzarri with a 
saddle leather two-suiter bag upon _ his 
promotion. Stewart Berkley, with the store 
six years, has been named assistant 
manager. 

q Members of the Greater Cincinnati Re- 
tail Jewelers Association held a_ business 
meeting following dinner in Hotel Sinton 
on Sept. 13. At the next dinner meeting 
on Oct. 11, the speaker will be Herman 
Hollander, president of the Pittsburgh 
Retail Jewelers Association. 

q Roy Koehne, widely known in the jewelry 
business here, has joined the sales staff of 
Klein Brothers Co., wholesalers in the 
Enquirer Building, and will work in the 
southeastern states. Al Wehry, another 
company salesman, visited relatives in Vin- 
cennes, Ind., and then spent several days 
in the office over the Labor Day holiday. 
Ray Eible, another salesman, also was in 
for the holiday. He reported excellent 
business in his territory. 

q Julius Jacobs, Jr., a salesman for the 
D. Jacobs Sons Co., wholesalers at 811 
Race St., suffered a back sprain while in 
Kansas, and had to return to his home 


here. His brother, William Jacobs, has 
taken over the Kansas territory § tem- 
porarily. 


q Numerous salesmen are reporting large 
volumes of orders to their offices here. 


Among them have been Joseph Faigle and 
Joseph Faigle, Jr., of Joseph Faigle and 
Sons, manufacturers, 2219 Quebec Road; 
J. B. Goodman of the I. B. Goodman Mfg. 
Co., 205 West Fourth St.; L. F. Rohan 
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| q Ken Matsumoto & Co., 1109 Main St., 


and A. RR. Jester of A. R. Jester, many. 
facturer, Lyric Building; Victor Youkilis 
and Victor Kaufman of the Victor Corp. 
wholesalers, Enquirer Building, and Ed. 
ward Effler and Robert J. Siefert, Jr., of 
the Albert & Seifert Co., wholesalers, 18 
West Seventh St. 

q Donald C. Moore, retailer at 435 Main 
St., has had such excellent results from q 
radio baseball contest he sponsored this 
summer that he is_ considering another 
radio contest for the winter season. 

q Klein Brothers Co., wholesalers, Enquirer 
Building, were represented at the Gift 
Show in Columbus, Ohio, on Sept. 23-25, 
and also at a Gift Show in Parkersburg, 
W. Va., on Sept. 17-18. 

q Dodd Jewelers, Inc., retailers at Sixth 
and Vine Sts., participated in the recent 
Food Show at the Zoo by giving away 10 
wrist watches in cooperation with the 
Gruen Watch Co. and the Post. 

q A number of local manufacturers, whole. 
salers and retailers attended the recent 
national conventions in Chicago and New 
York City. 

q Virginia Goebel, daughter of Robert E. 
Goebel, wholesaler in the Provident Bank 
Building, has returned to the University of 
Kentucky as a sophomore. 

q Among late summer vacationers were 
A. F. Reichman of the T. Knoebber Co., 
manufacturers, 811 Race St.; C. R. Ger. 
hardt of Mecklenborg and Gerhardt, manu- 
facturers, 811 Race St.; N. J. Mecklenborg 
of the same firm; Miss Margaret Hagen, 
Cherrington Fischer, Raymond Jockers and 
Bernard Satzger of the Harry Greenwold 
Co., wholesalers, 18 West Seventh St; 
George Magley and J. Larry Crouch of 
the Wallenstein-Mayer Co., wholesalers, 31 
East Fourth St.; Mrs. E. J. Eckerle, re- 
tailer, 6104 Vine St., Elmwood, and F. J. 
Evans, retailer, in suburban Covington, Ky. 
q Recent visitors here have included Arthur 
W. Kidd, Oneida Ltd.; George Kissick, 
H. F. Barrows Co.; Daniel Adams and 
Leroy Wallace, Hamilton Watch Co.; P. J. 
Armeny, Baker and Co.; William Me- 
Greeve, manufacturers’ representative of 
Chicago; William Wolf, Seth Thomas 
Clock Co.: W. H. Towle, Sunbeam Corp.; 
and R. C. Jung, American Safety Razor 
Corp. 

4 Mrs. Anton Gangl, wife of a retailer in 
the Union Trust Building, recently flew to 
visit relatives in Austria for the first time 
in 23 years. While there, she participated 
in the 90th birthday celebration for her 
father. 

4 Local wholesalers were glad to see Ted 
Allison of the Harry B. Mahan Co., In- 
dianapolis, who called on the trade here 
recently for the first time in several years. 
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Taylor Moves to New Location 


E. A. Taylor, retail jeweler formerly lo- 
cated at 366 N. Maple Ave., East Orange, 
N. J., recently moved to a new location at 
427 N. Groves St., that city. 
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Local Suppliers Work Weekends 
To Fill Orders of Retailers 


Local manufacturers and wholesalers now 
have more business than at any time dur- 
ing the last several years, with backlogs 
of orders that are requiring most of them 
to keep their offices and plants open eve- 
nings and weekends in efforts to meet re- 
tailers’ demands for deliveries. 

It is generally conceded that the buying 
public, anticipating a reduction in the fed- 
eral tax on jewelry, deferred purchases 
earlier this year, and retailers consequently 
let their stocks deteriorate. Now, with the 
certainty there will be no tax reduction 
‘in the near future, buyers are again in 
the market, and retailers are rushing to 
fill in their stocks to care for this demand. 

Wholesalers and manufacturers here an- 
ticipate that this year’s holiday business 
will be at or very near the highest volume 
of the past decade, because of the record 
number employed at the highest wages in 
history. Some basic metals already are 
scarce, and continuance of the war over 
an extended period will still further de- 
plete these stocks, but not sufficiently, it 
is believed here, to cause appreciable 
shortages of holiday merchandise. 


GIA Names R. M. Shipley, Jr. 
Honorary Research Member 


Robert M_ Shipley, Jr., was appointed 
Honorary Research Member of the Gemo- 
logical Institute of America at a meeting 
of the Board of Governors of the GIA, 
held in New York City in August. The 
only other person accorded this distinc- 
tion by the Institute is Dr. Edward J. 
Gubelin of Lucerne, Switzerland. 

Robert M. Shipley, Jr., began his work 
in gemological research early in 1933 when 
he joined his father, GIA founder Robert 
M. Shipley, in the early years of estab- 
lishing the Gemological Institute. He co- 
authored the scientific portions of the ad- 
vanced Correspondence Courses used by 
the Institute and later assumed the duties 
of Director of Education and Research. 
His contribution to the development of 
American gemology has been considerable 
since most of the noteworthy progress 
made by the Institute in gem testing tech- 
nique, gem testing methods, and gem test- 
ing instruments have been outgrowths of 
his study and labor. 

Some of his early work inc'uded a per- 
fected adaptation of the polariscope, and 
the development of dark field illumina- 
tion used in such instruments as the 
Diamondscope, Gemolite, and Diamondlite. 

As a reserve officer in the U. S. Army, 
he was called to active duty one year 
before Pearl Harbor and served almost 
six years as Engineering Officer before 
being retired with the rank of major. Since 
his discharge he has continued his work 
of development and perfecting gem testing 
instruments for the Gemological Institute. 
and for the trade. Some of his latest con- 
tributions to gemological science include 
a new simplified gem refractometer, the 
analyzing refractometer, gemological micro- 
scope, stock record camera, and modifica- 
tions of existing instruments. 
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Richter's Bathing Beauty 
Wins Second Prize in Contest 


Once again the Richter entry in the 
bathing beauty contest held annually by 
the Sixth Street Businessmen’s Club of 
Cincinnati, Ohio, finished among the top 
four winners. Lovely Joannie Gamble. 
entered by the Richter store in this year’s 
contest, won second prize over numerous 
other entrants at nearby Coney Island, in 
August. 
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Joannie Gamble, shapely young brunette 

entered by the Richter Jewelry Co. in the 

annual bathing beauty contest of the Sixth 

Street Businessmen's Club, won second prize 
in this year's competition. 


According to Charles Richter, proprietor 
of the Richter Jewelry Co. at Sixth and 
Main Sts., the bathing beauty contest  re- 
ceived a considerable amount of publicity 
from all the local newspapers. In addi- 
tion, the contest was filmed by Pathe News 
and shown on the screens of many local 
movie houses. 

Richter tied-in with the local event by 
displaying pictures in his store windows of 
every group of contestants for the past 
seven years. A recording of that oldtime 
favorite, “A Pretty Girl is Like a Melody,” 
was played continuously over a loudspeaker 
setup. The windows received such constant 
attention from large crowds of onlookers 
that trafic blocked the sidewalks in front 
of the store day and night while the dis- 
play was shown. 


ee 


Detroit School Appoints 
Gerson Special Instructor 


Irving B. Gerson, of Gerson’s, Ince., 
jewelers of Detroit, Mich., has been ap- 
pointed special instructor in the School of 
Business Administration, Wayne Univer- 
sity. He will teach an evening course in 
Jewelry Store Operation being offered this 
fall by the Retail Training Section. 

Gerson has had considerable experience 
in the jewelry business and is also a grad- 
uate of the University of Michigan, Har- 
vard University, and the Gemological In- 
stitute of America. 

The course is endorsed by the Greater 
Detroit Jeweler’s Association and is de- 
signed for owners and employees of down- 
town and neighborhood jewelry stores. 
Classes started on September 11th. 
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West Coast 


q J. Jessop and Sons, Inc., jewelers and 
silversmiths at 1041 Fifth Ave., San Diego, 
Calif., have announced the addition of a 


complete hearing aid department. Dr. 
Alonzo Jessop will supervise. A walnut 


panelled room, measuring about 14 by 15 
feet, will house the new addition. 

q Widen Bros., wholesale jewelers, have 
moved into larger showrooms in the Met- 
ropolitan Building, Los Angeles. George 
and Herman Widen, owners, are now op- 
erating from suite 714. 

q Emil Grosman, Swiss watch specialist 
formerly with the Gruen Watch Co., has 
opened his own retail jewelry store at 10741 
West Pico Blvd., Los Angeles. Operating 
under the name, Emil Grosman, Jeweler, 
the shop will feature watchmaking and re- 
pair work. Prior to opening his own store, 
Grosman was with Haimoff Jewelers of 
Beverly Hills. 

q It was moving day for Van Rodgers re- 
cently when this firm, established for five 
years in their store at 617 W. Base Line, 
San Bernardino moved into a modern store 
at 1192 “E” St. same city. 

q.S. M. Tester, well known in the Pacific 
Northwest from his association with Emer- 
ton & Tester Jewelry Co. of Aberdeen, 
Wash., has moved to Los Angeles and 
opened a retail jewelry and watch repair 
shop at 527 Hollywood Blvd. 


Over 1600 Western Jewelers 
Attend Allied Jewelry Show 


With peak attendance approaching 600 
at the third session, a total registration 
in excess of 1600 Western jewelers was 
clocked at the second Allied Jewelry Show, 
held in the Biltmore Hotel, Los Angeles, 
August 13-17. 

According to exhibitors, the overall buy- 
ing pattern was brisk, surpassing their 
already optimistic forecasts. Monroe B. 
Lukather, Trifari’s representative, volun- 
teered that he and several of his competi- 
tors could have written several times the 





in his showroom with two 
models from the style show staged in con- 
junction with the second Allied Jewelry 


is shown here 


Show held in the Biltmore Hotel, Los 


Angeles. 





volume of orders accepted, but felt Te- 
luctant to open too many new accounts ip 
view of the possibility of future shortages 

In costume jewelry which came hoes 


_ Me es 


Two beauties, cover girl Shirley Buchanan 

and glamour poodle Madame du Barry 

wear rhinestone dog collars by Vogue Jew. 

elry of New York at the second Allied 
Jewelry Show. 


to stealing the show, glitter governed the 
buyer’s selection to an unprecedented de. 
gree. Rhinestones were runaway favorites, 
faithfully reflecting fall apparel prefer. 
ences for formal velvets and laces. This 
feeling of “dressing up” predominated in 
colored stones, too. Fastest moving price 


JEWELRY AUCTIONEERS 


SINCE 1918 


Liquidating? Need cash immedi- 
ately? Surplus stock on hand? 
Then let us make it another 
AUCTION for you or we will buy 
your store. 

We operate anywhere in the 
U. S. Call or wire collect. 


HARRY BRENT AND ASSOCIATES 


7516 Melrose Ave. Los Angeles 46, Calif. 
Phone WAlnut 7354 
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KRUEGER 
STONE HOUSE 


Importers and Cutters 


LARGEST IN THE WEST 
448 South Hill St., Los Angeles 13, Calif. 











a 


CATALOG 
OF CHARMS 








FRE: 


World’s biggest selection of 14K Gold and 
Sterling Silver Charms classified and beauti- 


fully illustrated for easy selling. Keystone 
Prices. Write now to David Gordon, Manu- 
facturing Jewelers, 448 S. Hill St., Los An- 
geles 13, Calif. 


Distinctive JEWELRY DISPLAYS 


Made to your 
Individual Specifications 


LOS ANGELES WINDOW DISPLAY CO. 


342 E. 2nd St. Los Angeles 12 
Michigan 0510 
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categories stayed within the $5-$15 retail 


e. . 
g = did land office business to the 


extent that several exhibitors expressed 
concern over factory confirmations of 
orders. Leather goods and handbags, mak- 
ing their bow in this show, moved well, 
Prince Gardner and Dunhill reporting vol- 
ume sales 

Decorative accessories and novelties with 
a giftwise angle accounted for brisk ac- 
tivity, the showrooms of Napier, Suncoast 
and Ernest Steiner being among the 
busiest at all hours. 

Following a mid-show committee meet- 
ing, Mildred Dalton, of the sponsoring 
organization, Allied Exhibitors, Inc., dis- 
closed that the third Allied Jewelry Show 
will be held in the Biltmore Hotel, Los 
Angeles, Feb. 18-22, 1951, concurrently with 
the 21st Allied Gift and Jewelry Show in 
Dallas. 

It was also announced that Allied Ex- 
hibitors will move their headquarters to 
larger offices in Los Angeles, January 1. 





Elgin Meets War Need 


A 20-day war production miracle, on 
equipment needed urgently to protect the 
lives of U. S. Naval pilots in Korea, was 
completed on time (September Ist) when 
Elgin National Watch Co. began delivery 
on a highly intricate safety mechanism for 
rocket shells. This device prevents prema- 
ture explosion of airplane rockets through 
use of the same high-precision principle of 
power control used in jeweled watches. 

The rush order was placed with Elgin 
August 8th. No other source of production 
was available to meet the deadline. 








Jeweler Wins New Customers 
By Sponsoring Sports Events 


Miller Jewelers (Ltd.) of 4444 E. Hunt- 
ington Drive, Arcadia, Calif., have found a 
sure-fire way of winning community inter- 
est in their store and indulging their own 
interest in athletics. The firm sponsors an 
Arcadia softball team and a_ basketball 
squad. 

Highlight of the spring sport season for 
the whole town was the softball game be- 
tween the Miller Jewelers team and the 
Los Angeles Rams pro-football team which 
holds spring practice in Arcadia. Articles 
appeared in the two local papers on the 
game for several weeks before the big day, 
leading up to half page stories featuring 
athletes, sponsors, etc., the day of the game. 
The local radio station interviewed the 
team and the sponsors and even TV 
plugged the event. 

The game was attended by the Mayor and 
Arcadia’s Queen with her Court plus 3,000 
devoted fans. 

Owner Larry Miller is convinced that 
this participation in community activities 
is one of the big factors in his firm’s suc- 
cess, Although he does not actively par- 
ticipate on the teams he attends all prac- 
lice sessions and games to make the max- 
imum of contacts. In Mr. Miller’s words, 
The very best type of advertising is our 
friends,” and Miller Jewelers have won a 
whole community of friends through such 
extra-curricular activities. 
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| Dave Schneider 


@)z craftsmen in emblem rings and buttons 
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| * can’t miss... 
with this 
beautiful 
Masonie 
bible ring 


44° For those jewelers who like a sure thing 
keystone in the sales department, we suggest this 
exclusive creation by Dave Schneider. 
As you see, the square and compass rest 
on top of the Masonic Bible, working 
tools are on the top sides, cable tow on 
each side and the ring is extra heavy and 


solid underneath. 



















headquarters for pastmaster rings 


205 e. broadway, long beach, california 
phone long beach 7-4811 





















BEAUTIFUL GREEN JADE FROM THE ARCTIC CIRCLE 


Nephrite 
Most Unusual Effects in 14K Jewelry 


Entirely New Ideas in the Use of 
This Translucent, Soft Green Jade 


EXCEPTIONAL SALES APPEAL 


Pieces Above Set with 
Brilliant Cut Synthetic Titania 


EARRINGS $150. pr.—RINGS $150.—KEYSTONE 


Write for Memorandum Selection 


SLAUDT-CANNON AGENCY CO., Distributor 


315 W. 5th Street, Los Angeles 13, California 
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Nationally Advertised 


Booths 
FINE 
ENGLISH 
TABLEWARE 


@ 


Pamphlets of 14 outstanding 
BOOTHS patterns sent upon 


request 





Address Dept. JC 


MIDHURST 


IMPORTING 
CORPORATION 


129 FIFTH AVENUE 
NEW YORK 3, N. Y. 

















>». importers of 
t7 ENGLISH CHINA 
and 
EARTHENWARE 


Stoek and Import 


FONDEVILLE & CO., 
149 Fifth Ave. 






INC 
New York 10, N Y 
AL. 4-0104 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Bosolt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCh & MILLER, INC. 


English China and Earthenware 
CROWS DUCAL Dinnerware FOLEY Bone China 
M@ASON'S ironstone Ware IRISH BELLEEK 

COALPORT Bune China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. ¥. 
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GIFTWARE INDUSTRY HONORS LITTLE ON 50TH ANNIVERSARY 








More 
Waldorf-Astoria Hotel 


his honor at the 


GEORGE F. 
LITTLE 





during the week of the New York Gift 
Show. The party was staged by the Na- 
tional Gift and Art Association and the 
Eastern Manufacturers and Importers Ex- 


than 800 friends of George F. 
Litt'e, head of George F. Little Manage- 
ment, attended the dinner-dance given in 








hibit, in celebration of Mr. Little’s 70th 
birthday and the completion of his 59 
years of service to the giftware industry, 
During the evening, an oil painting of the 
guest of honor was unveiled and presented 
to him by his two sons, William and 
Don Little, both of whom are associated 
with their father in Show management. 
The associations gave him an _ engraved 
desk set and a scroll, with presentation 
speeches by Edward Greeman, president 
of the Gift and Art Association, and 
Eugene L. Fondeville, president of the 
Exhibit. , 

Jack B. Orenstein, chairman of the ar. 
rangements committee, made the address 
of welcome and Samuel Keepnews was 
toastmaster. Speaker of the evening was 
Henry Underberg, who _ discussed the 
growth of the giftware industry as a whole 
and the important part which Mr. Little 
has taken in its development. 





Did You Repair This Watch? 
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The watch shown above in front and 


rear views, a gold pocket model Waltham, 
movement No. 20338730, was found on the 
premises at 1030 Amsterdam Ave., New 
York City, where the proprietor was shot 
and killed during a holdup in July, 1950. 
Reproduced too, are the scratch marks in- 
side the case of the watch. 

Jewelers and watch repairers are asked 
by the New York City police to notify 
them or the Jewelers’ Security Alliance, 
535 Fifth Ave., New York, immediately, if 





anyone has a record of having repaired 
this watch. 





Hammen Rejoins J. Engel & Co. 


Announcement has been made by J. 
Engel & Co., Inc., of Baltimore, that Irvin 
H. Hammen has rejoined their sales staff. 
Hammen was formerly with the Elgin Na- 
tional Watch Co. and has renewed his busi- 
ness connection with J. Engel & Co. with 
which he was associated before the war 
years. 

Hammen will call on jewelers in and 
around Washington, a territory in which 
he has an extensive number of friends and 
customers. 


Kirk Dial Corporation 
Opens Office in Baltimore 


During the month of September the Kirk 
Dial Corporation opened its fifteenth branch 
office at 108 West Fayette St., Baltimore, 
Md. 

The office is under the management of 
Howard Grant, who for more than 20 years 
has been in the dial refinishing business. 
In addition to being an expert dial die 
engraver, Grant is also highly experienced 
in dial manufacturing, band repairing, 


lighter repairing, and the technique of 1a- 
dium application. 

This new office and shop offers jewelers 
and watchmakers of the Eastern seaboard 
area a complete service for dial refinishing, 
lighter repairing, band repairing and crys 
tal fitting. 
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F THE OWNERSHIP, 
STATEMENT, ND CIRCULATION | RE- 
MANAGED THE ACT OF CONGRESS OF 
QUIRED 54, 1912, AS AMENDED BY THE 
MARCH 3, 1933, AND JULY 2, 
United States Code, Section 233) 
WELERS’ CIRCULAR-KEY- 
OrONE, PUBLISHED MONTHLY AT PHILA- 
LPHIA, PA., FOR OCTOBER 1950. _ 
DE The names and addresses of the publisher, 
1. i editor, and business man- 
editor managing is 
‘are: Publisher, Chilton Company, Inc., 
og ew 42nd St., New York 17, N. Y.; Editor, 
10 ford King, 100 East 42nd St., New 
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bo Manager, P. Fahrendorf, 100 East 
vend St., New York 17, N. Y. 
9 The owner is: (if owned by a corpora- 
: - its name and address must be stated and 
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p< on of stockholders owning or holding 
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Merion Station, Pa.; Baur, Thomas 
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York, N. Y.; Mabel M. Musselman, 260 Syca- 
more Avenue, Merion Station, Pa.; John Blair 
Moffett, 1698 Walnut Street, Philadelphia, Pa. 
—Agent for J. Howard Pew, J. N. Pew, Jr., 
Mabel P. Myrin, Mary Ethel Pew; Ethel G. 
Breen, Trustee u-w of Charles W. Anderson, 
Old Greenwich, Conn.—Beneficiaries: Robert 
Cc. Anderson, Percival E. Anderson, Charles W. 
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mortgages, or other securities are: None. 

4. Paragraphs two and three include, in 
cases where the stockholder or security holder 
appears upon the books of the company as 
trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting; also the statements in 
the two paragraphs show the affiant’s full 
knowledge and belief as to the circumstances 
and conditions under which stockholders and 
security holders who do not appear upon the 
books of the company as trustees, hold stock 
and securities in a capacity other than that of 
a bona fide owner. 

. M. Fahrendorf 
(Signature of editor, publisher, business man- 
ager, or owner.) 

Sworn to and subscribed before me this 19th 
day of September, 1950. 
[SEAL | 
(My commission expires 


Mae E. Gatzenmeier 
March 30, 1952.) 





Coming Events 





October 


1-3—-Horological Institute of America 
and Canadian Jewelers’ Institute, Annual 
Joint Meeting, Dearborn Inn., Dearborn, 
Mich. 

2-5—Montreal Gift Show, The Mount 
Royal Hotel, Montreal, Canada. 

8-12—Philadelphia Gift Show, Hotel Ben- 
jamin Franklin, Philadelphia, Pa. 

21-22—Indiana Watchmakers  Associa- 
tion, Annual Convention, Hotel Lincoln, 
Indianapolis, Ind. 

25—Greater Washington Retail Jewelers 
Association, Annual Banquet, Shoreham 


Hotel, Washington, D. C. 





q Milton Artz has opened a new store at 
277 Main St., Webster, Mass., to be known 
as the Jewel Box. Artz also operates two 
other stores, one at 267 Main St., Webster. 
Mass., and the other in Willimantic, Conn. 











Swedish modern 
styling is used as 
background for dis- 
play of china din- 
nerware and. art- 
ware in recently 
opened showroom. 


A completely Swedish interior, designed 
and built in Sweden and installed by car- 
penters sent over by the factory, features 
this new showroom opened last month at 
225 Fifth Ave., New York, by Rorstrand, 
Inc., Sweden’s oldest ceramic house. Dating 
back to 1726, Rorstrand was originally a 
royal experiment,” and for more than two 
centuries it has occupied a dominant posi- 
tion in the manufacture of dinnerware and 
artware in Sweden. The china is by no 
means a newcomer to the American mar- 
ket, but this is the first time that the fac- 
tory has established its own showrooms 
and sales organization here. 


FOR OCTOBER, 1950 


RORSTRAND OPENS NEW YORK SHOWROOM 








The design of both the showroom and 
the offices represents the newest ideas in 
Swedish modern. Showcases and fixtures 
are fashioned in such light-textured woods 
as oak and elm, used with handwoven 
textiles and soft-toned paints. And among 
the display novelties is a series of revolv- 
ing shelves in the windows facing the cor- 
ridors. 

Heading the new American sales organi- 
zation is Olof Ollen, formerly connected 
with the Swedish Chamber of Commerce 
of the U.S.A. 
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GEO. BORGFELDT 


CORPORATION 
44.60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
CHINA GLASS e TABLEWARE 
EARTHENWARE * GIFT and ARTWARES 


Domestic and Foreign 











, ORREFORS OF SWEDEN 
GLASSWARE 


U.S.A. Representatives 
FISHER, BRUCE & CO. 


Phila.: 221 Market St. © NewYork: 1107 Broadway 




















TEDMAN IMPORTING CO 
225 Fifth Ave., Room 829 Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 
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MARY RYAN 


Avenue, New York ~ 
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How Do You Do It? 


Part 2: Making a Clutch Lever 


by P. BUFORD HARRIS 


—_— the many things that the modern 
watchmaker must know—and know well—is the making 
of obsolete or unobtainable parts. A recent case that 
proved interesting was a fairly expensive watch brought 
in by a woman who prized it highly. She had left it with 
another watchmaker for several weeks, but he had not 
been able to get the necessary part—a clutch lever—from 
the importers. Since the woman was going on a trip. 
quite naturally, she wanted to wear her watch. 

When we found that the replacement parts were not 
available in the U. S., we could do but one thing: make 
the clutch lever outright. Since it was rather long, very 
thin, and of unusual shape, it required all the precision 
work that goes into making a staff. First, we tried to find 
a part that was close enough to alter, but this proved 
unsuccessful, so we set aside half a day to do the job. 


OLD LEVER USED AS PATTERN 


We decided that a long piece of an old phonograph 
spring of very fine steel would be suitable. First, we drew 
the temper at the end of the metal. Then we polished it 
back from the’end for about an inch. Since we did not 
have all the old clutch spring—which was a spring and 
lever combination—we had to guess at part of it. But we 
took what we had and soft soldered it on the metal cross- 
wise near the end, and with a metal scratcher we outlined 
the missing part of the clutch lever as we imagined it. 
With this securely soldered in place, we proceeded as 
follows: | 

Using a medium coarse grinding wheel, we ground 
down to the original spring. By not heating it enough to 
draw the temper, we had a metal of two hardnesses. 
When the grinding wheel strikes the harder metal it is 
time to stop. You can tell by the sound of the grinding 
wheel when you have ground down to the hard metal. We 
did this along the length of the part of the lever we had. 
then we guessed at the shape of the missing part and 
ground down to where we thought it was about right. 

This done, we used a very fine saw blade and cut out as 
close as we could the other side of the lever, following the 
outline we had previously marked for the missing end. 
We left the old lever soldered in place and clamped the 
small piece of metal in a pair of pliers so we could hold 
it securely while grinding it more. We edged up the back 
side with the grinding wheel. Then we changed to a very 
fine-grain wheel, so the cutting would be much slower, 
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and there would be less likelihood of ruining what we 
had done. 

Since this lever had to fit in a given position and was 
held with a screw, we worked it down gently until it 
would fit in the space allotted it. Before reaching this 
point, however, we drilled a hole in the proper position 
for the screw. We arrived at the correct position by 
drilling through the screw hole of the old lever as it was 
soldered onto the metal. It could not be done wrong, 
because these levers are usually made with all the pre- 
cision of a staff, and the slightest error will ruin the whole 
piece and make it necessary to start over. 

In fact, that may happen with the first one. Perhaps 
you get it finished and find that somewhere in the part 
where you had no model and had to guess, you have 
missed it. With this one, however, we were lucky. By 
working slowly and carefully, we worked it down until it 
was the proper size. At one place it was no thicker than a 
small saw blade. 

Using both a round and a cornered file, we shaped that 
part of the lever which contacts the clutch and the set 
lever. We had purposely left this end large enough so it 
could be worked down into shape by the trial and error 
method. We left the riser to take care of the set-lever. 
That is, the part that the set-lever presses against and 
throws the clutch down into a setting position. With this 
part missing, it was strictly guess work. So we worked 
very carefully, trying it occasionally to see what was 
needed. 


CLOSELY CHECKED BEFORE REMOVING OLD PART 


After some time we found that we had this about right 
—still working with the old lever soldered on it. We 
might add, there were two good reasons for this: One, it 
helped us guess at the missing part; and, two, it added 
strength to the piece of metal we were working with at 
the time. When we had it so it was the correct shape and 
length, we found that we had overlooked something. 
There was an unusual shape which was impossible to 
cuess because of the missing part of the original clutch 
lever. Right where it contacted the set-lever, there was an 
offset in the plate. And a perfectly flat lever there would 
work beautifully but for one thing: it would not contact 
the clutch. This offered quite a problem at first. 

We solved it by finding that our original clutch levet 
was somewhat thinner than the total thickness of the metal 
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The choice of Army, Navy, Air force, Industry, 
Jewelers, Watchmakers, Watch manufacturers 
— the World over. 


OWN THE BEST 


GREATEST VALUE IN THE LONG RUN 


WRITE FOR DEMONSTRATION 


American Time Products, Inc. 


580 Fifth Avenue New York 19, N. Y. 
OPERATING UNDER PATENTS OF THE WESTERN ELECTRIC COMPANY 
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we were using. We turned the lever over and ground off 
the back of it everywhere except where it would contact 
the clutch. There we left it the original thickness, which, 
fortunately, was just right. When we had it as nearly 
perfect as we could get it with the grinding wheel and the 
file, we placed it in position in the watch and decided it 
would work. Only then did we heat it enough to remove 
the soft solder holding the old lever to it. 

With this off, we removed the solder and proceeded to 
polish the new lever with a fine emery buff. Oh, yes, we 
chamfered the hole so a screw would fit snugly and flush 
into the new lever. Now it was ready for tempering. 
This, too, presented a problem. For in some places the 
new lever was very small and there was always the danger 
of heat warping it. 

This we solved by wiring the new lever to a flat piece of 
brass. We used fine jewelers’ iron binding wire and 
wrapped it around the brass plate and slipped the lever 
under the wire. We drew it down until it was tight 
enough to hold it securely, but not to press it out of posi- 
tion. Then we heated it to the usual cherry red and 
plunged it into a vial of oil. When it was cool, we re- 
moved it from the vial and stuck it back into the flame 
to burn off the surplus oil. Then we removed the lever. 
hoping that additional heat would draw it just enough to 
give it the proper lasting temper we wanted. It did. 


REMOVING HEAT DISCOLORATION AND POLISHING 


Now we were almost through. There remained only the 
removing of the discoloration caused by heating and the 
final polishing. With this done, we were ready to put it 
to use. However, there remained one other obstacle. The 
screw that was necessary to hold this lever in position was 
broken off flush with the plate and was also quite rusty. 
We decided the only solution was to boil it out. 

This we did in the usual way. First we removed every 
steel part on the plate. Set-lever and screw, all jewel 
screws and all dial screws. In short, every piece of steel 
had to come off before starting the boiling process. 

Then we placed the plate in a small porcelain jar, and 
covered it completely with Areo Solvent, which can be 
bought at any supply house. We boiled it slowly for 
approximately twenty minutes. This solution attacks steel 
only and should not be boiled too strenuously. Just boil 
it lightly and watch the bubbles coming from that part 
of the plate where the steel part is located. When it has 
boiled the steel out, the bubbles cease to float up from 
that area. 

Then it is only necessary to finish the job in the usual 
manner. Clean with cyanide, then dry in alcohol. Of 
course, the entire job should be run through the cleaning 
machine finished. 

Now the clutch lever was placed on the plate and 
screwed on securely. Luckily, we found that we had 
guessed well and by working carefully and painstakingly 
we had to make only one. It worked, and it was just the 
right temper. We placed it in the watch, put the watch in 
order and when the customer was ready for her trip, she 
was delighted to find the watch was ready. 

In all fairness, it should be said that from an imme- 
diate monetary standpoint, jobs of this nature seldom pay 
off. But they are profitable in prestige and in satisfied 
customers. Besides, there is a certain pride in doing a job 
well which the customer did not believe possible. 
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New Help for WatchMaster Users 


Watchmakers will be given greater assistance in the 
application of their WatchMasters through a new 79. 
page hand book just published by American Time Proq. 
ucts, Inc., 

The book opens with a treatise on watch records and 
how to read them, continues with a section on odd-beat 
watches, illustrated by a greatly increased number of odd. 
beat charts from watches with movements ranging from 
14,400 to 21,600 beats per hour. Examples of Watches 
having the various beats are noted below the char 
records. 


An introduction to the use of the WatchMaster records 
for purpose of analysis is followed by 36 pages of mate. 
rial. Subjects cover the most common causes for rate 
variations in each of various watch positions. More than 
50 charts with attendant descriptive copy cover the 
causes of watch irregularity. These are separated into 
classifications of trouble such as: rough overcoil, bent 
balance pivot, guard pin bent, etc. 


This latter section is adapted from the book, “Better 
Watchmaking, . . . Faster,” Copyright 1950, by L. M. 
Lewis and Max Lee of Southwestern State College, 
Weatherford, Oklahoma, and is used by permission of the 
authors. 

A copy of the new hand book is obtainable by any 
WatchMaster user if requested in the name of the pur- 
chaser of record, by addressing American Time Prod- 


ucts, Inc., 580 Fifth Ave., New York 19, N. Y. 





Christmas Ad Reminds Late Shoppers 


An advertisement used by the Garrity Jewelry Store of 
Prairie Du Chien, Wis., last year, proved to be an ex- 
cellent reminder to shoppers that it was not wise to pro- 
crastinate. Paraphrasing the familiar “ “Twas The Night 
Before Christmas,” copy read: 


‘Twas the month before Christmas 

And all through the town— 

The People were shopping— 

From Grandpa, on down. 

When what to their wondering eyes should appear 
But a store full of treasures and a clerk so “Sincere” 
Selling watches and diamonds and silver and pearls 
For men and for women; for boys and for girls. 
Their gifts were all wrapped in colors so gay 
Presents for dear ones—at home or away. 





Calendar of Events Helps Merchants 


Ellsworth Green, Jr., Secretary of the Kansas City, 
Kansas, Chamber of Commerce and his retail bureau 
chairman make retailers in that city conscious of the 
numerous monthly promotion opportunities, by issuing 
a complete calendar of events and mailing them to busi- 
nessmen. This calendar of events lists the national and 
local special day events. It also lists the number of 
selling days each month, the number of Saturdays and 
the number of Mondays. The birthstone and the flower 
of the month, too, are included in the calendar. Running 
to four mimeographed pages, the calendar is one which 
businessmen find very useful in planning their mer- 
chandising activities. 
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‘Our new National Cash Register 





system increases our protits. 


Mr. Edw. J. Pongracz, owner of 
Pongracz, Jeweler and Silver- 
smith, 91 Kercheval Avenue, 
Grosse Pointe Farms 30, Michigan. 


‘‘When your representa- 
tive outlined a complete 
National Cash Register 
System for my jewelry 
store, | asked my ac- 





countant’s advice. He 
said, ‘Go ahead, it wiil pay for itself as you use it.’ 
‘Today, | am convinced that it is paying for 
itself every day in the elimination of errors, and in 
time saved in providing our needed records. 
‘Separate cash drawers for each of our sales- 
people fix individual responsibility .. . reduce 
shortages .. . save money. Separate sales totals 
by salespeople provide incentives that increase 
sales and profits. 




















“Eight other totals give us control over sales 
by departments, tax and charge transactions. 

This information eliminates the major portion of 
our bookkeeping work.”’ 

So writes Mr. Pongracz about the modern National 
Cash Register System in his busy jewelry store. 

If you want to increase sales, get better cash 
control, and simplify your record keeping... talk 
over your problems with the man who can help 
you— your National representative. He has the 
benefit of his company’s 66 years’ experience in 
building better business systems. Ask him to 
survey your present methods, and recommend a 
system exactly suited to your jewelry store’s needs. 





‘ 3 # 4 2 ets 
CASH REGISTERS © ADDING MACHINES — 
ACCOUNTING MACHINES 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO - 
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OISTURE PREVENTION—I heard long ago of 
some substance used for preventing moisture form- 
ing on inside of show windows in cold weather but | 
cannot recollect its name. Can you tell me? (Question 


No. 6264) W. C. 


Answer—One of the established ways of reducing 
window moisture is to place inside the structural par- 
tition or backing usually surrounding a show window a 
vessel containing calcium chloride. Maybe it is this you 
bave heard of? 

We believe, however, that long experience has demon- 
strated a general preference for rubbing the window 
glasses, inside, with a mixture of alcohol and glycerine 
applied with chamois skin or clean linen rags. 55 grams 
of glycerine to 1 liter of denatured alcohol is the usual 
recipe which a druggist could make up for you, adding, 
if you like, a little of any synthetic perfume to counteract 
the smell of glycerine. A simpler way is to rub on the 
glass a film of pure glycerine. You might write to your 
supply house if they sell any trade-marked preparation 
for absorbing moisture in show windows. From time to 
time, such preparations have been advertised. The best 
thing of all, however, is to have display windows so built 
that outer air is free to circulate inside the windows 
although excluded from the store room. Concerning 
such arrangements, an architect should be consulted. 


OHNSON WATCH—A customer asked us to sell for 
him an old watch, a chain drive movement engraved 
Joseph Johnson, Liverpool, Nr. 4281 on movement, in a 
silver hunting case. Please advise us. (Question No. 


6265) L. P. S. 


A nswer—Joseph Johnson started in business in Liver- 
pool, England, in 1796, in a small way, actually making 
watches in his own shop. Later on, he began having 
watches manufactured in Switzerland, engraved as if 
made by him in England, mostly for export to America. 
In 1830, Johnson sold the rights to use his name, as a 
trademark, to M. I. Tobias Co. of Liverpool. The serial 
number of your watch, 4281, indicates that it was made 
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in England, approximately between 1800 and 1810. These 
Joseph Johnson watches are in too plentiful supply now 
to have any value above that of the metal in their cases, 
except a very few watches which Johnson apparently 
made specially for presentation occasions, etc. We could 
tell whether yours is one of these unusual Johnson 
watches which might have some rarity and value if you 
would send us a good clear photograph of it showing 
the movement and its escapement besides the dial and 
the outside of the case. 


| 
EPAIRING MARBLE—What should | use, and how, 
to fasten together the slabs, etc., of marble that make 


up the case of a French clock that has fallen apart? 
(Question No. 6266) M. T. U. 


Answer—tThe material used by makers of French 
clock cases, to fasten together the separate parts made 
of marble, agate, slate, etc., is plaster of paris, mixed with 
water enough to produce a thick heavy “mush” or paste. 
But, depending upon the structure of the case, usually 
the heavy portions, or where there is much strain in 
holding parts together in use, are first connected with 
each other by heavy wires with bent ends fitted into holes 
in the stone parts, or by metal bars screwed or bolted 
to the stone, etc. 

The plaster of paris is applied in a thin layer between 
surfaces of stone that fit together and is also piled in 
thickly out of sight behind the fitted joints, filling in and 
bracing the corners. The plaster will dry out and harden 
usually in about 24 hours. After the stone slabs are laid 
together with plaster in the joints, these should be bound 
tightly with heavy twine until the plaster has hardened. 


EWELRY SOLDERING—I have always had trouble 
in soldering jewelry by the parts being joined getting 
out of line from each other while I am blowing the flame 
on to melt the solder. Please tell me how to avoid this. 


(Question No. 6267) T. M. S. 


Answer—This may be done in several ways. If the 
shank allows, after filing the surfaces to be joined so 
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“yYOU’VE GOT TO SHOW ME” 


And you can show her... 


with a Pittsburgh open-vision store front 


eWELERS all over the country have 

found that it pays to “show your 
‘ares.’ And many of them have 
used a Pittsburgh open-vision store 
front to show more of their merchan- 
dise. An open-vision front of Pitts- 
burgh Glass and Pittco Store Front 
Metal places the entire store on dis- 
play .. . helps create a desire for dis- 
played merchandise . . . often makes 
a sale before the customer enters. 
And even after the store is closed, an 
open-vision front goes on “selling.” 

Why not take advantage of the 
magnetism of an open-vision store 
front to increase your business? A 
modern, attractive store is an essen- 
tial weapon in the battle of compe- 
tition. 

Remember this when you mod- 
ernize your store: Modernization 1s 
an investment in the future of your 
business . .. not just an expense. So 
do a complete job—inside and out— 
for the greatest returns in increased 
business. Terms can be arranged if 
you desire them. 

For illustrations and descriptions 
of actual Pittsburgh Glass and Pittco 
Store Front Metal installations, 
write for our free modernization 
booklet. Just return the coupon. 





f > 
Store fronts 
and Interiors 
by Pittsburgh 
— - 


PAINTS 











rrr TS BUR GH 


DISPLAY CREATES DESIRE. And with its open- 
vision front this jewelry store in Cumberland, 
Maryland, displays the entire store interior 
and the merchandise for sale to the best ad- 
vantage. The expanse of Polished Plate Glass 
is held securely in place by durable Pittco 
De Luxe Metal. In addition to its protective 








value, lustrous, clean-cut Pittco Metal also adds 
to the store’s appearance. A Herculite Door 
and Door Frame Assembly complete the cheer- 
ful open-vision design. Piers are of colorful, 
easy-to-clean Carrara Structural Glass. Archi- 
tect: S. Russ Minter, Cumberland, Md. 


OP SL A LE 7 
| Pittsburgh Plate Glass Company 
| 2184-0 Grant Building, Pittsburgh 19, Pa. | 
| Without obligation on my part, please send me a FREE copy of your book on store 
| modernization, “‘“Modern Ways for Modern Days.” 7 
| Te ee ee 
7 FR TE ee ae Te | 
SD + TI sca iisccaiatinitinainicictiaimcicnnaacmnnneaitaeningianaciaginteh ici ccintiecewnsninnmnnintinnns 
seit seismiibeieninbingmmiaeenane ities esteem lela atleeedeae J 
GLASS -:- CHEMICALS - BRUSHES -: PLASTICS 


PLATE 


GLASS 


COMPANY 





FOR OCTOBER, 1950 


257 








that they fit each other well, pass a loop or two of iron 
binding-wire around the shank and head, twist the free 
ends of the wire together, then with a flat pliers, continue 
the twisting until the binding-wire is drawn tight to hold 
the parts firmly together. Then solder the joints. 

If parts are so formed that the above way is not suit- 
able, lay the parts together on your charcoal block or 
asbestos pad and push into the charcoal or asbestes 
several stout pins at several points around the parts so 
as to hold them together during the heating and soldering. 
Another way is to use an adjustable soldering clamp 
obtainable from jewelers’ supply dealers in which each 
part is held in a clamp and the latter are then adjusted 
toward each other so that the parts are held against each 
other firmly while being soldered. 


ATCH VALUE—We have a watch we believe is 

valuable and wish to know how to find a purchaser 
for it and your opinion of a fair price to ask for it? It is 
engraved “Lady Elgin” with No. 76,724 on the move- 
ment, and “W. P. & Co., #0214” stamped in the case. 
(Question No. 6268) F. W. L. 


A nswer—this watch was made late in 1880 or early 
in 1881 by the Elgin National Watch Co., Elgin, Illinois. 
The earliest watches were produced by this company in 
1867. Any of its movements made between that year 
and about 1875 are quite rare now and would have con- 
siderable value in the collectors’ market. Elgin products 
of the early 1880’s are not so rare and it would be hard 
to find a buyer for your watch at much more than the 
scrap value of the metal in the case. Any chance of 
realizing something on the movement would have to come 
from finding a collector who is beginning to gather up 
American watches on a comprehensive scale as to makes 
and models; the longer-established collections presum- 
ably already have specimens of Elgin watches as old as 
and older than yours. Possibly you might to able to 
obtain addresses of such collectors from Robert A. 
Franks, Jr., 319 Caversham Road, Bryn Mawr, Pa., who 
is Secretary of the National Association of Watch and 
Clock Collectors. 


EPUBLIC WATCH—We have a rather old wrist 
watch with no name on but “Republic” on the dial. 
It looks like a Swiss movement. Who made it and how 


old is it? (Question No. 6269) E. M. V. 


Answer—The only manufacturer named in any of 
our lists as using “Republic” as a current brand for 
watches, is The Gruen Watch Company, Time Hill, Cin- 
cinnati, Ohio. There have been many thousands of model 
or grade names used in the import-trade in past years, 
some of them only used for a short time or on compara- 
tively few watches before changing to other brands. It is 
not sufficient to have merely one of these names to iden- 
tify the origin of a watch. We should have complete data, 
describing the movement, giving details such as the 
design of the plates and bridges, the escapement, the 
measurement of diameter, the winding and setting work, 
etc. A clear photograph of the movement might suffice, 
or even a complete written technical description of the 
movement. If you would send us this additional infor- 
mation, it is possible that we could tell you something 
about the origin of your watch. 
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HRONOGRAPH CLOCK—For a special Purpose of 

a customer, we wish to provide him with an electric 
clock with dial somewhere from 12 to 18 inches diameter 
that could be operated like a chronograph watch. Do 


you know of anything like this made in U. S. A.? (Ques. 
tion No. 6270) D. Y. K. 


Answer—We suggest first that you write to General 
Time Instruments Corporation, 107 Lafayette Street, New 
York 13, New York, and to U. 5S. Time Corporation, 639 
Fifth Avenue, New York 20, New York. These concerys 
are groupings of different clock manufacturers and wri. 
ing to them may save the bother of writing Separately 
to numerous individual manufacturers. 

If none of the member firms are found able to supply 
you with the clock wanted, then write us again and we 
would give you addresses of special order shops who 
might be able to make up your clock specially. 

This of course would cost a good deal more than jf 
you could find your desired type clock in the line of 
some manufacturer even of he would have to make it to 
order, provided one of these has designed such mechan. 
isms for previous special orders. The designing of such 
a clock added to making it may foot up a prohibitive 
cost for only one clock. 


RIANGULAR ROLLER JEWEL—Please tell me how 
to make a triangular roller jewel and where I can 


buy synthetic ruby or sapphire for this. (Question No. 
6271) J. R. T. 


A nswer—Probably the best suggestion we could make 
on this, short of writing detailed instructions of imprac- 
ticable length, is that you study the subject of grinding 
and polishing stone material in the book, “Practical 
Benchwork for Horologists” by L. & S. Levin. For hold- 
ing the material while grinding it on diamond-charged 
laps in your lathe, you could make a device like one 
described in Levins’ book for holding pallet-stones for 
grinding. In any such operation, the workman needs a 
certain degree of ingenuity and resourcefulness besides 
general skill. No book can go into minutest detail in 
describing all that is required for success in a job like this. 

Synthetic sapphire material may be obtained of Elgin 
National Watch Co., Sapphire Products Division, Aurora, 


Illinois, or you might use a palletstone for material. 


OWARD CLOCK—I have for repair a Howard banjo 
clock, weight-power, that was bought in 1857. My 
customer wishes to know the age of it, also where it was 


made. (Question No. 6272) C. W. L. 


Answer—There is nothing in the brief description 
given of the clock itself that would enable us to estimate 
the year when it was made. Edward Howard was one ol 
the founders of the present Waltham Watch Company 
but left that firm in 1857 and reopened his own business 
in Roxbury, Mass., in 1861. Prior to the Waltham epi- 
sode, Edward Howard started his original shop in 1840 
which he carried on until 1849. 

If you have evidence that your Howard clock “was 
last sold in 1857.” this seems to indicate that the clock 
was probably made by Howard in his original shop, 
which would fix its origin sometime between 1840 and 
1849, at Roxbury, Massachusetts. 
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WE, PAY MORE FOR YOUR 





we recover 


MORE 


from it 
WILLIAMS exclusive Dyna-flo 


process recovers MORE 
nineteen! 


GOLD PALLADIUM 
PLATINUM SILVER 
than any other known method 
of refining. 


That’s why Williams pays you 
more for every ounce of grind- 
ings, filings, sweepings, polish- 
ings, watch movements and 
dust. A broad statement? Let 
us prove it! Send us a trial 
shipment NOW. Prompt cash 
returns. 


WILLIQMS GoLD REFINING CO., INC. 


2978 MAIN ST., BUFFALO 14, N. Y. 
FORT ERIE, ONT. HAVANA, CUBA 
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] A hard Dbicring a vomeidie dé 
the Jewelry industry ore reall’ nid 
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HANDY & HARMAN 


82 FULTON ST., NEW YORK 7, N.Y. 
BRIDGEPORT, CONN. e CHICAGO, ILL. » PROVIDENCE, R. |. 
LOS ANGELES, CAL. ¢ TORONTO, CANADA 
PRECIOUS METALS SINCE 1867 


HANDY & HARMAN 











SUPERIOR and BRACELET 
WATCH OIL 
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STAMPS 


Fountain Pens 





Leather Goods 


Writing Papers 


Book Matches 
Napkins 
Gift items 


Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 

to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 

extra profit. 





STAMPING MACHINE CO. 


1606 Cahuenga Bivd. « Hollywood 28, Calif 


| KINGSLE 























“TRIM "solves 


Severe Tarnish 
Problem in 
Store Display 


@ Bosshart & Morphy, Clifton 
Springs, N. J., report that 
mineral water springs create a 
severe tarnish problem in their 


ye area, After years of search 
Tarnish Proof, Moth Proof Trim Protectors solved their 


Dirt, Dust and Moisture Proof = problem completely. Said 
Perfect Visibility, Easy Access = they: “None of the silver 
Tough, Crystal-clear Vinylite items displayed in TRIM Pro- 


Beautifies Cases, Cupboards tectors have shown the slight- 
ec : . est tarnish." 


They now recommend TRIM 
to other stores and to their retail customers. 

Envelope type Vinylite protectors in several sizes are inierchangeable 
for flat and hollowware silver, china or linen. Roll-type units with 
12 or more pockets for flat silver. Roll unit for 6-pe silver place 
setting is marvelous for "bride-trade."" Designed by Lucile Whittier. 


Now nationally advertised. Among units available and list prices: 





Trim Units for 6-pc Flat Silver place setting................ $1.25 
Trim KIT for 72-pe Flat Silver service...................0-. 6.75 
12 Units, each 15x19". . .$5.00 & Units, 12x13" ....... 2.00 


16 Units, Ass't Sizes ... 5.00 | Unit, 18x24" ....... 2.00 
3 Units, each 16x20"... 2.00 | Unit, 24x30" ....... 3.00 
| Shelf Protector, 27" deep by 36" wide .................. 1.00 


| Complete SILVER TEA SERVICE PROTECTOR, 32x19x!4".. 3.00 
| Flat Silver Tray Storage Protector, 18x18" .50 


THE TRIM Company iseitars 40% 


2669-JCK Cascade Springs Drive, Ada, Michigan 


een 66 680 Owe 2 2 82 ee © 
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Elgin Reveals Extensive Line 


Designers and craftsmen of Elgin Na- 
tional Watch Co. have produced 61 new 
styles in watches and a new movement for 
the Deluxe ladies’ line for the fall and 
Christmas season. 

“This is the most varied, if not the larg- 
est line of new models in the watch indus- 
try,” Alexander M. Fekula, Elgin’s director 
of merchandising stated. “Elgin believes 
that style and precision are the two most 
important selling factors in_ retailing 
watches.” 

The new 17-jewel movement is found in 
the ladies’ Deluxe models and is known as 
the “661”. 

There are 15 new watches in the plat- 
inum, precious stone category—all with the 
19-jewel Lady Elgin movement. Prices 
range between $1,000 and $12,500. 

In the lower priced diamond line are 16 
new models ranging in price from $95 to 
$375. These supplement the Devotion series 
brought out earlier in the year. All the dia- 
mond watches are 19-jewel Lady Elgins 
with 14 karat gold cases. 

The 11 new Lady Elgin models without 
diamonds have attracted considerable at- 
tention wherever they have been shown. All 
are the Lady Elgin 19-jewel movement in 
solid 14 karat gold cases. 

Four new Lord Elgin models with 21- 
jewel movement in 14 karat gold cases in- 
dicate a trend to the ultra modern in men’s 
watches. Crystal and cases are faceted as 
are the 18 karat gold hands. 

The new Elgin DeLuxe line of moder- 
ately priced watches for men and women 
include watches for formal and sports wear. 
Matching bracelets carrying out the design 
scheme of the case are used in some of the 
Deluxe models. 

In the youth and school line Elgin has 
added two new 15-jewel models. The man’s 
sells for $33.75 with matching expansion 
bracelet and the women’s for $33.75 with a 
link bracelet. 


New Emblematic 
“Ti-Glide" by 1& R 


The newest item in Irons & Russell Com- 
pany’ emblematic men’s jewelry line is 
“Ti-Guide,” a cleverly designed tie slide 
with the advantages of a tie chain. When 
worn, the “Ti-Guide” gives the trim look of 
a tie slide with the tie-freedom of a chain, 
because of a hinged front which snaps 
closed across the tie, leaving space for the 
tie to glide freely up and down to position 
itself. 

“Ti-Guide” is available with any of 14 
I & R hard-enamelled emblems for most 
fraternal orders and service clubs, in a neat, 
tailored design to harmonize with conserva- 
tive Mr. “T” fall styles. “Ti-Guide” retails 
at $3.50, plus tax. 
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Newest Additions to Heirloom Sterling 





One of the newest additions to the line 
of Heirloom Sterling is the six-piece baby 
and child set in Damask Rose pattern 
shown above. This attractive set retails 
for $15.50 including tax. 

On the right is shown a new sales idea 
for Heirloom Sterling. Called the Quar- 
tette, it consists of ten pieces for service 
of four people. Ideal for bridges, teas, 
canasta parties, it is priced at little more 
than the cost of a single service: $37.50. 

Oneida Ltd. has also announced the 
Black Jade Cabinet, a new idea in silver- 
ware containers in black finish and antique 
gold decoration in keeping with the vogue 
for Chinese Modern furniture. It retails for 
$87.50 with 61-piece service for eight in 
any five Community patterns. 











Neptune Cultured 
Pearls by Nathan 


S. Nathan & Co., Inc., recently announced 
the formation of their affiliation with the 
Neptune Cultured Pearl Syndicate. The 
principals in the new company have been 
extensive importers of cultured pearls ex- 
clusively. This new line of cultured neck- 
laces and loose cultured pearls are now 
being presented to the trade. 

In addition, they also have a line of 14Kt. 
gold cultured pearl jewelry, consisting of 
necklaces, bracelets, charms, earrings and 
brooches. Nathan is also offering for the 
first time a line of popular priced gold 
filled cultured pearl jewelry. 








Flex-Let Launches Fall 
Ad Campaign 


To help retailers sell more Flex-Let met- 
chandise during the fall and winter gift 
seasons, the Flex-Let Corporation is this 
month launching the most comprehensive 
advertising campaign in its history. Theme 


of the campaign is Flex-Let’s 
watch band styling. 
include 


Promotion activities 


advanced 


intensive 


television campaigns in major markets and 
large space color ads in Life magazine. 
Dealer tie-in material, including display 


units, newspaper mats, etc., are 


being dis- 


tributed to all Flex-Let retail outlets. 
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New Beam Anti-Tarnish 


Beam—calrying the Good Housekeeping 
Magazine Seal of Approval—is the new and 
remarkable product that prevents silver 
tarnish. It eliminates silver polishing, does 
away with wrapping up silver and keeps 
silver sparkling, accordng to the manufac- 


turer. . ns 
Beam absorbs the silver-tarnishing ele- 


ments from the air, preventing them from 
ng in contact with the silver. 


coml 





Odorless, completely harmless to silver, 
hands, or anything else with which it comes 
in contact, the new Beam comes in newly- 
designed containers with a lift-out cover 
which can be removed in seconds. 

Beam comes in 2-ounce and 4-ounce sizes, 
at 50¢ and $1.00, respectively. It is manu- 
factured exclusively by Beam Products, 
Inc., Long Island City, New York. 


——_—_________» 


Ronson Offers Penciliter Cabinet 


Ronson Art Metal Works, Inc., is offering 
retailers a beautiful new display cabinet 
specially designed to boost sales of the 
Ronson Penciliter line. This unit is in ad- 
dition to the four counter display cabinets 
already available to Ronson outlets. Retailer 
reception towards Ronson cabinet deals has 
been enthusiastic and sales are said to have 
incresed greatly by their use, according to 
the manufacturer. 





The new unit features a transparent dome 
of crystal-clear lucite set into a base of 
beige-blond birch wood. Attention is fo- 
cused on all six of the Ronson Penciliters, 
which repose on a platform covered in a 
velvet-like finish. 

The cabinet has been designed to feature 
the new popular priced models of Ronson 
Penciliters in colored enamels and with 
engine-turned designs, as well as the more 
familiar Ronson Penciliters in precious 
metals, 

Dimensions of this unit is 1444 in. across 
the front, 10 in. deep and 9 in. high. 
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Paulson Offers New Low Price 
On Modern Diamond Lamp 


A chrome-plated, full-size diamond lamp 
with dimpled glass reflector and 100-watt 
blue daylight lamp is being offered by the 
Paulson Company. 

The base consists of a hollow circle so as 
to permit light to penetrate the show case 
instead of being blacked-out by a solid base, 
as in the use of the older style of lamps. 
The price is $24.50. 

This is but one of the new modern sales 
builders shown in the “Voice of the Retail 
Jeweler” recently mailed by the Paulson 
Co. If yours was not received let them 
know, they will send one to you by prepaid 
mail immediately. Write to Henry Paulson 
& Co., 131 S. Wabash Ave., Chicago 3, II. 





Time Table Displays for 
New Models by Telechron, Inc. 


As a setting for an expanded electric 
clock line, these display units are being 
made available to dealers through Tele- 
chron distributors. Each of the two revolv- 
ing “time tables”, can show 16 clocks. The 
one at the left in this picture shows Tele- 
chron kitchen clocks; the one at the right 
has alarm and “convenience” clocks. 





The leaves and glass shelves of the time 
tables will revolve at a touch. Telechron 
Inc. features this novel dealers’ aid as part 
of an intensive merchandising campaign 
that introduces seven new models, led by 
the Everset—an alarm clock that resets 
automatically. 


Booklet Relates Watchmakers' 
Accomplishments 


An interesting booklet called “Civiliza- 
tion’s Debt to the Watchmaker” tells the 
story of the part watchmakers have played 
in the development of many modern inven- 
tions—the locomotive, steam engine, sewing 
machine, linotype machine, etc. The book- 
let may be had free of charge by address- 
ing the Chicago School of Watchmaking, 
1608 N. Milwaukee Ave., Chicago 47, Ill. 





Chase Watch Catalog 


The Chase Watch Corp. of 68 Nassau 
St., New York 7, N. Y., announced the pub- 
lication of a new illustrated 48-page catalog 
designed by the David Beck advertising 
agency. 

The illustrations show all watches actual 
size and cover a wide range of styles and 
prices. All movements are Font 60 and AS. 

Jewelers may request these catalogs by 
writing or calling the Chase Watch Corp. 
at the above address. 





New Rolex Display 


Looping the loop is usually the practice 
of skilled test pilots but Rolex finds fish 
do the same in their unique new promo- 
tional device. 

In line with their stepped up 1950 store 
promotion (through deGarmo, Inc.) Rolex 
is offering its jewelers this aqua-loop fish- 
bowl. It was first displayed at the ANRJA 
convention and is now being sent all over 
the world. 





The new display is being sent out with 
complete instructions covering care of the 
watch under water, i.e., being sure crown 
and back are tight. A special hook, with 
instructions, is included for displaying a 
Rolex Oyster watch under water, plus, of 
course, information on how to fill the bowl 
properly. 

“The exact time” appears on one side in 
English, on the other side in French. All 
Rolex asks of dealers is that they provide 
the goldfish and foliage to make the display 
highly effective. 


Remington Rand Catalog Ready 


Anyone interested in the efficient main- 
tenance of business records and effective 
administrative control over all phases of 
business management can secure many 
helpful suggestions from the new 80-page 
catalog “Kardex Visible Record Control” 
published by the Management Controls Di- 
vision of Remington Rand, Inc. 

Completely revised from cover to cover, 
and brought up to date on the basis of a 
recent development in the important field 
of records administration, this booklet is a 
comprehensive presentation on all phases 
of the Kardex Visible Control principle. 

Copies of this catalog may be obtained 
by writing to the Management Controls 
Division, Remington Rand, Inc., 315 Fourth 
Avenue, New York 10, New York. It is 
identified as KD 462. 





Brooches Are Versatile 


Fine palladium and gold brooches are 
the important thing for the coming season, 
according to Alfred Shawl, New York de- 
signer. Convertibility is the keynote, he re- 
ported. There are at least seven major uses 
for brooches today. They are: pinned high 
on the shoulder of the latest dresses; as a 
pendant for a choker; a decorative pin for 
a hat; ditto for the bag; an ornament on 
a simple tailored dress to pleat it on one 
side; as a setting atop a solid bracelet; and 
as a hanging disk on a bracelet. 
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Channing Presented with 
Diamonds 








Miss Carol Channing, Broadway star 
whose singing of “Diamonds Are a Girl’s 
Best Friend” has done much to make “Gen- 
tlemen Prefer Blondes” a long-run hit, ex- 
amines two pentagon-shaped diamonds pre- 
sented to her by Stanley Freeman, right, 
president of Gem-O-Graph Corp. of Amer- 
ica, at the recent ANRJA convention and 
trade show in the Waldorf-Astoria, in New 
York. Looking on are Lynn Poole, Balti- 
more, television science-program producer, 
and his wife, Gray Poole, magazine writer. 


Chronograph Directory 
Available 


A new directory for identifying chrono- 
graph watch movements is offered at 25 
cents per copy by the Esembl-O-Graf Re- 
search Laboratories Div., Western Pennsy]l- 
vania Horological Institute. 

According to William O. Smith, Sr., pres- 
ident of W.P.H.I., publication of “The 
Chronograph Watch Calibre Guide” is a 
non-profit venture whose primary purpose 
is to familiarize watchmakers with chrono- 
graph movements. 


Telechron Caravan 
Stars New Models 


How to “clock up extra sales” was told 
by officials of Telechron, Inc., in a series of 
shows presented in the cities throughout 
the country during the early part of August. 
The meetings were attended by Telechron 
distributors and their salesmen. 

A. F. Fisher, president of Telechron, Inc.. 
presided at New York. Others taking part 
were Russell T. Woodward, manager of 
marketing; Richard D. Tyler, manager of 
clock sales; M. J. Dunn, sales promotion 
manager and E. C. Pease, advertising man- 
ager. 

They displayed the new electric clock mod- 
els which are being added to the Telechron 
line this fall. The demonstration revealed 
new selling aids developed for the sales 
force at both wholesale and retail levels. 
These include a training manual in comic- 
book form for retail clerks as well as four 
new displays and a variety of profit-making 
deals in novel presentations. 

Fisher revealed that surveys show that 
six out of ten electrically-wired homes in 
the United States today have no electric 
alarm clock; two out of three have no wall- 
type kitchen clock; and 85 per cent have 
no electric convenience clock. 
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Displayer and Package for Jefferson Clock 
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Now available from the Jefferson Elec- 
tric Co., Belwood, IIl., to dealers carrying 
the “Golden Hour” Electric Clock, is this 
attractive three-color counter or window 
display stand. The background of the dis- 
play is a fleecy cloud against a blue sky 
which points up the “see-thru” feature of 
the clock face. 

On the right is the package for the clock 
made by the Stone Container Corp. It has 
orchid printing on a gilt-colored back- 
ground. Four corrugated pads are in- 
serted to cushion and suspend the clock. 
Parts above the base have complete clear- 
ance inside the box. The box is designed 
to relieve the dealer of gift-wrapping and 
help build up product identity and suggest 
quality. 
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New Arvin Promotional Series 


“Show ’em and sell ’em,” Arvin 
urges its television and radio dealers in 
announcing a complete new series of pro- 
motional pieces and_ point-of-sales aids 
designed to accelerate inquiries and sales. 

Headed by Arvin Salesmaker No. 2000, 
a shelf and background piece for mass- 
displaying the complete line, the new dis- 
play package includes a variety of window 
streamers, window or counter cards, silk 
banners, illuminated and fluorescent identi- 
fication signs, a continual motion, full- 
color rainbow radio display and a special 
folding chair for TV demonstration. 

In addition, says J. M. Jewell, Arvin 
advertising manager, the company is mak- 
ing available a revised outlay of radio 
and television literature for dealer use. 

Following its traditional policy, Arvin 
in most cases makes its material available 
to distributors and dealers on a cost basis. 
In some instances, the material is issued 
without charge when minimum purchases 
of merchandise are made. 





New Underwood Portable 


A completely new portable typewriter has 
been introduced by more than 7,000 Under- 
wood dealers. This new personal writing 
machine, called the Finger-Flite Champion, 
has an office size typewriter keyboard and 
includes forty improved features. 

Redesigned in every detail from inner 
mechanism to slim tapered carrying case, 
the machine, in its case, weighs a fraction 
more than 16 pounds, and incorporates 4 
new design feature which reduces creeping. 
Among these refinements are the new “See- 
Set” margins, key-set tabulator and rhythm 
shift. It operates with all the smoothness 
and stability of the conventional office ma- 
chine, yet has the added advantage of 
portability for home and travel use, the 
company claims. 

Finished in non-glare Underwood gray 
with new gray keytops and maroon cylinder 
knobs and space bar, its trim modern ap- 
pearance is consistent with its new light 
positive writing action. 
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Television Lamp with Clock 


Developing the art of gracious living to 
q still higher degree of refinement, a new, 
beautifully styled television lamp has been 
announced for placing atop the TV set. 
Called the Litemaster Television Fluores- 
cent lamp with Telechron clock, this light- 
ing unit is 10% in. in height and has an 
attractively designed die cast base 5 in. x 
8 in. The light is furnished by standard 15- 
watt T8 fluorescent tubes. 





Attention is called to the 3 in. x 184 in. 
steel shade which reflécts the light back- 
ward, thereby permitting normal screen re- 
ception without eye-strain. The shade has 
a specific baffle and louver for clock illumi- 
nation. Also, the shade has a white enamel 
reflector. The lamp is equipped with an 
automatic on-and-off switch, and bears the 
Underwriters Laboratory seal of approval. 

Litemaster Television Fluorescent Lamp 
is available in royal statuary bronze or 
warm grey finish with brass trim and also 
decorator colors. Rubber bumpers on the 
bottom protect surfaces. Retail price, about 
$15.00. 


O-B Christmas Display 


In keeping with the O-B “Partnership” 
plan of passing on to the retailer the bene- 
fits of selling direct, Ostby & Barton Co. 
has added a new display to their group of 
ring merchandising units now available to 
O-B customers. 





Illustrated is the Christmas display which 
is suitable for either window or counter 
use. 

The display stands nine inches high, and 
holds six rings in a pad of rich crimson 
velvet. The pad is made in the shape of 
a Christmas ball, surrounded by pine 
branches and sparkling snow. Christmas 
display with tie-in newspaper mat is free 
with a minimum order of $100 or more. 
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Kramer Stresses Rhinestones 


The Kramer Jewelry Co., 48 West 47th 
St., New York 18, is emphasizing rhine- 
stones for its Fall line of jewelry. They 
offer necklaces of large stones in varying 
lengths from the throat-hugging dog collars 
to a 26-inch Matinee rope. Rhinestone 
bracelets are another item that, according 
to the company, will glitter on feminine 
arms this season. One of the more exotic 
decorations for the longer hair-dos are 
Gypsy hoops. 

For color, Kramer believes Topaz is the 
answer to this season’s popular brown fam- 
ily. Amethyst enhances the plum to purple 
tones, while overcast to vivid blues combine 
with sapphire effectively. All in all, the 
company’s collection shows a wide variety 
of styles and colors to go with all the mod- 
els and colors of the Fall season. But al- 
ways to be relied upon to add zest to any 
shade is the wide variety of clear crystal 
stones. As Kramer predicted last year, 
“rhinestones with everything” has _ been 
tested, proven and accepted by style con- 
scious women. 


Novel Mido Display 


Louis Aisenstein & Bros., Inc., distribu- 
tors of Mido watches in America and its 
possessions, first introduced the new Mido 
motion display at the ANRJA convention. 
The machine dramatizes the features of 
Mido Multifort Superautomatic watches by 
showing the Mido robot diving from a div- 
ing board into a tank of water. In his out- 
stretched hands is held a Mido self-winding 
watch, to show its imperviousness to water 
as it continually dips into the tank. 
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The motion of the robot keeps the Mido 
watch fully wound. The display also em- 
phasizes the shock-resistant and anti-mag- 
netic qualities of Mido watches and em- 
phasizes its selling features. In addition, as 
part of the promotion, a display card is 
packed with each motion display, announc- 
ing a special contest for people who best 
estimate the amount of reserve energy 
stored up by the Mido watch on the dis- 
play. Passers-by are invited into the store 
to fill out entry blanks and this gives the 
retailer a chance to stimulate his watch sell- 
ing. The packaged promotional deal which 
includes a Mido motion machine free has 
been established by Louis Aisenstein & 
Bros., Inc., 16 East 40th St., New York, as 
part of its fall promotion driver. 





Freed Displays Hold Price Line 
on Christmas Displays 


A pledge to keep current low prices on 
all Christmas displays as long as possible 
has been made by Edwin Freed, president 
of Freed Display, 1233 Sixth Ave., New 
York City. 

Freed said, “Because materials were 
bought in quantity far in advance of the 
Korean war and the displays were made 
up in quantity anticipating the record de- 
mand which has so far exceeded even our 
most optimistic expectations, we have been 
able to hold our prices down so far. Many 
of our displays are made of metal, the price 
of which has gone so far out of line that 
we will probably not make up*any more of 
this type in the future.” Bearing this in 
mind, Freed emphasized that jewelers order 
Christmas displays early and in sufficient 
quantity at today’s low prices. 


Farrington Package 
For Speidel "Cortez" 


An interesting application for a package 
with re-use value was demonstrated recently 
by Speidel. This was done in connection 
with the company’s Cortez, a watch band 
for men, which was being promoted as a 
gift item. 





Designed and manufactured by Farring- 
ton for Speidel, the package makes an ex- 
tremely effective display. Featuring Far- 
rington’s own Duroframe construction, the 
box is covered in attractively masculine 
alligator grain Texol. 





Upon removal of the pad and the puff, 
the package becomes a very good looking 
cigarette case, equally good for table use or 
for pocket. With pad and puff removed the 
box carries no advertising or other identi- 
fication with its original purpose. It is cer- 
tain, however, that the man who receives a 
Speidel watch bracelet packaged in this 
way is not likely to forget the name of the 
company which manufactured his bracelet. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
— 25 words; additional words, 5 cents per 
word. 


“Help Wanted”’—*“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
tbe enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding menth. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of r endations. 





Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 


REARS AER MRR I BE SRE TEBE IESE 6 ON RENATO EE 
Situations Wanted 








FIRST class jewelry jobber, stone setter 
and engraver; over 35 years’ experi- 
ence; best references. Address “Y., 521,” 
care J C-K. 





TOP salesman; 15 years’ experience re- 
tail credit; trim windows; assist in buy- 
ing; seeks position; well recommended. 
Address “W., 552,” care J C-K 


MASTER watchmaker; 25 years at the 
bench; graduate; highly experienced ; 
no physical handicaps; fine appearance 
and habits. P. O. Box 5026, Tri Village 
Station, Columbus 12, Ohio. 





WATCHMAKER-manager wishes  posi- 
tion; 30 years’ experience; four years’ 
in last position; reason, store liquidat- 
ing; can come at once. Address “G., 
527,” care J C-K., 





SALESMAN, young, married; veteran; 
with sales experience, wishes position 
with retail jewelry store in Metropolitan 
area; willing to learn. Address “A., 
524,’ care J C-K. 





MANAGER; experienced operator, capa- 
ble of taking complete charge; regis- 
tered jeweler, American Gem Society ; 
location South, Southwest, or Pacific 
Coast. Address “H., 483,’’ care J C-K. 


——_—— 





YOUNG woman, experience with ring 
manufacturers; full charge of orders, 
sample lines and general detail work; 
knowledge of watches; references. 
Address “T., 518,’ care J C-K. 








DESIGNER;; student finishing the course 
in designing; also willing to do some 
office or benchwork. Jewelry Designing 
Art School, 217-01 Corbett Rd., Bay- 
side, L. I 








WATCHMAKER; light jewelry repair, 
sales experience; 20 years at bench; 
available November; desires position in 
Florida. Address “P., 490,’ care J C-K. 





WATCHMAKER ; all makes watch repair- 
ing; fast, efficient, close timing; 35 
years’ experience in retail store; age 55; 
married. Address “P., 510,” care J C-K. 





WANTED position as foreman; 30 years’ 
experience in all branches of jewelry 
manufacturing; will furnish references. 
Address “V., 519,’ care J C-K. 





TOP grade watchmaker for all types of 
work; experienced all kinds of crrono- 
graphs and timers; available immedi- 
ately. Address ‘“‘T., 4904,” care J C-K. 





SALESMAN-MANAGER;; married; retail 
concern; owned cash-credit store 12 
years; finest of references; desirous of 
rm connection. Address “S., 546,” care 





—— 


WATCHMAKER-manager-salesman; 23 
years’ experience, desires permanent 
position in Oregon or California: have 
rae “eee Address “K., 485,” care 





DIAMOND setter and all around jewelry 
repair man; 25 years’ shop and store ex- 
perience ; prefer to connect with a high 
4 store. Herman A. Scheid, Lupton, 

ch. 





DIAMOND expert; gentleman of good 
character and ability, desires employ- 
ment, in New York office of a rep- 
utable, established firm; salary $10,- 
000. Address “E., 503,” care J C-K. 


DESIGNER; young woman; good edu- 
cation; experience with leading com- 
panies in New York; desires position 
with well established firm. Address “V., 
342,” care J C-K. 





PRODUCTION manager, M. E., 20 years’ 
experience, engineering and production 
of small precision metal parts and as- 
semblies; expansion watch bracelets 
and attachments. Address “A., 506,” 
care J C-K. 





WATCHMAKER, salesman, clock and 
jewelry repairman; chronographs; 
B.T.S. graduate; 20 years’ experience; 
best of references; permanent position 
only reply. Address “E., 501,” care 


© ioe . 





RETAIL salesman fine jewelry, diamonds, 
watches, silverware; Fifth Avenue ex- 
perience; middle age; moderate salary; 
can relocate; desires employment with 
an established reputable firm. Address 
Box 222, Westwood, N. J. 





MANAGER; 40 years old; married; 15 
years’ experience retail jewelry credit 
operation, collections, window trimming, 
advertising, personnel; presently em- 
ployed ; desires community in California 
only. Address “C., 476,” care J C-K. 





ENGRAVING Instructor; accredited; fa- 
miliar with all type alphabets, mono- 
grams, etc.; capable of taking complete 
charge of department, setting up 
courses ; now employed; desires change. 
Address “G., 465,” care J C-K. 





MANAGER; 40; personable; wide ex- 
perience complete control large volume 
credit store; strong selling, advertising, 
promotion, display, credits, personnel, 
etc; recently sold own successful store. 
Address “G., 482,’’ care J C-K. 





COMPETENT watchmaker; 20 years’ ex- 
perience with fine stores; manage de- 
partment or benchwork; excellent ref- 
erences ; age 42; desires change; South; 
we ad week. Address “K., 378,” care 








POSITION wanted; set fine platinum, any 
type, also gold; fast at it; manufacture 
gold jewelry and some platinum; de- 
sign, plate. enamel, chase, carve; repair 
everything in the jewelry business. Ad- 
dress “M., 381,’’ care J C-K. 


BUYER-manager-salesman, with retail] 
credit store experience, wishes oppor. 
tunity to increase your jewelry sales 
on salary bonus setup; Eastern Sea. 
board preferred. Address “D. 280,” 
care J €-K. 





a 


YOUNG executive; capable; thoroughly 
experienced for watch importer, op 
wholesaler, supervise watch production 
billing, shipping, office force, purchas. 
ing, inside sales. Address “P., 417,” care 
J C-K. 








EXCELLENT salesman, manager; 16 
years’ cash, credit, diamonds, watches 
appliances, silverware, etc.; 38, mar. 
ried; promotional minded, desires retaj] 
or wholesale connections. Address “B. 
438," care J C-K 








EXPERIENCED watchmaker, engraver 
and jewelry repairman, wants per. 
manent position, in private owned store 
in Pennsylvania or New York town, 
population under 30,000; can furnish 
— Address “A., 453,” care J 





LT 


MANAGER; excellent salesman; 37; 15 
years’ experience in all phases of 
jewelry business; pleasant personality: 
presently employed Los Angeles area, 
desires position as owner’s assistant: 
we references. Address ‘“‘W., 555,” care 











ATTENTION credit jewelers, top notch 
jewelry executive, with ideas that pro- 
duce, available soon; aggressive; 
thoroughly experienced in all depart- 
ments; only propositions from wel] 
rated concerns considered. Address “K., 
540,” care J C-K. 








MANAGER-salesman; 45 years old; mar.- 
ried; 25 years’ experience retail jewelry 
operations; thorough knowledge of 
checking credits, collections, buying, 
selling, window trimming, etc.; depend- 
able, operated own business for 15 
years. Address “N., 402,” care J C-K, 





POSITION wanted as watch-clock re- 
pairer; all types and makes; 25 years’ 
experience as head watchmaker, rail- 
road inspector, and own business; ac- 
curate; sober; industrious; healthy; 
married; desires permanent location in 
Pennsylvania, adjacent States. Ad- 
dress “J., 539,” care J C-K 





MANAGER; 33 years old, wishes to 
establish himself and family in 
Florida; now employed; 10 years’ 
experience; excellent references; 
thorough knowledge jewelry busi- 
ness; alert, aggressive, good credit 
man; permanent position only, Ad- 


dress “C., 457,”’ care J C-K. 








DEPARTMENT stores, chain organiza- 
tions; want a _ bigger, better, more 
profitable job done; buying, promotion, 
supervision, diamonds, watches, all 
jewelry; my 15 years’ top eastern exX- 
perience, proven abilities, outstanding 
record will interest you; go anywhere. 
Charles Hynes, 524 N. Marengo, Pas- 
adena, Calif. 


ae 








WATCHMAKER, estimator, salesman, 
capable, seasoned; salary, commission 
or concession in jewelry or department 
store; competent to promote sales and/ 
or repairs; background included college 
training in business administration, 4 
conscientious, reliable man_ for 4 Te 
sponsible position. Address Circular 200, 
Room 1415, Heyworth Bldg., Chicago 2. 








EXECUTIVH, 38 years old; now em- 
ployed as manager of credit jewelry 
store, wishes to make change for posi- 
tion with future; would consider mak- 
ing small investment; 18 years’ eX- 
perience all phases of chain _ store 
jewelry management; excellent back- 
ground; loyal; finest references. Ad- 
dress “B., 455,’ eare J C-K. 
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SITUATIONS WANTED—Continued 








ht h 
-salesman; eight years’ heavy 
oe all phases diamonds and 
jewelry ; thorough knowledge buying, 
selling, direct mail advertising, promo- 
tion, display, stock records, watch re- 
pair; young ; married; now employed, 
desires connection growing retail or 
wholesale concern , will relocate any- 
where. Address ‘S., 517,” care J C-K. 


— 
MAKER;; 48 years old; married ; 
WATCH) yosing of our Muskegon store, I 
am able to accept a position with a 
reliable store ; have own material and 
Watchmaster ; 10 years in last store; 
will lease or buy repair department, or 
small store, or work on salary. For 
more information write, Jack Rogers, 
123 Livingston, Whitehall, Mich. 











——— 
YOUNG woman with 12 years’ experience ; 
best of references in jewelry and gift 
business; desires position in jewelry 
store or department store, capable of 
managing gift department in_ depart- 
ment store or jewelry store, also clerk 
in jewelry and_ silver department; 
familiar with take in and job delivery 
work; prefer Mississippi or ‘Tennessee. 
Address “K., 473.” care J C-K. 





STORE manager; do you wish to open a 
pranch store, retire, or take it easy; I 
can be of service to you; Iam 50 vears 
of age, married with,25 years’ experi- 
ence in jewelry store; I do light jewelry 
repair, repair all types of watches; I 
am at present employed, but wish to 
make a change; am only interested in 
a permanent position with a high-type 
firm. Address “‘T., 386,” care J C-K. 











AM 52 years of age; 25 years’ experience 
in every capacity relating to pawn shop 
business; want to connect with reliable 
concern; training consists of appraisals 
for loans; making loans; capable of 
selling all merchandise in pawn shop: 
personality that will bring business and 
hold trade; best of references; prefer- 
ably west of Mississippi River. Ad- 
dress “R., 491,” care J C-K. 





STORE salesman wants position in a 
store as watch and diamond jewelry 
salesman, or preferably in a large store 
in small town, to learn silver, china and 
glassware ; qualified as registered 
jeweler, A.G.S. ; capable and experienced 
executive; business law and collection 
practice trained; 29 years in jewelry 
store; 46 years of age; salary open. 
P. O. Box 5025, Tri Village Station, Co- 

lumbus 12, Ohio. 





— ———————_- —_ _—-— ———_-—_ _____ _—- i—________., 


FIRST class watchmaker; close rater on 
railroad work and all watches; capable 
of taking full charge of watch depart- 
ment, or store and estimating; 30 years’ 
experience ; with present employer eight 
years; desires to make change for per- 
sonal reasons; would like to get in 
touch with someone who appreciates 
~~ * work. Address “H., 321,’’ care 


(ee 





SALESMAN-manager; young man, 39, 
Single; 15 years’ retail credit jewelry, 
thoroughly experienced in all phases 
and angle of the business, seeks perma- 
nent connection with progressive, pro- 
motional-minded, fast-track organiza- 
tion; also thoroughly familiar with 
sales of men’s clothing, house furnish- 
ings, major and minor electrical ap- 
pliances; available at once; excellent 
references; salary and commission. Ad- 
dress “D., 369,” care J C-K. 








WATCHMAKER;: 25 years’ experience, 
now employed as head watchmaker and 
manager of watch repair department of 
a large and old established firm, desires 
to make a change: I repair chrono- 
graphs, repeaters, timers, and all other 
complicated watches; do ring sizing, 
and light jewelry repairing: take in 
Special order work, give estimates; ex- 
perlenced in all phases of the retail 
ala to business ; certified by the United 

orological Association of America: 
sober and dependable; best of refer- 

_nees. Address “T., 341,” care J C-K. 








Lines Wanted 








EXPERIENCED salesman, with follow- 
ing in the East, wants to represent A-1 
fan house. Address “F., 533,” care 





WANTED ; factory jewelry, novelties and 
Silver lines; well known to jobbers, re- 
tailers, army and navy camps. Address 
“P., 336,” care J C-K. 














PACIFIC Coast salesman desires factory 
line of gold rings; years of selling; best 
references; commission basis. Address 
“C., 4483,” care J C-K. 








SALESMAN; high caliber, now calling 
on watch importers, jobbers, material 
houses and exporters in New York, 
seeks a reputable line. Address “G., 
534,” care J C-K. 








perience with jobbers in New York, de- 
sires a gold line from manufacturer: 
willing to travel. Address “R., 466,” 
care J C-K. 





ENERGETIC and reliable jewelry sales- 
man, for 30 years with good following 
on Fifth Avenue and the best stores in 
Pennsvivania, New York State and 
New England, seeks a good gold line. 
Address “‘N., 422,” care J C-K. 





CAN you use a hard hitting salesman 
now covering southwest as a factory 
representative, but desires change; 
large following in wholesale jewelry 
and drug trade: permanent connection 
only. Address “E., 526,” care J C-K. 





MANUFACTURERY’ representative; Chi- 
cago and Midwest; desires manufac- 
turer’s line rhinestone costume jewelry 
and novelty jewelry for jobbers. Ad- 
dress Circular 203, Room 1415, Hey- 
worth Bldg., Chicago 2 





FACTORY representative, of Swiss 
watches, wants for California, addi- 
tional lines for retailers, wholesalers, 
jobbers, in gold, platinum, diamonds, 
identification bracelets, watch bands, 
watch boxes. H. Eickmann & Co., 1210 
East Santa Clara, San Jose, Calif. 





DISPLAY manager-merchandiser: top 
flight, aggressive design; manufacture 
all window and case fixtures; handle 
any number of units efficiently, eco- 
nomically; 25 years’ display experience, 
wants line, and half any location avail- 
able immediately; best of references. 
Address “D., 502,” care J C-K. 





SALESMAN; top-notch; gents’ and 
ladies’ gold, gold-filled and platinum 
watch cases and bracelets; excellent 
following major watch importers and 
jobbers ; thorough experience office, fac- 
tory and styling; complete knowledge 
diamonds; triple-A references. Address 
“V., 530,” care J C-K. 





CALIFORNIA sales representative un- 
til recently with top major watch 
line; average earnings exceeded 
$20,009, offering terrific sales and 
promotional ability to right firm; 
either watch or diamond line. Ad- 
dress Circular 564, 2412 W. 7th St., 
Los Angeles, Calif. 








JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis. to add to their line; in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
"es stores. Address “H., 2006,” care 





Side Lines 








SALESMAN for Pacific Coast; line of 
10K and 14K neck chains, Waldemars, 
key chains and sport chains, to the job- 
bins trade: commission. Address “M., 
542,” care J C-K. 





SALESMEN, with following, wanted to 
carry very attractive line of imported 
silver plated English tea and coffee 
sets; keep stock to fill orders. Address 
“K., 508,” care J C-K 








SALESMEN ; to install new business in- 
vention in jewelry stores, on free trial, 
to sell itself; four $15 sales daily pay 
$160 weekly. Write, Creditors Associa- 
tion, 1477 Ridgeway Rd., Dayton, Ohio. 





THE best identification bracelet line; 
hottest item in jewelry; high com- 
mission rate; reorders yours; refer- 
ences required. Write, H. W. Peters 
Co., Watertown, Mass. 





JOBBERS; sought by _ leading plastics 
manufacturer, to handle unique plastic 
earrings and brooches; up-to-the-min- 
ute in design, attractively carded, priced 
for fast profits. Address “B., 475,” care 
J C-K. 


—————- 


MANUFACTURER desires salesman to 
carry modern platinum and gold cases, 
watch attachments, and rings in New 
York and New England states; also 
have opening for Midwest territory. 
Address “A., 550,” care J C-K. 








SALESMEN : line sterling silver cigarette 
cases, novelties, to retail jewelers, de- 
partment stores and gift shops; prefer 
men handling costume jewelry or hol- 
lowware; commission basis; several 
territories. Address “P., 514,’’ care 





SALESMAN wanted; now calling on job- 
bers and wholesalers in New York City, 
to sell an American made nationally 
advertised character watch; full ter- 
ritorial rights; write full particulars in 
first letter. Rite-Time Sales Co., 1211 
Chestnut St., Philadelphia, Pa. 





SALESMEN: wanted for Chicago, Mid- 
dle West, Pennsylvania and Texas ter- 
ritories, with following of better class 
retail jewelers, ete.; high grade well 
priced line of sterling rosaries and re- 
ligious medals; commission basis; fur- 
nish complete details in replying. Ad- 
dress “H., 529,” care J C-K. 





SALESMAN, with established following 
among retail jewelers in Northwest, 
wanted by manufacturer of nationally 
advertised pear! line; attractively boxed 
and priced; give detailed information as 
to experience and following, etc.; com- 
mission; protected territory. Address 
“A., 4426,” care J C-K. 





MANUFACTURER'S representatives 
wanted, to carry side line; exclusive 
territories open, selling direct to retail 
jewelry stores; excellent commission on 
initial orders and repeat orders; enjoys 
nation-wide acceptance; replies strictly 
confidential; give all details in first 
letter; our salesmen have been in- 
formed of this advertisement. Address 
“C., 495,” care J C-K. 
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SIDE LINES—Continued 





SALESMEN; top men wanted in select- 
_.ed territories, to carry side line spe- 
cial fast selling sterling silver and 
novelty items bearing nationally 
known name; earnings limited only 
by amount of effort; diamond, jew- 
elry, watch men carrying non-com- 
petitive items calling on retail jew- 
elers, gift and department stores in 
small towns eligible. Apply, S. D. 
Pelz, P. O. Box 942, Meriden, Conn. 





WATCH attachment salesmen wanted, 
for New York City, New York, New 
England, New Jersey, Pennsylvania, 
Maryland and District of Columbia; 
we are a well known and long estab- 
lished manufacturer of a complete 
line of watch attachments, which 
we sell to wholesale jewelers, watch 
material houses and watch import- 
ers; only an aggressive and experi- 
enced man with established follow- 
ing, among those trades, will he 
considered; liberal commission; 
state full particulars; replies held in 
— Address “*H., 467,”’ care 
J C-K. 








Help Wanted 








EXPERIENCED all around engraver. 
Chas. F. Damm, Inc., 123 Franklin St., 
Buffalo, N. Y. 





JEWELRY repair and special order man. 
Chas. F. Damm, Inc., 123 Franklin St., 
Buffalo, N. Y. 








WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
J ; 








COMBINATION jeweler and stone setter ; 
state experience and remuneration. Ad- 
dress “B., 499,” care J C-K. 


ae 





WANTED, two A-1l watchmakers; per- 
centage basis only. Address ‘“T., 1460,” 
care J C-K. 





JEWELER; first class for special order 
work and repairing; write in detail. 
Wm. C. Hadel Jewelry Co., 604 Bryant 
Bldg., Kansas City 6, Mo. 





WATCHMAKER;; A-1 mechanic; close 
timing on railroad and _ bracelet 
watches. Andersen’s Jewelers, 361 
Second St., Macon, Ga. 





ENGRAVER and chaser; from three to 
five years’ experience; married man 
who is looking for a future; write in 
detail in first letter. Address “Z., 497,” 
care J C-K. 








SALESMEN, with established following, 
14K wedding rings, ladies’ and gents’ 
mountings and stone rings, fine plati- 
num rings; on commission. Address 
“F., 504,” care J C-K. 








——_—_ 


WATCHMAKER; A-1l mechanic; one 
capable of diamond setting and ring 
sizing preferred; good working condi- 
tions; eastern Kansas: $75 weekly. Ad- 
dress “M., 488,” care J C-K. 


WATCHMAKER wanted; top quality, A-1 
watchmaker wanted, for a permanent 
position with a reliable firm of 35 years’ 
standing. Carl Rose Jewelry Store, 826 
Calhoun St., Fort Wayne, Ind. 





JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week ; 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 








JEWELER, from 30 to 40 years of age, 
with ability to look after three or four 
jewelers; wonderful opportunity with a 
future for a capable man; answer in 
detail. Address “V., 496,” care J C-K. 


ee) 


REPRESENTATIVE; Swiss watch line; 
experienced, with following, for Chi- 
cago, Illinois, Michigan, Indiana; write 
stating reference, experience, conditions. 
Address “G., 505,” care J C-K. 





WANTED: first class engraver; perma- 
nent job; one of the largest and cldest 
jewelry stores in the South; give expe- 
rience and reference first letter and sal- 
ary wanted. Address “D., 458,” care 
J C-K. 


HAVE attractive proposition for store 
manager, who qualifies as salesman, 
window trimmer and credit man, in unit 
of small chain in southern Wisconsin ; 
state experience and further qualifica- 
tions. Address “F., 464,’ care J C-K 











MANAGER; unusual opportunity for ag- 
gressive manager of jewelry store in 
central New Jersey; state experience, 
age, salary desired; must be available 
immediately. Address “N., 543,” care 
J C-K. 








RETAIL jewelry salesman; fine midwest- 
ern store is interesed in a top salesman 
for diamond and watch departments; 
must qualify as A-1 man; finest salary 
and working conditions. Rost Jewelry 
Co., Indianapolis, Ind. 


—————  :? 





SALESMEN; with following, to handle 
desirable fine grade die struck plain ana 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced; 
commission basis; write references. Ad- 
dress “‘A., 2256,” care J C-K. 


WANTED watchmaker at once; Maine 
city, population 80,000; prefer middle 
age man with retail store experience; 
must be first class workman and under- 
stand Watchmaster; permanent posi- 
tion: references exchanged. Address 
“J., 469,”’ care J C-K. 


SALESMEN; men with following retail, 
chain and department stores; several 
territories still open; sterling silver- 
ware; marvelous opportunities for right 
men; no objection to non-competitive 
a a Address “E., 478,” care 

















SALESMAN; with a non-conflicting line, 
to represent a manufacturer of wed- 
ding rings, mountings, emblems and 
diamond mounted goods; territory Ken- 
tucky, Tennessee, North and South Car- 
olina; strictly commission basis. Ad- 
dress “O., 498,” care J C-K. 











EXPERIENCED, young, jewelry sales- 
man, for leading New Orleans fine 
jewelry store; state experience, back- 
ground, salary expected; send photo; 
permanent position and unusual oppor- 
tunity for right man. Adler, 722 Canal 
St., New Orleans. 





SALESMAN wanted, for extensive dia- 
mond and colored stone ring line, 
for Texas, Oklahoma, Arkansas, 
etc.; firm is substantial and has 
following; replies in strict confi- 
dence. Address “P., 544,” care 
J C-K. 


JEWELRY salesman, with establic 
following among jewelers and ee 
ing on them, to carry side line of ladies’ 
and men’s rings and emblem rings: w 
offer above average commissions to 
right man; when answering mention 
States you are traveling now. Addr : 
“Es, 4603, care JI CK. _ 








—————_______ 


SALESMAN for old established na. 
tionally known diamond and col- 
ored stone ring house to cover Penn. 
sylvania, Virginia, West Virginia 
and other tributary States; reply in 
confidence. Address “N., 513,” care 


J C-K. 





$$ 


MANAGER; unusual opportunity for 
aggressive manager of a credit jewelry 
store, in Pittsburgh; must have thor. 
ough knowledge of promotions, window 
trimming, credits; write stating experj- 
ence, age, salary desired ; enclose recent 
photo; salary open. Address “B., 313.” 
care J C-K. ) 








MODERN watchmaking; learn watch. 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C, Admiral & 
Tracy, Kansas City 6, Mo. 














ES 


WATCHMAKERS ; we have several open- 
ings in our Toledo shop for watch- 
makers who can later be placed in per- 
manent positions in many large cities 
throughout the country; state age, ex- 
perience and salary expected. People's 
Watch Repair Co., 120 Summit St., To- 
ledo, Ohio. 





CHICAGO salesman wanted, by well 
known manufacturer, to call on better 
retail and wholesale stores with a fine 
line of 14K bracelet watch cases; man 
with following only need apply; can 
have side lines; it is easily possible to 
earn $7,000-$10,000 in yearly commis- 
sions. Address “Y., 435,” care J C-K. 





WANTED; skilled, experienced watch- 
maker for quality work, progressive 
firm; prefer southern man about 
35; immediate employment, excel- 
lent working conditions; full de- 
tails, references, first letter. Moon’s, 
Registered Jewelers American Gem 
Society, Tallahassee, Fla. 





STORE manager; must Know all retail 
credit jewelry operations, including 
window trimming; established firm in 
Minneapolis; write full confidence, stat- 
ing salary wanted, age, references, resi- 
dence telephone number; enclose snap- 
shot; your expenses paid for interview; 
immediate opening. Address “D., 525,” 
care J C-K. 











REPRESENTATIVE for New England 
and New York States; have estab- 
lished accounts and well known 
throughout this territory and entire 
country; substantial diamond and 
colored stone ring line for delivery; 
all replies confidential. Address 
“M., 512,” care J C-K. 











SALESMEN ; experienced, vigorous, call- 
ing on jewelers, credit stores, depart- 
ment stores, gift and specialty shops, 
to sell the most beautifully designed 
gold-filled and rhinestone jewelry, 
handsomely boxed, complete price 
range; men resident in territory pre 
ferred; commission basis. Address 
“522,” care J C-K. 
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HELP WANTED—Continued 





‘ - experienced jewelry man who 
WANT Eewelry business from A to Z; 
neste underst2nd chain stare operation 
with all its detail work, window trim- 
me advertising, credit, and business 
promotion ; no other man need apply ; 
Hosition in North Carolina, with per- 
manent future for the right man. Ad- 
dress “B., 366,” care J C-K. 








—_ 


JEWELRY 


following 


sales representative, with 
among top wholesalers, 
to cover East and New England 
States ; beautiful line ladies’ and 
gent’s stone rings; liberal commis- 
sion; state experience, qualifica- 
tions and reference. Comet Ring 
Mfg. Co., 70-76 E. Eagle St., Buf- 
falo, N. Y. 


———— 


SALESMEN or saleswomen now covering 
retail jewelers, silveware trade and de- 
partment stores, who would like to take 
on a permanent, profitable side line of 
nationally-known brand of non-tarnish 
flannel bags and rolls, universally used 
for the protection of silverware; good 
territories on protected basis now avail- 
able. Address “B., 493,” care J C-Kk. 


= 


——<_———— 


SOUTHERN credit chain, desires two 
managers on a partnership profit shar- 
ing basis with only a nominal invest- 
ment: men selected must have had suc- 
cessful past records in sales and credit 
collections, able to adapt themselves to 
living in towns of less than 100,000; 
this is a golden opportunity for parties 
selected for a successful future. Ad- 
dress “J., 175,” care J C-K. 





SALESMEN;; to sell attractive line latest 
styled costume jewelry, to retail jewelry, 
department and better specialty stores; 
streamlined line featuring only current, 
well priced styles assures volume busi- 
ness; good territories still available on 
a protected basis; commission; prefer 
resident men with established following 
in small towns, also cities. Address “B., 
12,” care J C-K. 





MANAGER, well rated jewelry firm has 
opening in Pittsburgh: excellent oppor- 
tunity for the right man; must be fa- 
miliar with all phases of credit busi- 
ness, promotions, window trimming, 
salesmanship; guarantee $125 week 
against salary and commission; will 
average much more; write stating ex- 
perience, personal background, age, ref- 
erences; send recent photo if possible. 
Address “L., 541,’’ care J C-K. 


te 
sss 


SALESMAN, for the Middle West; must 
be a live-wire producer with a strong 
following of his own, to represent a 77 
year old established concern, special- 
izing in an advertised line of platinum 
and gold diamond rings, diamond 
watches, diamond attachments, etc.: no 
objection to non-conflicting side line; 
write giving full details as to qualifica- 
tions, territory and references: wonder- 
ful opportunity for right man. Address 
R., 515," care JC-K. 








SALESMEN wanted; for New York and 

eastern territories, to represent out- 

Standing line of nationally advertised 

watch materials, tools and complete 

Systems; exceptional opportunity for 
experienced men with good background 

and established following among jewel- 

ers and watch repair men; applicant 

| must give complete history, references, 
, lines carried and define territory cover- 
| ed: liberal commission. Write, Dept. 
. T”’, Rock Advertising Agency, 1165 


Broadway, New York 1. 
ee 














SALESMEN 
jewelry, 


_ wanted ; 
Silverware, cosmetic and de- 
partment store trades, here is a terrific 
opportunity to make big money; sell 
quality manufactured, tarnish prevent- 
ing fabric rolls and bags for silver- 


if you cover the 


ware, optical, cosmetic and novelty 
products; perfect tie-ins with your 
present lines; repeat sales a certainty ; 
backed by hard hitting full page trade 
paper advertising; many choice terri- 
tories open; write for full details today. 
Address “T., 549,” care J C-K. 











JEWELRY salesmen wanted; we want 
two live wire men for our store in 
Charlotte, North Carolina, who have 
plenty of push, aggressiveness and 2m- 
bition; we want men who know how to 
approach people and sell merchandise; 
strictly inside selling; must have jewel- 
ry selling experience, be able to fur- 
nish references and be bondable; this 
is a wonderful opportunity for the right 
men to develop and go places with the 
largest jewelry organization in America: 
Starting salary $300 a month with 
many other benefits, such as paid va- 
cations, free hospitalization and life in- 
Surance; if you can meet these quali- 
fications write to, “F., 481,” care J C-K. 


NS NERS SAE LIES LTR A IES INCE EL IE NESE LAMBA 


For Sale 


Stores, Stocks and Businesses 








JIWELRY store for sale; including all 
stock and fixtures; in busy section; 
priced, $4,500. Call 5-3905, New Haven, 
Conn. 





ROCHESTER, N. Y.; well established 
store; thriving neighborhood ; low rent: 
well stocked at low prices; perfect for 
watchmaker; real bargain; under $12,- 
000. Address “D., 477,” care J C-K. 





FOR SALE; cash neighborhood jewelry 
store; last year’s gross, $9,000; inven- 
tory and fixtures, $10,000: ean have 
tools and material at cost: must sell on 
doctor’s order. H. C. F., Box 255, East 
San Diego, Calif. 





ENGRAVING shop, doing from $7,000 to 
$9,000 per year; has been established 
for past 30 years; 15 miles from New 
York City; priced at $7,500; must have 
three-quarters down. Address “A., 492,” 
care J C-K. 





JEWELRY store, in small town near 
Albany, New York: gross $15,000 year- 
ly; $4,000 repair department; will sell 
at inventory, approximately $7,000; 
reason, owner recalled active duty. Ad- 
dress “D., 563,’’ care J C-K. 





SMALL jewelry store in southeastern 
Ohio, city of 35,000 population; best 
corner location with five year lease, at 
$150 per month rent; approximately 
$15,000 for stock and fixtures. Address 
“A., 312,” care J C-K. 





FOR SALE; established jewelry repair 
shop, over 200 accounts; over $65,000 
gross yearly; $16,000 stock inventory; 
complete, modern casting room; located 
in large southern city; will sell for 
Poy cash. Address “E., 562," care 





CASH jewelry store for sale; nationally 
advertised merchandise, clean up-to- 
date stock; inventory $15,000; can be 
reduced; selling price, $15,000, includ- 
ing fixtures; watchmaker’s tools and 
equipment not included. Box 1051 M, 
Pasadena 20, Calif. 





MODERN Credit jewelry store; all 
modern fixtures; 22’ front; two 
windows; with or without stock; 
downtown section large Connecti- 
cut industrial city; established same 


locality quarter century. Address 
“N., 489,” care K J-C. 








JEWELRY store; very attractive front; 
do a fine volume of repair and sales 
business: 100% location, also only six 
miles from West Coast largest Army 
base: good reason for selling; will sell 
for $2000, plus inventory; write for de- 
tails, 137% Main St., Salinas, Calif. 





JEWELRY store, old established cash and 
credit; corner location, low rent, new 
fixtures; well advertised, in New York 
State’s capital district; ideal for chain 
store; stock, accounts receivables, fix- 
turés at less than inventory; $45,000 
cash; rare opportunity. Address “B., 
560,’ care J C-K. 





JEWELRY store; established 30 years in 
New Jersey; population 60,000; five 
minutes from New York; good lease; 
all nationally advertised merchandise ; 
good repair business; inventory ap- 
proximately $50,000; will sacrifice ; rea- 
son for selling, other interests. Address 
“W., 520,” care JC-K 





FIRST class store; 100% location; can 
be bought with or without inventory and 
accounts; good lease, new fixtures, air 
conditioned; in fast growing, prosper- 
ous Northeast Ohio city of 30,000 popu- 
lation: will consider selling one-half 
interest to capable person. Address “W., 
420,” care J C-K. 





JEWELRY store in New York City; 
100% location midtown ; business 
grosses around $75,000; established 16 
years; fine reputation with quality 
trade: inventory, fixtures and equip- 
ment value, $30,000; $40,000 will ac- 
quire this little gold mine; doctor's 
order, reason for selling. Address “E., 
459,” eare J C-K. 





FOR SALE: small jewelry store in north- 
east Texas city of 26,000 population ; 
excellent main street location; clean 
stock and modern fixtures; Hamilton 
and Elgin franchise; sell at inventory, 
approximately $6,850 cash, no bonus; 
fine for watchmaker and wife; perman- 
ent air base and new oil field develop- 
ing at city limits; owner physically un- 
able to continue. Address “A., 559,” 
care J C-K. 








AN unusual good jewelry store for sale; 
in one of west Texas best towns; popu- 
lation over 75,000; store established 
over 25 years, enjoying a very good 
following; my stock consists of the 
finest, my fixtures are modern; I am 
selling this store for no other reason 
than at 65 I should be foot-loose, espe- 
cially since I have done well; this is a 
$50,000 to $75,000 deal, depending on 
how much merchandise you wish to re- 
tain, and can be handled on cash or 
terms depending on your financial back- 
ground; this is not a store for pro- 
moters or auctioneers; if you do not 
wish to retain this store as a going 
establishment, please do not inquire. 
Address “J., 484,” care J C-K. 


For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies; visit our salesroom or write for 
samples. Dauer Printing Company, Man- 
ufacturing Stationers, 37 E. 21st St., 
New York 10, N. Y. ALgonquin 4-2174. 
We ship open account, parcel post, or 
express to any part of the United States. 
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Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





WANTED; jewelry and watch repair 
store in the eastern section of United 
States: send all information in first let- 
ter. Address “H., 528,’ care J C-K. 





WATCHMAKERS ; write today for proven 
facts about new profits from simplified 
chronograph watch repair. Address “V., 
4905,” care J C-K. 





IF you would like to retire from busi- 
ness without conducting a special 
sale, we will sell your store as a 
going business; read the last ad un- 
der “Business Opportunities” for 
full particulars. McRae & Shaw, 
Chicago, Ill. 





AUCTION for profit; auction sales con- 
duited anywhere in the country; the 
finest bank and jewelers’ reference fur- 
nished ; stocks bought. Herman Schwa- 
dron, 11 Midwood St., Brooklyn, N. Y. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
_ Blackstone Avenue, Chicago 
15. 





SPOT cash, for complete jewelry stores, 
or will conduct cash raising sale for 
you; will advance cash to you before 
sale to prove results; for quick con- 
fidential service write, wire, phone, Gen- 
eral Merchandise Co., 326 Railway Ex- 
change Bldg., Denver 2, Colo. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 36. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





AUCTIONEER; I1 successful sales 
conducted in 1949; firm names fur- 
nished on request; all correspon- 
dence strictly confident. Anthony 

J. Gregory, 6956 N. Ashland Ave., 

Chicago 26, Briargate 4-7303. 


SALESMAN; watch and diamond experi- 
ence; college graduate; good appear- 





ance; desires to go into business; seeks 
partner with thorough background in 
jewelry manufacturing or importing, 
with equal investment; also interested 
in partnership in established concern, 
New York City; write details. Address 
“A., 474,” care J C-K. 





THIRTY-EIGHT auctions during past 30 


months; copies of letters of recommen- 
dation from all parts of America sent 
on request; our clientele comprises both 
large and small jewelers, jewelers who 
care ; conducted the two group auctions 
for St. Louis, Missouri, six largest firms 
in 1932-3. America’s Foremost Jewelry 
Auctioneer-Thomas J. Faussett, Howell, 
Mich. 





WANT to sell out, raise cash, reduce 


stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixture for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





CASH for you immediately; R. A. Zan- 


one & Co., will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 
35-0660. 





IMPORTANT watch factory of highest 
repute and among the best in Swit 
zerland, but not yet represented in 
the U. S. A., desires sole agent wel] 
introduced and organized, buyi 
and selling on his own account — 
interested in introducing this ‘fine 
name; the factory is not lookin 
for immediate important sales ies 
wishes the building up of a trusty 
lasting and mutually profitable ig 
nection. Please write to, “Soj, 
Agency”’, care Information Horlo- 
gere Suisse, La Chaux-de-Fonds 
Switzerland. 








JACOBS BROS., Ben and Henry, 


America’s well known jewelry auc- 
tioneers since 1917; cash buyers of 
entire jewelry stores and liquidators, 
or will personally conduct auction 
sale for you profitably; have liqui- 
dated many outstanding jewelers 
with great success; firm names on 
request; bank and trade references. 
Write or wire, 510 Madison Ave., 
New York City; 401 Jewelers Bldg.. 
Boston, Mass.; 321 Irwin Keasler 
Bldg., Dallas, Texas. 








I AM ready to pay you cash, dollar 


for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; al? correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
703, New York, N. Y. 








$$ 


WOULD you like to retire from bysi. 
ness, if you were given a respon- 
sible guarantee that your stock, ac. 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business, unques. 
tioned bank references; also refer. 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation, 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg. 
Chicago, Il. 








Wanted to Purchase 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking stools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WILL buy: Vacheron Constantin, or 
Patek Philippe wrist watches; used, but 
not abused; also Packet watch, minute 
repeater, split second, calendar, or 
music watch. Manna Bros., 1310 Sixth 
Ave., New York 19, N. Y. 





CASH for inactive Community Plate, 
Rogers 1847 and Holmes & Edwards; 
we pay retail less 40% for unused 
silver; used silverware also purchased; 
any quantity; please send list; old 
sterling flatware and hollowware 
wanted. Vroman’s Silver Shop, 520 W. 
7th St., Los Angeles 14, Calif. 













CASH for your surplus sterling flat- 
ware and hollowware; any make, 
any pattern, any quantity; your 
price paid or no deal; references; 
Citizens State Bank and Second Na 
tional Bank. Jack Greene, 
Seanlan Bldg., Houston, Texas. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 








SPOT cash for your surplus stock, 
watches, diamonds, and jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M& M 
Bldg., Houston 2, Texas. 


oS 
Watch Work, etc., for 
the Trade 





GOOD watch repairing for the trade ; 
reasonable prices; price list sent on re- 
quest. Leslie Hammond, 1112 Mahan- 
tongo St., Pottsville, Pa. 








TCH repairing for the trade; jewel 

bag ol plate and balance’ jewels; 
price list upon request. M. J. Gallo, 
992 N. Plum St., Lancaster, Pa. 








RELIABLE watch repairing; all sizes 
and makes; guaranteed; references. 
Carl Lieberman, 116 Nassau St., New 


York 7, N. Y. 





—--— 


ONE week’s service, Watchmaster tim- 
ing; references and price list on re- 
quest, Gerace Jewelers, 4243 Frankford 
Ave., Philadelphia, Pa. 





me 


SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; waiches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster: 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 


—— 





WATCH repairs for the trade; any make 
or type; work guaranteed, not the 
cheapest, but good; 40 years’ experi- 
ence; SIX years same address. G. Curtis 
Sprang & Son, 607 S. Hill, Suite 401, 
Los Angeles 14, Calif. 








PITTSBURGH and tri-state areas; one 
of the largest trade shops, doing 
quality watch repairing; our prices 
are reasonable. Call, At. 1-5467, or 
write for details. Sam J. Klein, 317 
Clark Bldg., Pittsburgh 22, Pa. 








EXPERT watch repairing; eight to 10 
days’ service: all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
esac York 32, N. Y. Lorraine 





WEST COAST watch repairing by an old 
company ; workmanship and service the 
best; we repair all kinds of watches and 
chronographs; send for price list. Sys- 
tem Service Co., 212 S. Broadway, Los 
Angeles 12, Calif. 











KNOW your specialist; mail direct; same 
day service; vibrating; flat, $1.75; 
Breguet, $2.50; staffing, jeweling; re- 
quest free envelopes and Vibra-Pac. 
Hairspring Vibrating Co., Box 330, 
Union City, N. J. 





CURRAN & McKay watchmakers; trade 
repairs, new accounts solicited; all 
work guaranteed ; hair springs vibrated, 
isicronal errors corrected, electronic tim- 
ing; write for confidential price list. 
139-23 222nd St., Laurelton 13, L. L, 
N. Y. Phone La 5-2203. 





FINEST watch repairing with seven 
days, or sooner, service; all work 
guaranteed and insured against loss 
or damage; Watchmaster timed; 
located in the Middle West’s most 
convenient watch repair center; 
price list on request. Pollak’s Watch 
Service Co., 205 Colonial Arcade, 
Cleveland 15, Ohio. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 





DIAMOND setting, expert work; New 
York and out-of-town; prompt service; 
prices right; stones supplied on request. 
Sam Weisel, 87 Nassau St., New York. 





PHOTOGRAPHY on gold, silver or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 151, 39 Glaston- 
bury Blvd., Detroit 23, Mich. 





PEARLS restrung plain or knotted 
ring sizing, diamond setting and en- 
graving. Walter Job & Son, 502 
Dime Bank Bldg., Scranton, Pa. 





DIAMOND repairing specialist; using 
good commerical judgment. Joseph 
Hunt, 74 W. 46th St., New York City 
19, N. Y. Recutting and repairing dia- 
mond cutter. 








PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55B Eddy St., Providence, R. I 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





COLORED STONES; direct importers 
at your service; replacing, recutting, 
repolishing, drilling, diamond 
melee, synthetic stars, precious, 
semi-precious, synthetic, imitation, 
Max Stern & Co., Inc., 17 John 
St., New York. 


erate CS RNR 
To Let 





OFFICE space for diamond setter; three 
windows; reasonable. 9 Maiden Lane, 
New York City. Call, Beekman 3-3398. 





SEATS for rent in jewelry factory; 
suitable for jewelers, engravers or dia- 
mond setters; also gold casting outfit. 
38 W. 48th St., New York City. Plaza 
7-1542. 





MECHANIC’S opportunity; busy 47th 
St. Jewelers’ Exchange, 54 W., rear 
room, 200 ft., light, air conditioned; 
$80; Holmes vault, one flight up; front; 
300 ft. unit. Apply premises. 








Miscellaneous 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean a 116-A Nassau St., New York 
te Ete Ee 





333 questions and answers; illustrated ; 
examination-type questions; practical 
for benchwork reference or review of 
watch repair; $1.75 postpaid ; seven-day 
return privilege. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill. Room 1100F. 





CHICAGO Institute of watchmaking ac- 
credited by U.H.A.A. and certified by 
H.I.A. approved for veterans; write for 
our latest booklet, JC-10, describing 
courses and containing pictures from a 
few of the many satisfied graduates and 
employes who can truly explain our 
successful plan of sound training. Chi- 
cago Institute of Watchmaking, 6 E. 
Lake St., Chicago 1. 





GRADUATE watchmakers; reach an un- 
tapped source of profitable new business 
in chronograph watch repair: easy step- 
by-step Esembl-O-Graf method taught 
in G.I. approved, 22 weeks resident 
course, or by low-cost home study plan; 
be the first in your community to dis- 
play the handsome certified chrono- 
graph tcchnician’s diploma; complete 
information on request. Western Penn- 
sylvania Horological Institute, Desk 
C-68, 706 Smithfield St., Pittsburgh 19, 
Pa. 
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BARRON BEDFORD 
(Oneida Ltd.) 


Barron Bedford of Oneida Community 
Division of Oneida Ltd., has been assigned 
to the Cleveland territory and will cover 
Cleveland, Akron, Youngstown, Ohio; Erie, 
Pittsburgh and surrounding territory. 

Replacing Bedford in the Philadelphia 
territory is John A. McIntosh, Jr. He will 





JOHN A. 
McINTOSH, JR. 
(Oneida Lid.) 





JOSEPH H. 
DONAHUE 
(Oneida Lid.) 


cover parts of Maryland, New Jersey, Dela- 
ware and Philadelphia for Oneida. 

Oneida also announced that Joseph H. 
Donahue of the Community Division has 
been assigned the Terre Haute Ind., ter- 
ritory formerly covered by McIntosh. He 
was formerly in New England. 





WALTER NATHAN 
KLEINLEIN, JR. NEWMAN 
(Elgin Nat'l (Perkel & Knapp, 
Watch Co.) Inc.) 


Elgin National Watch Co. announced 
that Walter Kleinlein, Jr., has been named 
sales representative for the company to 
serve trade materials wholesalers through- 
out the country. 


Nathan Newman, former president of 
Silbermann, Kohn & Wallenstein, is now 
associated with Perkel & Knapp, Inc., 
manufacturers of diamond rings and mount- 
ings, 10 W. 47th Street, New York City. 
Mr. Newman, who is well known from 
coast to coast, will leave the early part of 
October on an extended business trip. 

C. P. Nicolai, assistant general sales man- 
ager of the Sheaffer Pen Co., Fort Madison, 
Iowa, has transferred his headquarters to 
Baltimore, according to R. H. Whidden, 
general sales manager. Nicolai will be re- 
sponsible for the company’s sales relation- 
ships with federal agencies throughout the 
East. 


Silver City Glass Co., Meriden, Conn., 
announced the appointment of three new 
representatives: C. W. McGilvery who will 
cover Texas, Oklahoma, Arkansas and 
Louisiana; Walter H. Humphries Associ- 
ates to cover Montana, Idaho, Wyoming, 
Utah, Colorado, Arizona and New Mexico; 


and W. S. Mann for North and South Da- 








\ 


kota, Minnesota, Iowa, Nebraska, Kansas 
and Missouri. 

The Colonial Mfg. Co., Inc., announced 
that Walter E. Morrell is now representing 
their firm in the southern territory. 


Bilek Named 
Sales Manager 


EDWARD BILEK 
Sales Manager 
Lux Clock Mfg. Co. 





The Lux Clock Manufacturing Co., 
Waterbury, Conn., has appointed Edward 
Bilek as sales manager. Bilek, who joined 
Lux as assistant sales manager in October, 
1949, formerly held the same position with 
Lehn & Fink Products Corp., and was pre-- 
viouly associated with the American Drug- 
gist Magazine. His offices will be at 1107 
Broadway, New York City. 


Admark Increases Line 


Admark, 714 Sansom St., Philadelphia, 
Pa., is enlarging their present line and 
adding interesting new designs for greater 
variety. Admark’s scarab line has received 
marked attention in fashion circles im 
Philadelphia and at the New York show. 

The bracelet that Admark is featuring is 
designed with only the finest stones im- 
ported from Europe, with the Bombay back. 
They are set in heavy, hand-made 14K gold 
or gold filled mountings with peg spring 
rings. Full information is available by 
writing to Admark, 714 Sansom St., Phila., 


Pa. 
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YOU HAVE ADVANTAGES — USE THEM 


The department stores have increased their take’ of 
the local jewelry business tremendously during the past 
ten years. 


They have done it by means of smart merchandising. 
They have done it by making the most of the selling ad- 
vantages peculiar to their type of operation. 


Why not take a lesson from them in that respect. You, 
as a jeweler, have advantages which no other kind of 
store enjoys. 

As a matter of fact, the department stores have been 
able to add to their jewelry volume largely because the 
great majority of retail jewelers have failed to capi- 
talize fully on their unique merchandising advantages. 
They have neglected to sell the romance of the merchan- 
dise they offer and to dramatize the traditional pleasures 
of buying at a jewelry store. 


When people buy a gift for their loved ones, for some 
particular occasion, they do not buy terms, or bargains; 
they buy romance. They buy evidence of honest affec- 
tion. They want something which will be recognized as 
of genuine and full value. To meet those needs of the 
customer, your precious wares, the attractive appearance 
of your store, the age-old integrity of your trade, your 
very name on the gift box, offer you a competitive ad- 
vantage over other stores, which can win you the busi- 
ness if you capitalize upon the advantages which have 
been handed to you by generations of respected jewelers 
through the ages. 


To our mind, the retail jewelers of America, as a whole, 
did a bad job of solid, fundamental merchandising during 
the past war. They sold merchandise, certainly, but they 
failed to take full advantage of the millions of personal 
contacts that were forced into their stores by the scarcity 
of other types of merchandise. They failed because 
they, at that time, sold gold, silver, platinum and dia- 
monds. They failed because they forgot (or were too 
busy) to tell their customers about what was behind 
that which the customer was buying. 


Romance is a powerful thing—it makes men do all 
kinds of seemingly foolish things—like buying diamonds 
for loved ones; pay all kinds of prices for things they 
want. Reminds us of only last Saturday when we were 
walking into a restaurant, from which a wedding party 
had emerged. The group was posing on the steps for a 
picture. Just then a car went by and an apparently un- 
snared youth called out, “Sucker.” The groom just smiled. 
He was happy. He was willingly paying the costs and 
assuming further obligations for something he wanted. 

Now to be sure, many jewelers during the past ten 
years got theirs. There are those who can always make 
their own shade. But when these people took, they put 
nothing back in the soil which bore that bumper crop of 
sales during the 40s. 
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To our mind, the retail jewelers—and there are many 
more today than there were ten years ago—have been 
siven another chance by the present revival in business, 
Another chance to carry the gospel to the people. Ap. 
other chance to further build a genuine public affection 
and deep-seated desire for jewelry store items, And, 
unlike the handicapped conditions of the previous lush 
period—to do it with jewelry store merchandise—and 
do it with honest merchandise, honestly priced and 
honestly presented. 


Of course jewelers can muff this chance too, or they 
can take the little additional time and trouble which will 
preserve their business for themselves and their chil. 
dren’s children. 

They can think only of getting their prospect’s money, 
Or they can use their experience, their knowledge of 
their goods, their love of their merchandise, to impart 
to each piece they sell, something which the purchaser 
will recognize as an extra. Perhaps it’s a few technical 
facts, perhaps it’s a few romantic facts, perhaps it’s a few 
practical facts for better use or care of the piece. Perhaps 
any or all of these things. The background of the jewelry 
trade and your own personal background have equipped 
you with this unusual and powerful selling advantage. 

Now we can’t tell you to fall in love all over again 
with jewelry. We can’t tell you to take a second honey: 
moon with your business. But it would help you toa 
quick and natural enthusiasm if you did. Strung together, 
words can never hide a salesperson’s bored indifference. 
Respect logic, of course, but don’t forget that you're 
not likely to score high and build to a bigger and bigger 
business unless you present your prospects with an emo- 
tional appeal when they face you across the counter. 

Against this, used wisely, the cold competition by big 
impersonal department stores or specialty shops will be 
blunted every time. 

Take a little longer with your next prospects. Share 
with them the romance of your merchandise. Impart to 
them a bit of the feeling you have for it. Make the best 
possible use of this advantage which is yours exclu- 
sively—as a jeweler. 





The Lord gave us a brain to use in arriving at business 
decisions. 

He also gave us a heart. That, so we can under- 
stand the other fellow’s viewpoint and offer something 
that will benefit him as well as be of profit to us. 


Successful salespeople recognize that. 


Heaaplet OFF 


Editor 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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| for the O-B 
“Dartnership”’ Plan! 


Enthusiasm is snowballing as, month 
after month, more and more dealers are 
piling up increased business and _ profits 
with the Ostby & Barton “Partnership” 
Plan. 

Those are the dealers who are taking 
advantage of this popular direct-selling 
plan... 1)For better profits ...2) For 
better styling, and... 3) For more effect- 
ive use Of free display advertising helps. 
Ask your O-B salesman to show vou 
what others are doing. Then join the 
profit parade with your own advertising 
and store promotions! 


\ SER & fe SRS 
~ "Ring Leaders Since 1879 


NATIONALLY ADVERTISED BY OSTBY & BARTON 





SMALL DOWN PAYMERT 
RESERVES ANY 0-8 Ring 


EXCITING WINDOW DISPLAYS! 


For counter or window, two arresting Christmas displays for 
O-B Rings. Lay-Away Display and tie-in newspaper mat free 
Another excellent sales builder in the new line of with minimum order for $100 or more. Christmas Display 


freshly , styled O-B Fashion Originals, “Du oTaTo Ma i—SilaMal-Nna3 ole] oX-1auiilol Mtia-t-MVUl ia Mol del tak iotaPL CIO eT an ToT aoe 


9 . ° - 
pone features exclusively cut synthetic birth- Send tod 
sfones with synthetic white sapphire and four Se OY: OF SEE VOUT Cea ene Eaereseneenan 
genuine white zircons. ‘Du Amour’ will be na- 
peed advertised in LIFE. 14K Gold, $26.00 
ystone. ( Also available in 10K, $24.00 Keystone. ) 


LIFE; OSTBY & BARTON ME-EB@™ COMPANY 
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ONCE AGAIN — 


voted 


é ‘ 


“Most popular brand 


of Silverplate” 





Readers of 5 great magazines confirm first choice of customers everywhere 


f 





HAT DOES the fact that Community is “most popu- 
lar’ mean to you? It means continuing sales leader- 
ship—continuing and increasing profits! 

For more than 10 years, thousands of subscribers to 
outstanding national magazines have been asked two 
questions: 

“What names of plated silverware do you 
MME” 204d wien. 6 6 +s thee os 
“If you were to buy new plated silverware, 
what make would you be most likely to buy?” 
In each case, the answers have come back— Community! 
And in addition to being best-known and the leading 


choice of more readers than any other brand, Com- 
munity has sharply widened its lead in the past year! 


Such a record is certain proof of the power of adver- 
tising behind the Community name. Nineteen great na- 
tional magazines are constantly at work helping to pre- 
sell the name Community—fourteen of them advertise 
Community’s five famous patterns in flatware, and five 
advertise Community hollowware. 

Memorable advertising, put behind outstanding pat- 
terns in the first-quality silverplate, are the reasons Com- 
munity stays “most popular.” It will pay you to come 


along with COMMUNITY*—The Finest Silverplate. 


“TRADE MARK OF ONEIDA LTD. 














